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Evidence-based research 
across diverse industries
Our experience in instrument design affords our clients 
actionable analytics to help them identify, address, and 
improve offerings to, and the way they communicate with, 
their key constituents.  

With more than 38 years of experience in diverse markets, 
our consultative approach ensures our data can be the 
basis to make important business decisions. 

Cross-functional engagement teams ensure a complete 
view of the issues and solutions.
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Expertise in a diverse set  
of research methodologies

5

Having conducted millions of surveys and thousands of focus groups over the past 38+ years, our experience in 
instrument design, data collection and the presentation of those findings in manageable, actionable ways allows us to 
serve our clients across the spectrum of research studies.

Telephone Interviews 
In-house, multi-lingual 

interviewing capabilities

Digital Surveys 
Web + mobile-based  

survey programs

Focus Groups 
State-of-the-Art  

facilities in CT and MA

In-Depth Interviews 
Trained researchers allow us to 

dive deep in a 1:1 setting
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Solutions that focus on 
strategic and operational 
needs of clients

6

Whether direct to clients or through their agencies, we apply 
our core research methodologies, often applying a mixed 
methodology to ensure a study that captures both quantitative 
and qualitative information, to ensure our solutions exceed 
client expectations.

Awareness/Perception 
Market Feasibility 

MarComm 
Reg Compliance 

Efficiency 
Customer Satisfaction
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Project Overview
๏ GreatBlue was commissioned by the Belmont Municipal Light Department (Belmont Light) to conduct 

comprehensive research among residential customers to gain a deeper understanding into their perceptions of 
the utility and satisfaction with the services provided.  

๏ The primary goal of this research study was to assess the effectiveness of Belmont Light’s ability to serve its 
customers, identify areas for improvement, and isolate areas that may increase engagement. 

๏ In order to service this research goal, GreatBlue conducted telephone surveys among a random sampling of 
Belmont Light’s residential customers.  

๏ The outcome of this research will enable Belmont Light to a) more clearly understand, and ultimately set, 
customer expectations, b) act on near term opportunities for improvement and, c) create a strategic roadmap to 
increase customer satisfaction. 

8



Areas of 
Investigation

The Belmont Light Customer Satisfaction Study leveraged 
a quantitative research methodology to address the 
following areas of investigation:


๏ Perception of local utilities and area organizations

๏ Rating Belmont Light’s organizational characteristics

๏ Satisfaction with customer service personnel

๏ Satisfaction with field service personnel

๏ Preferred methods of communication

๏ Likelihood to participate in energy efficient programs

๏ Gauging interest in renewable energy initiatives, 

specifically solar

๏ Demographic profiles of respondents
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Research Methodology Snapshot

Methodology 

Telephone

Target 

Residential

No. of Completes 

401

Quality Assurance 

Dual-level**

No. of Questions 

76*

Margin of Error 

4.9%

Incentive 

None

Confidence Level 

95%

Sample 

Customer list

Research Dates 

Aug 8 - 21

* This represents the total possible number of questions; not all respondents will answer all questions based on skip patterns and other instrument bias. 
** Supervisory personnel in addition to computer-aided interviewing platform ensure the integrity of the data is accurate.
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Survey Respondent Snapshot

Post graduate
47.1%

Refused
4.5%

4 year college grad
36.7%

2 year/some college
7.1%

High school, GED
4.5%

Education 

Refused 
5.0%

(65+) 
27.9%

(45-64) 
35.2%

(18-44) 
31.9%

Age 

Female 
54.6%

Male 
45.4%

Refused
2.5%

Own 
65.8%

Rent 
31.7%

Residency 

Gender 
This slide quantifies select data points to provide context for the quantitative 
research study. The following graphs provide an empirical view into the 
demographics of the survey respondents.
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Key Study Findings
๏ When compared to other utilities (gas, phone, water, and cable), respondents have a more positive perception of 

the service they receive from Belmont Light than other utilities. 

๏ When rated on a series of nine (9) organizational characteristics in 2017, Belmont Light received an average 
positive rating of 90.1%, which marks an increase over the 86.1% previously recorded in 2015. These ratings 
were driven by the reliable service (94.4%) of the utility as well as its helpful and knowledgeable staff (93.2%).  

๏ Customer service personnel and field service personnel performed equally well. A higher rate of customers 
reported to be satisfied with the customer service representative who handled their call or visit (90.0% in 2017 
over 87.7% in 2015). 
- In addition, a higher rate of customers also reported to be satisfied with the field representative they 

interacted with (94.1% in 2017 over 86.5% in 2015).   

๏ A consistently high rate of customers continue to report it is “convenient” to pay the Belmont Light electrical bill 
(93.0% in 2017 over 93.3% in 2015). 

13
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Key Study Findings, continued
๏ When asked to describe the relationship with Belmont Light, customers provided a net positive rating (advocacy

+loyalty+satisfaction) of 94.0% in 2017. This marks a slight increase over the net positive rating of 91.8% 
previously recorded in 2015.  

๏ While a strong majority of customers were aware Belmont Light was a “community owned municipal 
utility” (79.6%), less than half of customers were aware that “in addition to having a general manager, Belmont 
Light is governed by a board made up of the town selectman” (46.7%).  
- Despite this moderate awareness, more customers reported that community goals were more important that 

utility industry best practices when setting the policy for Belmont Light (34.5% in 2017 over 28.8% in 2015).  

๏ In the first year of measurement, 22.9% of customers reported using the “Smart Hub” online customer platform in 
the past; among those who had, 72.9% were “satisfied” with the ease of finding information on “Smart Hub.” 

๏ In 2017, a slightly higher rate of customers agree with the perception that Belmont Light is “doing all that it can to 
keep customer prices low” despite changing fuel prices and economic factors (74.8% over 70.0% in 2015).  

14
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Key Study Findings, continued
๏ When asked about energy efficiency programs through Belmont Light, the highest rate of customers reported 

having participated in or planning to participate in programs to “distributing of energy efficient light bulbs” (60.3%) 
and “rebates on energy efficient appliances” (49.8%).  

๏ In the first year of measurement, awareness of a series of events sponsored by Belmont Light was relatively low. 
Over half of customers were not aware of the “Winter Solstice” (55.4%) and “Ride and Drive event” (50.9%).  
- However, 52.8% of customers reported having participated in or planning to participate in Belmont Light’s 

“Farmers’ Market.”  

๏ Opportunities exist to grow Belmont Light’s social media presence, as only 7.7% of customers reported engaging 
with the utility on social media. In addition, 73.3% were “not at all aware” that Belmont Light had recently 
launched social media pages on Facebook or Twitter.   

๏ In the interim, “Power Connection” remains a viable news source for customers as 44.6% of customers continue 
to recall the newsletter, and among readers, 95.5% believe “Power Connections” to be informative. 

15
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Belmont Light surpasses most utilities

16

While ratings for customers’ service increased for each area organization measured in 2017, the level of customer satisfaction 
for Belmont Light also increased from 86.1% in 2015 to 90.1% in 2017. This allowed Belmont Light to remain competitive in 
this area with the electric utilities, gas companies and water and sewer organizations of their customers. 

25%

50%

75%

100%

Internet Provider Cable Company Phone Company Water and Sewer Gas Company Electric Utility Belmont Light

90.1%92.4%90.8%90.4%

74.7%72.2%70.7%

86.1%86.9%84.7%84.3%

68.9%68.5%67.8%

Please rate 
each of the 
following area 
organizations 
on their quality 
of overall 
customer 
service.

Q
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Belmont Light service + staff drives ratings

17

While Belmont Light received strong ratings in all the organizational characteristics measured in 2017, the areas the company 
received the highest ratings for were reliable service, helpful and knowledgeable staff and honesty/ integrity. While still strong, 
electric rates were the lowest rated characteristic measured in 2017, receiving a rating of 80.2%. 

Item 2015 Residential 2017 Residential

Communication with customers 87.1% 88.7

Responsiveness to customers 86.8 92.3

Helping customers conserve electricity 79.1 86.2

Honesty/Integrity 90.3 92.6

Reliable service 94.9 94.4

Rates 74.6 80.2

Community service 85.5 92.2

Helpful and knowledgeable staff 90.7 93.2

Maintaining modern and reliable infrastructure —- 91.4

Average (from previous slide) 86.1 90.1
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Customer service staff strong

18

Among the 170 customers who contacted Belmont Light in the recent past, 90.0% were satisfied with the employee that 
handled the call or visit, which marks a slight increase from 87.7% in 2015. This high rating is important to note as 
“outages” (17.1%) was the top reason for contacting Belmont Light in 2017. 

How satisfied 
were you with 
the way the 
customer 
service 
employee 
handled the 
call or visit?  

Q

18%

36%

54%

72%

90%

Very Satisfied Somewhat satisfied Somewhat dissatisfied Very dissatisfied DK/Unsure

1.8%2.9%5.3%7.6%

82.4%

2.2%6.7%3.4%12.8%

74.9%

2015 (n=179) 2017 (n=170)

3.4% 2.2%

15.3% 
To pay bill17.1% 

Outage 11.2% 
Bill Question 

(not complaint)

What was the purpose 
of your call or visit? 

(top reasons) 

Q90.0%

5.3% 2.9% 1.8%
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Field service staff equally strong

19

Similar to satisfaction ratings for customer service staff, satisfaction ratings for field service representatives also increased, 
from 86.5% satisfied in 2015 to 94.1% satisfied in 2017. 

How satisfied 
were you with 
the way the 
field service 
employee 
handled the 
call or visit?  

Q

18%

36%

54%

72%

90%

Very Satisfied Somewhat satisfied Somewhat dissatisfied Very dissatisfied DK/Unsure

2.9%0.0%2.9%5.9%

88.2%

8.1%0.0%5.4%10.8%

75.7%

2015  (n=37) 2017 (n=34)

5.4% 0.0%

94.1%

17.6% 
Outage20.6% 

Install  
service 11.8% 

Meter reading

What was the purpose 
of your call or visit? 

(top reasons) 

Q

2.9% 0.0% 2.9%
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Bill pay made convenient, easy + clear

20

Bill payment is typically the primary reason for contact with the utility, thus streamlining this process is key to overall 
satisfaction. Belmont Light excelled in this area as a majority of customers reported it was convenient to pay their bill (93.0%) 
and that the bill was clear and easy to understand (84.5%). 

How 
convenient is it 
for you to pay 
your Belmont 
Light electric 
bill?   

Q

25%

50%

75%

100%

Very convenient Somewhat convenient Somewhat inconvenient Very inconvenient DK/Unsure

1.2%2.5%3.2%18.7%

74.3%

2.5%1.5%2.8%10.0%

83.3%

2.8% 1.5% 2.5%

QPlease rate the bill on 
being clear and easy to 

understand, using a 
scale of one to five 

where one is very good 
and five is very poor.  

84.5%  

said the bill was 
clear and easy to 

understand

3.2% 2.5% 1.2%
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Consistently high loyalty and satisfaction 

21

How would you 
describe your 
relationship 
with Belmont  
Municipal Light 
Department?

Q

20%

40%

60%

80%

100%

Advocate Loyal Customers Satisfied Customers Less than Satisfied Customers Don't know/Unsure

1.0%5.0%

63.3%

21.7%
9.0% 2.3%6.0%

62.3%

21.5%
8.0%

Customers provided Belmont Light with a net positive rating (advocate + loyal + satisfied customers) of 94.0% in 2017, with 
only 5.0% of the customer base reported to be “less than satisfied.” This was a slight improvement over ratings previously 
recorded in 2015, where the net positive rating was 91.8% and 6.0% of customers reported that they were “less than 
satisfied” with Belmont Light. 

2.3%6.0% 5.0% 1.0%
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Customers aware of ownership status

22

While 79.6% of customers recognized Belmont Light as a municipal utility, the remaining 20.4% were unsure or incorrectly 
identified the organization as an investor owned utility. However, when asked more detail, only 46.7% were aware that 
Belmont Light had both a general manager and was governed by a board of town selectman. 

Would you say 
that your own 
electric company 
is a “Community 
Owned 
Municipal 
Utility” or a 
“Privately 
Owned Investor 
Company”? 

Q
14.2%

6.2%

79.6%

Community Owned Municipal Utility
Business Owned or Private Invester Owned Company
DK/Unsure

How aware are you that in addition to having a general manager, 
Belmont Light is governed by a board made up of the town 
selectmen?

Q

15%

30%

45%

60%

75%

Very aware Somewhat aware Somewhat unaware Not at all aware Don't know/unsure

2.0%

46.4%

5.0%
16.0%

30.7%

2017

2.0%5.0%
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10%

20%

30%

40%

50%

2015 2017

20.2%22.0%

34.5%
28.8%

23.4%
26.8%

Belmont Light important to community

23

Customers were primarily mixed on how Belmont Light should manage the “best practices” of the utility industry in relation 
with the “values” of the community’s goals. In 2017, a slightly higher rate of customers reported that community goals were 
either “significantly” or “slightly” more important than utility industry practices (34.5% over 28.8% in 2016). However, one-
fifth of customers continue to report that community goals and industry best practices were “equally” important (20.2%). 

Which of the following statements best describes how you feel about the importance of 
industry best practices and the goals of the community in the overall policy of Belmont Light?
Q

Industry best 
practices are more 

important than 
community goals

Community goals are 
more important than 

industry best 
practices

Community goals 
and industry best 

practices are equally 
important 

Industry best 
practices are more 

important than 
community goals

Community goals are 
more important than 

industry best 
practices

Community goals 
and industry best 

practices are equally 
important 
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10%

20%

30%

40%

50%

Very Satisfied Somewhat satisfied Somewhat dissatisfied Very dissatisfied

5.4%

19.6%

28.3%

44.6%

2017  (n=92)

“Smart Hub” gaining awareness

24

While less than a quarter of respondents had used Belmont Light’s “Smart Hub” online customer platform in the past (22.9%), 
most who had utilized “Smart Hub” previously provided the platform high satisfaction ratings, with 72.9% reporting that they 
were either “very” or “somewhat” satisfied with the online platform. 

Have you utilized 
Belmont Light’s “Smart 
Hub” online customer 
platform in the past?  

Q How satisfied were you with the 
ease of finding the information you 
needed on the “Smart Hub” 
platform?

Q
22.9%  

have used “Smart 
Hub” online customer 

platform in the past

72.9%
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10%

20%

30%

40%

50%

18-44 45-64 65 or older

9.8%

17.7%

41.4%

2017  "Yes"

“Smart Hub” should gain popularity 

25

A much higher portion of customers under age 44 (41.4%) reported having used “Smart Hub” in the recent past compared to 
their counterparts ages 45 to 64 (17.7%) and ages 65 or older (9.8%). This suggests that more customers will continue to 
turn to this resource in the coming years, thus addressing navigation issues and login issues is paramount to a positive user 
experience. 

What changes, if any, 
would you suggest to 
improve the ``Smart Hub´´ 
experience?

Q Have you utilized Belmont Light’s 
“Smart Hub” online customer 
platform in the past?  

Q

6.5% 
Reduce fee

9.8% 

Improve 
login

14.1% 
Hard to 

navigate
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Most customers perceive rates to be aligned

26

Please tell me if you strongly agree, somewhat agree, somewhat disagree, or strongly disagree 
with the following statement: “Regardless of changing fuel prices and economic factors, 

Belmont Light is doing all it can to keep customer prices low.”

Q

25%

50%

75%

100%

Strongly Agree Somewhat Agree Somewhat Disagree Strongly Disagree Don't know/Unsure

15.0%4.0%6.2%

44.1%
30.7%

15.5%6.3%8.0%

26.0%

44.0%

74.8%

While a slightly higher rate of customers, overall, agreed that Belmont Light is doing all it can to keep customer prices low in 
2017 (74.8% over 70.0% in 2016), a negative shift occurred in those customers who “strongly” agreed compared to only 
“somewhat” agreeing with the statement. 

6.2% 6.3% 4.0%
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Opportunities to increase EE participation

27

Customers were most likely to have participated in, or plan to participate in programs related to “distributing of energy efficient 
light bulbs” (60.3%) and “rebates on energy efficient appliances” (49.8%). Further opportunities to grow participation may exist 
in the areas that yielded the lowest current awareness, which were the “Green Choice Program” (51.9%) and “seminars and 
presentations on reducing electricity costs and consumption” (40.4%). 

2017 Composite Yes, and will 
in future

No, but have 
plans to in 

future

Yes, but won’t 
in future

No, no plans 
for future

Not aware of 
program

Distributing of energy efficient light bulbs 46.6 13.7 12.5 6.7 18.0

Rebates on energy efficient appliances 26.9 22.9 11.7 13.2 22.7

No cost home energy audit services on energy efficiency 16.0 23.7 15.2 19.7 22.7

Green Choice Program 7.5 14.5 7.2 13.0 51.9

Seminars and presentations on reducing electricity costs and consumption 6.7 17.7 8.0 24.4 40.4
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Over half of customers 
willing to pay for 
renewable energy 

28

Slightly less than one-third of customers (30.2%) reported to 
be unwilling to pay any money towards achieving higher 
levels of renewable energy in Belmont Light’s energy 
portfolio. However, 20.4% were willing to contribute “$1 to 
$4” and 24.5% of customers were willing to pay “$5 or 
more” extra per month to garner additional renewable energy 
for Belmont Light. 

Don't know 
16.2%

$5 or more 
24.5%

$1-$4 
20.4%

Less than $1 
8.7%

$0/None 
30.2%

Please select the maximum amount you would be willing to pay per 
month in increased bill costs to help Belmont Light achieve higher 
levels of renewable energy in its power supply portfolio?  

Q
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20%

40%

60%

80%

Very aware Somewhat aware Somewhat unaware Not at all aware Don't know/ unsure

2.0%

73.3%

3.0%11.7%10.0%

2017

Room for social media expansion

29

How aware are 
you of Belmont 
Light’s recently 
launched social 
media pages 
(Facebook/
Twitter)? 

Q
QDo you currently follow Belmont 

Light on social media (Facebook/ 
Twitter)?

3.0% 2.0%

7.7%  

currently follow Belmont 
Light on social media

Only 7.7% of respondents reported that they follow Belmont Light’s recently launched social media pages, and 76.3% of 
people were unaware that these social media pages existed, leaving room for expansion in Belmont Light’s social media 
presence. 
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Customers Recall “Power Connection”

30

Now, please think about “Power Connection.” How thoroughly do you usually read “Power Connection” 
-- do you read or scan all of it, most of it, some of it, or none of it?
Q

20%

40%

60%

80%

100%

Read all Read most Read some None Not sure

1.1%6.1%

40.8%

25.7%
20.7%

1.2%3.2%

40.3%

23.7%27.3%

2015 (n=253) 2017 (n=179)

Almost half of customers (44.6%) recalled receiving Belmont Light’s “Power Connection” newsletter. Of those who recalled 
“Power Connection,” 87.2% reported to read at least “some” of the newsletter. In addition, among those 156 readers, almost 
all (95.5%) reported the material included was “informative.” Thus, “Power Connection” remains a viable news source for 
customers. 

1.2%3.2% 1.1%

44.6%  

recall receiving Belmont 
Light’s quarterly newsletter 

“Power Connection”

95.5% 
of customers reading 
“Power Connection” 

reported it was 
“informative”  

(n=156)
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Considerations

๏ Socialize research throughout Belmont Light. Belmont Light performed exceptionally well across different 
aspects of the organization, customer service, field service, and forming customer relationships. With the recently 
completed market research study, this may serve as a valuable time to engage in company-wide on boarding to 
commend past performance, and set expectations moving forward. Using this research study as the backdrop for 
this process will help socialize the research throughout the organization and demonstrate the data driven 
decisions Belmont Light is considering as a result. 

๏ Promote community connection.  While a majority of customers reported Belmont Light was a municipally 
owned utility, fewer customers were aware of the mechanisms that governed the utility. Unlike investor-owned 
utilities, Belmont Light is uniquely accountable to their customers through the relationship with the board of town 
selectman. Marketing this accountability model may help leverage a connection between the utility and the 
community.  
- If not being done so already, it may be also valuable to promote Belmont Light’s events through traditional 

town channels such as the town website, social media feeds, local libraries, etc. This may demonstrate to 
citizens that Belmont Light is a good neighbor in the community. Having Belmont Light staff and board 
members at these events may reinforce the community connection. 
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Considerations, continued
๏ Improve and maximize “Smart Hub.” Data indicate that the “Smart Hub” online platform is more popular 

among younger respondents and, thus, usage should increase as population shifts. It is important to continually 
improve the platform in the early stages in order to minimize the disruption when a larger portion of the customer 
base utilizes the resource. Semi-regular “ux” (user experience) testing is important to ensuring “Smart Hub” grows 
with the expectations of its users. In addition, when changes are made/implemented it is essential to be hyper-
communicative to customers to ensure that some are not alienated by the updates.  

๏ Raise awareness of energy efficiency programs. The 2017 findings suggest that as more customers are 
aware of energy efficiency programs offered through Belmont Light, the more likely they are to participate in them 
now or in the future. For example, the “Green Choice” program may be a viable option for customers looking to 
be more energy consensus but are limited by financial means, being renters, or other extraneous circumstances. 
However, half of all customers were “unaware” of the “Green Choice” program. If not already implemented, 
considering different communication channels such as digital media or door hangers/leave behinds may be 
unique ways to raise awareness of programs among those customers who will see the greatest benefit.  
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