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Harnessing the Power of Data to Help Clients
Achieve Organizational Goals
Data to support strategic decisions to improve on products and
services. Since 1979, our experience with study and instrument
design, data collection, analysis, and formal presentation assists
our clients in identifying the “why” and “what’s next.”
Talent with a knowledge base in a wide range of industries and
methodologies ensures a 360º view of the challenges faced and
the expertise to address them.
Solutions that are customized to provide a personalized
approach of understanding organizational, employee, and
customer needs allowing for more informed decisions.
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In-depth Interviews
Telephone Surveys
Digital Surveys
Focus Groups
Product/Concept Testing
Journey Mapping
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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. Further, upon completion of the telephone survey, a digital survey link was
distributed to customers and made available on Belmont Light’s website in order to gain additional completed
surveys.

๏

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

Areas of
Investigation

๏

Rating Belmont Light’s organizational characteristics

๏

Satisfaction with customer service personnel

๏

Satisfaction with field service personnel

๏

Relationship with Belmont Light

๏

Preferred methods of communication

๏

Likelihood to participate in energy eﬃcient programs

๏

Gauging interest in renewable energy initiatives

๏

Awareness of Belmont Light events

๏

Interest in broadband service through Belmont Light

๏

Demographic profiles of respondents

Research Methodology Snapshot
Methodology

Telephone + Digital

No. of Completes

514
(402 telephone + 112 digital)

No. of Questions

Incentive

Sample

69*

None

Customer list

Target

Quality Assurance

Margin of Error

Confidence Level

Research Dates

Residential

Dual-level**

4.3%

95%

Jun 19 - Jul 12

* 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
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.

Age

Income

Gender

Female
47.9%
Male
49.6%
Refused
2.5%

(45-64)
31.0%

(65+)
28.0%

Refused
59.6%

Less than $75,000
11.3%
$75,000 to $150,000
14.2%

(18-44)
29.4%

Refused
11.7%
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$150,000 or more
14.9%

Residency
Own
65.7%

Rent
30.4%

Refused
3.9%
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Survey Respondent By Methodology
The following graphs provide an empirical view into the major differences in the demographics of the survey respondents
between the telephonic and digital methodologies employed in the survey.
Age
50%

Income
Online

Phone

70%

45.5%

40%

26.4%

17.9%

45-64

65+ years old
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33.9%

28%
14%

10%

18-44

66.8%

42%

33.9%
26.9%

20%

Phone

56%

32.6%

30%

Online

19.7%
12.6%
11.6%
11.2%
Less than
$75,000

$75,000 to
$150,000

34.8%

9.7%
$150,000
or more

Refused
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Key Study Findings
๏

When rated on a series of nine (9) organizational characteristics in 2019, Belmont Light received an average
positive rating of 90.1%, which remains entirely consistent with the 90.1% previously recorded in 2017. These
ratings were driven by the “reliable service" (96.3%) of the utility as well as its “honesty & integrity” (93.4%).

๏

Customer service personnel and field service personnel performed extremely well. A consistent high rate of
customers reported to be satisfied with the customer service representative who handled their call or visit (90.2%
over 90.0% in 2017).

-

However, while still strong, a slightly lower rate of customers also reported to be satisfied with the field
representative they interacted with (92.3% over 94.1% in 2017).

๏

A slightly lower rate of customers correctly identified that Belmont Light is a “Community Owned Municipal Utility”
in 2019 (74.7% from 79.6% in 2017). Another one-fifth of respondents (21.2%) were “unsure” of the ownership
model of the utility.

๏

When asked to describe the relationship with Belmont Light, customers provided a net positive rating
(advocacy+loyalty+satisfaction) of 92.5% in 2019 (from 94.0% in 2017).
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Key Study Findings, continued
๏

In 2019, a lower 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 (67.3% from 74.8% in 2017).

๏

A slight majority of customers reported having participated in or planning to participate in programs providing “rebates
on energy efficient appliances” (54.4%) and “no cost home energy audit services on energy efficiency” (50.6%).

๏

In the first year of measurement, 7.8% of customers reported using the “Report an Outage Via Text” in the past;
among those who had, 80.0% were “satisfied” with the ease of using this tool on the Belmont Light website.

-

In the second year of measurement, a consistent rate of customers reported using the “Smart Hub” online
customer platform in 2019 (23.9% over 22.9% in 2017); among those who had, 68.3% were “satisfied” with the
ease of finding information on “Smart Hub” (from 72.9% in 2017).

๏

While only 15.8% were aware that municipal utilities could offer broadband internet to customers, two-thirds reported
being “interested” in Belmont Light offer this broadband internet service in its service territory.

๏

Finally, a strong majority of respondents indicated perceiving Belmont Light to be a “trusted energy advisor” for their
customers in 2019 (71.0%).
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Belmont Light Reliability Drives Ratings
Belmont Light was measured on nine (9) different organizational characteristics, the average positive rating was calculated to
be 90.1% in 2019, which is entirely consistent with the rating recorded in 2017 (90.1%). While “reliability” remains the top
rated characteristic in 2019 (96.3%), Belmont Light continues to receive lower ratings in the area of “rates” (78.8%).
Item

2015 Residential

2017 Residential

2019 Residential

87.1%

88.7

89.7

Responsiveness to customers

86.8

92.3

92.6

Promoting energy efficiency*

79.1

86.2

84.9

Honesty/Integrity

90.3

92.6

93.4

Reliable service

94.9

94.4

96.3

Rates

74.6

80.2

78.8

Community service

85.5

92.2

90.6

Helpful and knowledgeable staff

90.7

93.2

93.1

Maintaining modern and reliable infrastructure

—-

91.4

91.8

Average

86.1

90.1

90.1

Communication with customers

*Indicates a wording change from 2017 to 2019.
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Methodology Impacts Ratings
While the overall average positive rating remained entirely consistent, ratings among the 112 surveys captured digitally were
lower than those recorded among phone respondents. The largest gaps were in the areas of “rates” (+/- 28.9 percentage
points difference) and “community service” (+/- 18.9 percentage points difference).
Item

2019 Residential

2019 Phone

2019 Online

Communication with customers

89.7

93.2

76.8

Responsiveness to customers

92.6

94.7

84.3

Promoting energy efficiency*

84.9

87.8

75.0

Honesty/Integrity

93.4

95.0

87.1

Reliable service

96.3

96.7

94.6

Rates

78.8

84.6

55.7

Community service

90.6

94.7

75.8

Helpful and knowledgeable staff

93.1

96.2

81.1

Maintaining modern and reliable infrastructure

91.8

94.9

79.7

Average

90.1

93.1

78.9

*Indicates a wording change from 2017 to 2019.
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Customer Service Staff Strong
Among the 194 customers who contacted Belmont Light in the recent past, 90.2% were satisfied with the employee that
handled the call or visit, which also remains consistent with the 90.0% recorded in 2017. This high rating is important to note
as “outages” (16.5%) was the top reason for contacting Belmont Light in 2019.

Q

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

90%
72%

2015 (n=179)

2017 (n=170)

2019 (n=194)

82.4%
74.9%
73.2%

90.2%

Q

16.5%

What was the purpose
of your call or visit?
(top reasons)

14.4%
To pay bill

54%

Outage

10.3%

Install service

36%
18%

17.0%
12.8%
7.6%
3.4% 5.3% 3.1% 6.7% 2.9% 3.6% 2.2% 1.8% 3.1%
Very Satisfied

Somewhat satisfied
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Somewhat dissatisfied

Very dissatisfied

DK/Unsure
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Field Service Staff Remains Strong
Despite a slight decrease (92.3% from 94.1% in 2017), satisfaction ratings for field service representatives remained strong in
2019 with over 90% of customers indicating they had a satisfactory interaction with the field representative that visited their
dwelling.

Q

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

90%
72%

2015 (n=37)

2017 (n=34)

2019 (n=39)

88.2%
75.7%

69.2%

92.3%

54%

Q

What was the purpose
of your call or visit?
(top reasons)

17.9%
Service
problem

20.5%
Meter

10.3%
Repair

36%

23.1%

18%

10.8%5.9%
Very Satisfied

Somewhat satisfied
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5.4% 2.9% 0.0% 0.0% 0.0% 5.1% 8.1% 2.9% 2.6%
Somewhat dissatisfied

Very dissatisfied

DK/Unsure
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Fewer Customers Aware of Ownership
While 74.7% of customers recognized Belmont Light as a municipal utility (from 79.6% in 2017), the remaining 25.3% were
unsure or incorrectly identified the organization as an investor owned utility. However, when asked more detail, only 18.7%
believed they were aware of how Belmont Light was governed.

Q

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

80.0%

2017

2019

79.6%

18.7%

74.7%

believed they were
aware of how
Belmont Light is
governed

60.0%

40.0%

20.0%

6.2% 4.1%

0.0%

Community Owned
Municipal Utility
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Business Owned or
Private Invester Owned Company

14.2%

21.2%

DK/Unsure
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Consistently High Loyalty and Satisfaction
Customers provided Belmont Light with a net positive rating (advocate + loyal + satisfied customers) of 92.5% in 2019, which
marks a slight decrease of the previous benchmark high rating of 94.0% in 2017. However, it should be noted that only 3.7%
of the customer base reported to be “less than satisfied.”

Q

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

100%

80%

60%

62.3%63.3%63.4%

40%

20%

21.5%21.7%19.6%
8.0% 9.0% 9.5%
Advocate

6.0% 5.0% 3.7% 2.3% 1.0% 3.7%
Loyal Customers

Satisfied Customers
2015
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2017

Less than Satisfied Customers

Don't know/Unsure

2019
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Fewer Customers Perceive Rates to be Aligned
A lower rate of customers (67.3% in 2019 from 74.8% in 2017) either “strongly” or “somewhat” agreed that Belmont Light
was doing all it could to keep customers’ prices low. However, this was primarily due to a higher rate of customers who were
“unsure” how to rate Belmont Light’s efforts in the area of controlling costs (23.5% over 15.0% in 2017).

Q

100%

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.”

75%

50%

44.0%
25%

36.8%
30.7%

44.1%
26.0%

30.5%
8.0%6.2%4.5% 6.3%4.0%4.7%

Strongly Agree

Somewhat Agree

Somewhat Disagree
2015
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2017

Strongly Disagree

23.5%
15.5%
15.0%
Don't know/Unsure

2019
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Rebates and Audits Drive Engagement
Customers were most likely to have participated in, or plan to participate in programs providing “rebates on energy efficient
appliances” (54.4%) and “no cost home energy audit services on energy efficiency” (50.6%). Further opportunities to grow
participation may exist in the areas that yielded the lowest current awareness, which were the “Green Choice
Program” (47.3%) and the availability of “electric vehicle overnight charging” (41.8%) in the area.

2019 Composite

Yes, and will Yes, but won’t
in future
in future

No, but have
No, no plans Not aware of
plans to in
for future
program
future

No cost home energy audit services on energy efficiency

23.2

17.3

10.1

17.3

27.4

Green Choice Program

9.7

7.8

11.1

16.0

47.3

Electric vehicle overnight charging

8.0

5.3

11.7

27.0

41.8

Rebates on heat pump systems

12.5

7.2

13.8

23.0

39.1

Rebates on energy efficient appliances

30.2

11.9

12.3

12.6

29.2
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Many See Belmont Light in the Community
Over two-fifths of respondents reported being aware of Belmont Light’s presence on “Town Day” (50.4%), the “Farmers’
Market” (46.3%), “Meet Belmont event” (41.8%), or at “other various events” (40.9%) in town. However, it should be noted
only 34.8% of customers were aware of Belmont-hosted “seminars and presentations on reducing electricity costs and
consumption,” which is important as 27.8% desired additional informational events or seminars hosted by Belmont Light.

Event
Seminars and presentations on reducing electricity costs and consumption.

2019
Composite
34.8

Hosting a community table at the Farmers’ Market

46.3

Hosting a table on Town Day

50.4

Hosting a table at Meet Belmont event

41.8

Being present at other various events

40.9
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27.8%

believed Belmont Light
should offer an increased
number of informational
events, seminars, or
workshop
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Few Report Outages via Text
Despite only 7.8% of customers having previously reported an outage via text at the time of the survey, the vast majority of
these who had were “satisfied” with this tool (80.0%).

60%

Q

Have you used the
“Report an Outage
Via Text” tool or
other outage
reporting tool on
the Belmont Light
website?

Q

2019 (n=40)

55.0%
48%

7.8%

have used the “Report
an Outage Via Text”
tool or other outage
reporting tool

80.0%

How satisfied were you with the
“Report an Outage Via Text” tool or
other outage reporting tool on the
Belmont Light website?

36%

24%

25.0%

12%

10.0%
Very Satisfied
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Somewhat satisfied Somewhat dissatisfied

7.5%
Very dissatisfied
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“Smart Hub” Use Levels, Satisfaction Drops
While a consistent rate of respondents had used Belmont Light’s “Smart Hub” online customer platform in the past (23.9% in
2019 over 22.9% in 2017), fewer who had utilized “Smart Hub” previously provided the platform with positive ratings in 2019,
with 68.3% reporting that they were either “very” or “somewhat” satisfied with the online platform (from 72.9% in 2017).

Q

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

compared to

50%

23.9%

have used “Smart
Hub” online customer
platform in 2019

22.9%

who utilized “Smart
Hub” in 2017

40%

2017 (n=92)

2019 (n=123)

Q

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

44.6%
39.8%

30%

28.3%28.5%
20%

19.6%

16.3%

13.8%

10%

5.4%
Very Satisfied
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Somewhat satisfied Somewhat dissatisfied

Very dissatisfied
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Social Media Awareness Beginning to Increase
A higher rate of customers reported being aware of Belmont Light’s social media presence in 2019 (25.7% over 21.7% in
2017), which resulted in a slightly higher rate of respondents actually engaging with Belmont Light on one or more of these
social media platforms (9.5% over 7.7% in 2017).

Q

80%

Q

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

Do you currently follow Belmont Light
on social media (Facebook/ Twitter)?

73.3%
65.8%

9.5%

60%

currently follow Belmont
Light on social media

40%

20%

10.0%

14.6%

Very aware

11.7% 11.1%
Somewhat aware
2017
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3.0% 4.7%
Somewhat unaware

2.0% 3.9%
Not at all aware

Don't know/ unsure

2019
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Preferred Ways to Interact
Customers indicated primarily desiring to interact with their utility through “email” (44.9%). Beyond email, customers preferred
using their telephone to interact with Belmont Light; 19.3% desired to interact with the utility through “text messages,” 10.7%
desired a “mobile application,” and another 7.0% indicated preferring a traditional “telephone call.”

Q

Which of the
following
ways would
you like to
interact with
Belmont
Light?

50%
40%

44.9%

30%
20%

19.3%
12.5%

10%

Email

Text messages

Online "chat"
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15.6%
10.7%
Mobile application

7.0%
Telephone Call

5.1%
Social media

None of the above
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Slight Majority Would Pay for Renewables
A slight majority of customers were willing to pay at least some additional amount on their monthly bill to help Belmont Light
achieve a 100% renewable energy portfolio by the year 2022 (52.0%), however fewer customers were willing to pay more for
energy conservation (44.8%).

Q

Please select the
maximum amount
you would be willing
to pay more per
month to help
Belmont Light
achieve a 100%
renewable energy
portfolio by the year
2022 in accordance
with the Town
Meeting vote of May
2019.
$0

Q
26.3%

21.8%

18.1%

9.7%

$1-$4

How much would
you be willing to
increase the
amount you
currently pay for
energy
conservation so
that Belmont Light
could offer new and
enhanced energy
efficiency
programs?

12.3% 11.9%

$5-$8

$9-$12

$13+
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Don't know

$0

23.7%

31.5%

15.4%
18.7% 10.7%

$1

$2

$3

Don't know
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Most Consider Belmont Light a Trusted Advisor
While over seven-out-of-ten customers
surveyed in 2019 (71.0%) indicated they
considered their utility to be a trusted
energy advisor, less than one-third
(32.5%) considered Belmont Light to be a
leading utility company in Massachusetts.

80%

2019

71.0%

64%

48%

32%

32.5%

16%

Consider Belmont Light a
leading utility in Mass.
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Consider Belmont Light a
trusted energy advisor
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Customers Interested in Broadband
While only 15.8% of respondents were aware that municipal utilities could offer broadband internet to customers, almost
two-thirds of respondents indicated they would be “interested” in Belmont Light providing such broadband service to their
home or business (66.0%).
100%

Q

If Belmont Light were to offer broadband internet service in your area, would you be interested in
Belmont Light providing broadband internet service to your home or business?

80%

15.8%

were aware that community
owned municipal utilities
can provide broadband
internet

60%

40%

35.8%
20%

30.2%
5.1%

Very interested

Somewhat interested

Not very interested

16.5%
Not at all interested

2019
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Considerations
๏

Evaluate the eﬃcacy of digital methodology. In the first year incorporating the digital methodology, strengths
and weaknesses emerged of the mixed methodology. Overall, while the inclusion of the digital surveys allowed for
greater statistical reliability of the sampling as a whole (improving margin of error to 4.3% from 4.8%), digital
respondents provided lower ratings for Belmont Light in many key areas. In addition, the telephonic sampling
provided a greater demographic coverage of customer ages and incomes.

-

๏

Moving forward, GreatBlue would encourage continuing to utilize a digital methodology in future studies as it
helps maximize the number of customers who have the opportunity to provide feedback. However, it would
be recommended to maintain a robust telephonic sampling in order to ensure proper coverage across the
entire customer base and mitigate any acute variance in specific data points.

Define costs associated with 100% green energy. In 2019, data indicated that a slight majority of customers
were willing to pay at least something to service the 2022 goal of a 100% green energy portfolio. However, those
customers were split on exactly how much they were willing to contribute. It is recommended that Belmont Light
define and communicate that cost to customers sooner rather than later. This will allow for the greatest
opportunity for success, allow the overall costs to be spread out over multiple years, and ensure that the 2021
customer survey can measure the impact of this charge in an accurate way (which would be one year prior to the
eventual goal).
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Considerations, continued
๏

Evaluate “Smart Hub” amongst active users. Over the last two years, reported use of the “Smart Hub”
platform has stagnated. Further, satisfaction with the platform has declined - particularly among digital survey
respondents - in that same time frame. The major reported issue with the platform in 2019 was its “difficulty to
navigate.” It would be valuable to perform a “UX” (or “user experience”) test among active “Smart Hub” users to
uncover the specific navigation difficulties and any opportunities for improvement. In a “UX” test, participants are
encouraged to navigate a number of task flows that mimic common customer experiences to measure how easy
they are to complete and what potential challenges exist. This will create a roadmap for improving the platform
and, hopefully, increasing future use.

๏

Promote the value of public power. Fewer customers in 2019 were aware that Belmont Light was a
community owned municipal utility. Thus, there are opportunities to raise the awareness of the municipal/public
ownership model among those customers and what the benefits are to customers. Unlike investor-owned utilities,
Belmont Light is uniquely accountable to their customers through a governing board and provide a “payment in
lieu of taxes” to the town that supports other town projects and priorities.

-

Understanding the connection to the community presents the opportunity to holistically raise trust and more
importantly, willingness to support your Belmont Light’s investment in renewable energy, energy efficiency
programs, and community events.
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