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/- Harnessing the Power of Data
=z 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 Qatsaction
. . . 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

ﬁ 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

e GreatBlue Research was commissioned by Lodl
Electric Utlility to conduct comprehensive research
among business and key account customers to gain
a deeper understanding of their perceptions of the
utility and satisfaction with the services provided.

e The primary goals of this research study were to
assess business and key account customers’
satisfaction with their electric utility, uncover
perceptions of their utility, and explore their interest
In various utility-related products and services.

e [he outcome of this research will enable Lodl
Electric Utility personnel 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.

Copyright 2006 - 2025 Great Blue Research, Inc. All Rights Reserved. Not for Distribution and Reproduction.

Areas of Investigation

o o o O

O

O

In order to service these objectives, GreatBlue developed a
bespoke research study leveraging a digital survey to learn
about the following topics:

Organizational characteristic ratings

Customer's relationship with Lodi Electric Utility
Power delivery ratings

Awareness of Lodi Electric Utllity's electrification
programs and energy mix

Customers' upcoming investments

Satisfaction with customer service

o Awareness of various programs and services offered

©O O o O O O

by Lodi Electric Utility
Assessment of key account manager

Satisfaction with electric rates

Interest in building and fleet electrification
Percelved benefit of municipal ownership
Preferred communication methods

Firmographic profile of respondents
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e Research Methodology Snapshot

. | Sample
Methodology No. of Completes No. of Questions Incentive
Lodi Electric Utility
Tol 30 . .
Digital 47 None Customer | ist
Target Research Dates
Quality Assurance Margin of Error Confidence Level

Business and Key October 10 -
Account Dual-level** +/- 16.76% 95% December 30,

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, in addition to computer-aided interviewing platform, ensure the integrity of the data is accurate.
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222 JRespondent Snapshot

Facility Ownership % of Operating Costs that are Electric

Own 73.3% L ess than 10% 16.7%
Rent / Lease 16.7%
10-19%
Combination of own 10 0%
/ rent / lease
— 30 to 39% 3.3%
Don’t know / Unsure | 0.0%
0% 25% 50% 5% 100% 00 to 59% 3.3%
Industry
80 to 89%
Manufacturing 53.3%
et It depends 30.0%
Service 10.0%
Don't know / Unsure 23.3%
Real Estate 6.7%
N 20.0% Prefer not to say
0% 25% 50% 5% 100% 0% 25% 50%

Copyright 2006 - 2025 Great Blue Research, Inc. All Rights Reserved. Not for Distribution and Reproduction.
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Number of Employees

Less than 10 6.7%

10 t0 49

20.0%

50 to 99 26.7%

100 to 499

1,000 or more

Don’t know /

16. 7%
Unsure °

Prefer not to say

0% 295% 50%
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Satisfaction | Overall Satisfaction

Over four-fifths of customers provided positive ratings for their overall satisfaction with Lodi Electric Utility, which is higher than 2024 municipal findings
(+11.6 percentage points) and significantly higher than IOU findings (+20.8 percentage points). Over half of Lodi Electric Utility customers would like the

utility to offer or improve its "programs and rebates for efficiency and conservation” to serve them better.

Overall Satisfaction with Lodi Electric Utility Ways to Improve Service

83.3% Programs and rebates for
efficiency and conservation

03.3%

Satisfied (7-10) 62.5% (-)

11.7% Assistance with bills / utility
=T rates

Neutral (4-6) L 24.1% Improved communication

14.8%
= Education on efficiency and

6.7% conservation
13.4% | | |
Assistance with electric

16.7%

13.3%

13.3%

Dissatisfied (0-3)

10.0%
13.6% service improvements ’
0% 25% 50% 75% 100% 0% 25% 50% 79% 100%
. Lodi Electric Utility (n=30) . IOU (n=112) Muni (n=494) . Lodi Electric Utility (n=30)
"Don't know" responses removed Top 5 responses shown

Q1. On a scale of zero to ten, where zero (0) is “very dissatisfied” and ten (10) is “very satisfied,” please
rate your overall satisfaction with Lodi Electric Utility at present. (+/-) indicates statistical significance at a 95% confidence level, denoting whether

Q2. In what ways can Lodi Electric Utility change or improve the way it provides service to its customers? the data point is higher or lower than the 2024 Lodi Electric Utility results
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Relationship | Perception of Lodi Electric Utility

More than four-fifths of Lodi Electric Utility customers are either "an advocate for Lodi Electric Utility,” "a loyal customer,” or "a satisfied customer,” which is

more than both municipa

customers feel the utility
than IOU findings (+28.4

percentage points).

(+9.9 percentage points) and IOU findings (+7.1 percentage points). Furthermore, seven-out-of-ten Lodi Electric Utility
IS "among the best" or "above average,” higher than the 2024 municipal findings (+9.2 percentage points) and significantly higher

NP+S (advocate + loyal +
satisfied)

An advocate for Lodi Electric
Utility

A loyal customer

A satisfled customer

A less than satisfied customer

Don’'t know / Unsure

- 86.7%

. 49.6%
34.2%

[ 13.3%
[— 16.8%

20.2%

0.0%
m 3.5%

3.0%

. 79.6%

76.8%

B Lodi Electric Utility (n=30) B 10U (n=113)

0% 29% o50%

735% 100%

Muni (n=300)

Comparison to Other Service Providers

I 7 0.0,
"Among the best" or "above average" [EE———— 41.6% (-)

60.8%

N 10.0%
Average [FEEE——— 31.9% (+)

22.8%

e . o [EE—16.7°%
eI0W avelrage or among tne e 21 2%

worst 10 6%

M 3.3%
It varies | 1.8%

3.0%

0.0%

Don’t know / Unsure [ 3.5%
2.8%

0% 295% 50% 735% 100%

B Lodi Electric Utility (n=30) B 10U (n=113)  Muni (n=500)

Q3: Which of the following best describes your relationship with Lodi Electric Utility?
Q6: Compared to other service providers, would you call Lodi Electric Utility...

Copyright 2006 - 2025 Great Blue Research, Inc. All Rights Reserved. Not for Distribution and Reproduction.

(+/-) indicates statistical significance at a 95% confidence level, denoting whether
the data point is higher or lower than the 2024 Lodi Electric Utility results
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Power Delivery | Satisfaction

Lodi Electric Utility customers provided an average positive rating across all power delivery characteristics of 89.2%, significantly higher than the average
rating among all 2024 municipal respondents (+19.6 percentage points) and 2024 |OU respondents (+27.8 percentage points). Lodi Electric Utility also
outperformed the 2024 municipal and IOU findings for all power delivery characteristic ratings. Most notably, Lodi Electric Utility outperformed municipal

findings by 22.9 percentage points for "restoring power quickly after an outage.”

Average Positive Rating Power Delivery Characteristic Ratings
100%
89.2%
| Lodi Electric Utility |OU Muni
750, 69.6% (-) Aggregate of 7-10 ratings shown;
"Don't know" responses removed
61.4% (-)
Restoring power quickly after an 93 19 57 59% 20.2%
50% outage
25% Providing reliable electricity 90.0% 69.0% 71.2%
P . .
0% - _ rowdin_g tlmeliy iInformation about 84 6% 57.7% 67 39%
Average Positive Rating restoration during an outage
B Lodi Electric Utility (n=30) B 10U (n=113) Muni (n=497)

Q7: On a scale of zero to ten, where zero (0) is "poor” and ten (10) is "excellent,” rate (+/-) and cell color indicates stafistical significance at a 95% confidence level, denoting
whether the data point is higher or lower than the 2024 Lodi Electric Utility results

Lodi Electric Utility on each item below.
Slide / 11
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Power Delivery | Electrification

Significantly fewer Lodi Electric Utility customers are actively electrifying their fleets and fewer are actively electrifying their buildings compared to all 2024
municipal respondents. One-fifth of Lodi Electric Utility customers are actively electrifying their fleet(s), while nearly half are electrifying their buildings.
Significantly more Lodi Electric Utility customers are unsure of their timeline for implementing electrification upgrades at their organization compared to

municipal (+38.3 percentage points) and |OU respondents (+20.6 percentage points).

% of Customers Actively Electrifying Expected Timeline for Electrification
100% i i r-
i How Can Lodi Electric Utility Upgrades
Help Reach These Goals? EB -
2 0
Base size 30 1668 than 8 8.0%
15% et 28.2% ()
Provide incentives for —
57.8% () o007 electrification projects 63.3% 26.7%
, _ 1 — 3 years 38.9%
50% 46.7% Share Information / 35 0%
39 8% resources about 23.3% o
33 6% electrification — ;.13_3%
: 20.4%
Provide | three years 21 8%
250/, 20 0% recommendations for 20 0% '
financing options for ‘ = ——
electrification projects = 970
Proj Don tlh(now/ 32.7% (-)
Provide recommentations SUre 15.0% (-)
0% — o — for specific equipment to 16 7%
Fleet Electrification Building Electrification use when electrifying 170 0% 250/, 50% 75% 100%
building
. Lodi Electric Utility (n=30) Muni (n=500) l |IOU (n=113) Top 4 responses shown . 2024 - Lodi Electric Utility (n=30) l |IOU (n=113) Muni (n=500)
Aggregate of ratings 7-10 shown P P
(+/-) indicates statistical significance at a 95%
Q8: On a scale of zero to ten, where zero (0) is "not at all” and ten (10) is "very active,” what is the level of electrification at your company? confidence level, denoting whether the data
Q710: What is the expected timeframe for your electrification upgrades at your organization? point is higher or lower than the 2024 Lodi
Q11 (Oversample Question): How can Lodi Electric Utility assist your organization in achieving its electrification goals? (Select all that apply) Electric Utility results

Copyright 2006 - 2025 Great Blue Research, Inc. All Rights Reserved. Not for Distribution and Reproduction.
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Power Delivery | Carbon Free Goals

Over one-quarter of Lodi Electric Utility customers have internal goals for becoming carbon free. Of them, three (3) indicated Lodi E
them achieve their goals by "providing recommendations for financing options” and two (2) indicated Lodi Electric Utility can "share

about becoming carbon free."

Yes
No
Don't know / Unsure

26.7%

90.0%

23.3%

Does Your Organization Have Its Own Goals for
Becoming Carbon Free?

How Can Lodi Electric Utility Help?

Lodi Electric Utility

Base size 8
Provide recommendations for financing 3
options

Share information / resources about 5
becoming carbon free

Don’'t know / Unsure 2

N/A — no assistance needed

n=30

Q1712 (Oversample Question): Does your organization have its own goals for becoming carbon free?
Q13 (Oversample Question): How can Lodi Electric Utility help your organization achieve these goals?

Copyright 2006 - 2025 Great Blue Research, Inc. All Rights Reserved. Not for Distribution and Reproduction.

ectric Utility can help
Information/resources
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Power Delivery | Upcoming Investments

Other investments being made by Lodi Electric Utility customers surround electric vehicles, with over one-third of customers investing in "installing electric
vehicle chargers"” and nearly one-quarter investing in replacing "ICE vehicles with zero-emission electric vehicles." Furthermore, many are making general
capital investments, with three-out-of-ten investing in "additional machinery and equipment” and one-fifth investing in "commercial properties.” Notably,

over one-third of customers believe their investments will "decrease energy costs,” while the same frequency are unsure if their energy costs will increase

or decrease.

Upcoming Investments Expected Change in Energy Costs Due to Investment
Installing electric vehicle chargers 36.7%
Acquiring additional machinery and equipment 30.0%
Replacing ICE vehicles with zero-emission electric vehicles 23.3%
Acquiring / constructing / expanding commercial properties 20.0%
Scaling-up production 16.7%
Increasing fleet vehicles 13.3%
Increasing staff 10.0%
Other
None / NA 36.7%
0% 50% 100%
. Increase Energy Costs l Decrease Energy Costs No impact
B 2024 - Lodi Electric Utility (n=30) 2 Don’t know / Unsure

n=30

Q1714 (Oversample Question): Other than elecftrification upgrades, what other upcoming investments, if any, is your organization making within the next 3 years? (Please select all that apply)
Q16 (Oversample Question): How do you anticipate these investments will impact your energy costs? Please enter the percentage change you anticipate. If you do not anticipate a change,

please select “no impact.”

Copyright 2006 - 2025 Great Blue Research, Inc. All Rights Reserved. Not for Distribution and Reproduction. Slide / 14




Power Delivery | Upcoming Investments

Predictably, return on investment (ROI) and initial cost of the investment are the most important factors for many when planning for upcoming
iInvestments. Interestingly, despite falling fifth in Iimportance, one-fifth of customers find "impact on the electrical grid" as the most important factor when

considering an investment.

Factors Considered when Planning Investments

ROI (Return on Investment) 20.0% 16.7% 16.7%
Initial cost of the investment 30.0% 13.3% 13.3%
Compliance requirements 13.3% 20.0% 3.3% 13.3%
Scalability 13.3% 20.0% 20.0% 13.3%

Impact on the electrical grid 26.7% 20.0% 26.7%
Environmental impact ¢ - 20.0% 6.7% 26.7% 16.7%
0% 25% 50% 75% 100%
H1 B2 03 B4 Bs5 [ 6

Avg. Ranking

2.9
3.1

3.9

3.6

3.8

4.0

n=30

Q15 (Oversample Question): When planning for upcoming investments, which of the following factors do you consider? Please rank the following factors from one (1) to six (6) where one is the

most important factor that you consider and six is the least important factor.

Copyright 2006 - 2025 Great Blue Research, Inc. All Rights Reserved. Not for Distribution and Reproduction.
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Programs/Services | Awareness and Utilization

Lodi Electric Utility's "New Jobs Discount Rate" has the highest utilization rate, with one-fifth of customers currently participating and 10.0% having
participated in the past. Furthermore, 10.0% of customers are currently participating in Lodi Electric Utility's "Lighting Rebates” program, and 10.0% have

participated in the past. Notably, no programs/services have an awareness rate above 40.0%.

Awareness and Utilization of Lodi Electric Utility Programs/Services

New Jobs Discount Rate 20.0%

Lighting Rebates 10.0%

Energy Efficiency Financing Program

Heating and Cooling Equipment Rebates
New Business Discount Rate

Commerical Appliance Rebates

20.0%

0% 25% 90% 73%

. Currently Use this Program / Service . Do Not Currently Use this Program / Service but Have in the Past

. Aware of this Program / Service but Have Never Used it . Not Aware of this Program / Service and Have Never Used It Don’'t know / Unsure

100%

n=30

Q20 (Oversample Question): Below Is a list of cost-saving programs/services offered by Lodi Electric Utility. Please indicate your awareness and/or utilization of each program/service.

Copyright 2006 - 2025 Great Blue Research, Inc. All Rights Reserved. Not for Distribution and Reproduction.
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Key Accounts | Satisfaction

Of the 17 Lodi Electric Utility customers who have an assigned key account manager, 94.1% provided positive ratings for their overall satisfaction with this
key account manager. Notably, all customers provided positive ratings for key account managers' availability and ability to respond promptly. However,
while still rated highly, key account managers' ability to act as a source of information about emerging technologies and their understanding of customers'’
organizations and how electricity is involved in their businesses slightly underperforms compared to 2024 municipal findings.

Have You Contacted Your Account Key Account Manager Characteristic Ratings
Manager One or More Times? ] |
i Aggregate or 7-10 ratings shown, Lodi Electric Utility IOU Muni
100.0% "Don’t know" responses removed
100% 92 29
85.7% Easy to reach 100.0% 75.0% 86 3%
75% Promptly responds 100.0% 78.6% 86.3%
Provides money-saving advice 36.7% 75.0% 83.5%
50%
Performs as a “valued energy partner” for you 32.4% 82.1% 85.5%
Acts as a source of information about emerging 2 5 =
25% technologies and how they benefit you — N— S
Understands what your organization does and " . 5
how electricity Is involved in your business ap.\re rans BN
0%
ves Overall Satisfaction with Key Account Manager 94 1% 75.0% 85.6%
B Lodi Electric Utility (n=17) B 10U (n=28) Muni (n=283) Cell color indicates statistical significance at a 95% confidence level, denoting whether the data point is
higher or lower than the 2024 Lodi Electric Utility results

Q22: Have you communicated with Lodi Electric Utility’s account manager one or more times, either in person, over the phone or through texting or email?

Q23: On a scale of zero to ten, where zero (0) is “poor” and ten (10) is “excellent,” please rate your Lodi Electric Utility account advisor or manager on the following characteristics:
Q24: On a scale of zero to ten, where zero (0) is “poor” and ten (10) is “excellent,” please rate Lodi Electric Utility’s key account advisor or manager on the overall job they do for your
organization?

Copyright 2006 - 2025 Great Blue Research, Inc. All Rights Reserved. Not for Distribution and Reproduction. Slide /17




Pricing | Satisfaction with Rates

Two-thirds of Lodi Electric Utility customers were satisfied with the price they pay for electricity, slightly more than municipal respondents overall in 2024
(+3.9 percentage points) and significantly more than IOU respondents overall (+23.3 percentage points).

Satisfaction with Electric Rates
100%
75%
66.7%
62.8%
50%
31.9%
24.8%
0
N S— 17.4%
0% - | | .
Satisfied (7-10) Neutral (4-6) Dissatisfied (0-3)
B Lodi Electric Utility (n=24) ¥ 10U (n=113) Muni (n=494)
"Don't know" responses removed
Q25: On a scale of zero to ten, where zero (0) is "very dissatisfied” and ten (10) is "very satisfied,” (+/-) indicates statistical significance at a 95% confidence level, denoting whether the
please rate your satisfaction with Lodi Electric Utility on the price you pay for electricity. data point is higher or lower than the 2024 Lodi Electric Utility results
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Electric Vehicles | Fleet Size & Expected Change

Just under half of Lodi Electric Utility customers have electric vehicles (EVs) in their company's fleet, significantly fewer than municipal respondents
overall (-39.0 percentage points). However, the data suggests more customers will expand their EV fleets/acquire EVs for their fleet in the future, as two-

fifths of Lodi Electric Utility customers plan to expand/acquire them.

Number of Company-Owned EVs

1—-50 43.2%

27.3% ()
0.0%
More than 50 [N 23.5% ()
99.7% (+)
— 20 ()
None 29.6% (-)
13.0% ( 56.6%

.0 i/ Of customers are aware

U770 : e 3

Don’t know / I 3.7% of California's Advanced
Unsure | 4 4o, Clean Fleets Regulation

B Lodi Electric Utility (n=25) B 10U (n=81) Muni (n=432)
Only those customers who indicated that they have a fleet shown

0% 25% 90% 19% 100%

Expected Change in Amount of Company-Owned EVs
Increase from today'’s levels 39.4%
98.4%
Stay about the same 36.3%
23.4%
: 4.0%
Decrease from today’s levels 2.71%
6.2%
Don’t know / Unsure 25.7T%
12.0% ()
0% 25% 950% 15% 100%
B Lodi Electric Utility (n=293) ¥ 1ou (n=113) Muni (n=500)
Only those customers who indicated that they have a fleet shown

Q29: How many electric vehicles do you have, if any?

Q30: In the future, do you expect the number of electric vehicles (EVs) in your organization's fleet to...
Q34 (Oversample Question): How aware are you of California’s Advanced Clean Fleets Regulation focusing on

zero-emissions medium-and heavy-duty vehicles?

Copyright 2006 - 2025 Great Blue Research, Inc. All Rights Reserved. Not for Distribution and Reproduction.

(+/-) indicates statistical significance at a 95% confidence
level, denoting whether the data point is higher or lower
than the 2024 Lodi Electric Utility results
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Electric Vehicles | Charging Stations

Two-fifths of Lodi Electric Utility customers have on-site electric vehicle charging stations, significantly fewer than municipal customers overall (-37.2
percentage points). As with EVs, the data suggests more Lodi Electric Utility customers are likely to either acquire or install additional on-site electric
vehicle charging stations in the next three years, as 26.7% plan to acquire/install them.

Number of On-Site EV Charging Stations Does Your Company Plan to Acquire Additional EV
_= - Charging Stations Over the Next Three Years?
. 0
1-5 25.7%
0
15.4% () 26.7%
— Yes, plan to acquire 39.8%
= 10.0% 64.2% ()
More than 5 26.95% —
0
= 53 39 No, do not plan to acquire 29.2%
None 38.1% 17.0% (-)
16.6% (-) -
. 30.0%
=.7% , = ﬂ
Y em— 9 7% Don't know / Unsure 31.0%
620/6 1880/0
0% 25% 50% 75% 100% 0% 25% 50% 5% 100%
B Lodi Electric Utility (n=30) ¥ ou (Nn=113) Muni (n=500) B Lodi Electric Utility (n=30) ¥ ou (N=113) Muni (n=500)
(+/-) indicates statistical significance at a 95%
Q31: Does your organization have any electric vehicle charging stations on-site? if so, how many? confidence level, denoting whether the data point is
Q32: Does your organization plan to acquire (additional) electric vehicle charging stations over the next three years? higher or lower than the 2024 Lodi Electric Utility results
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Battery Storage | Familiarity and Interest

Prior to taking the survey, nearly one-half of Lodi Electric Utility customers (46.7%) were aware of energy storage systems, in general. However,
iInterestingly, after reading a description of energy storage systems, over one-half of Lodi Electric Utility customers (56.7%) are interested in installing

energy storage systems. Some of the most common motivating factors to installation are to "help lower electric bill," have a "backup power source during

outages,” and to "maximize the benefits of solar panels.”

Familiarity with Energy Storage Systems

Interest in Energy Storage System

Motivations to Install an
Energy Storage System

Base size e
Help lower my electric bill 1z
Backup power source during 10
- outages
: Maximize the benefits of solar 10
panels
Make our organization more 9
energy independent
Greater control over our energy 7
usage
Lower my carbon emissions o
B Very interested ¥ Somewnhat interested ,
N N - N » — _ _ Don't know / unsure 1
. Very familiar . Somewhat familiar | Not very familiar l Not at all familiar ~ Not very interested Not at all interested
Don’t know / Unsure Don’t know / Unsure
n=30 n=30
Q35 (Oversample Question): How familiar would you say you are of energy storage systems in general?
Q36 (Oversample Question): How would you rate your level of interest in installing an energy storage system?
Q37 (Oversample Question): What would motivate you to install an energy storage system? (Select all that apply)
Copyright 2006 - 2025 Great Blue Research, Inc. All Rights Reserved. Not for Distribution and Reproduction. Slide / 21




Utility Preference | Benefit of Municipal Ownership

Three-quarters of Lodi Electric Utility customers believe the local area benefits from having a community-owned municipal utility, higher than municipal
respondents overall in 2024 (+10.6 percentage points). Specific benefits cited most often by Lodi Electric Utility customers are "increased reliability,"

"better customer service," lower electricity rates,” and "local control and governance.”

Perceived Benefit of Municipal Ownership

100%
Specific Benefits of Municipal
75.0% Ownership
73% _
64 4% Base size 18
Increased reliability of service 12
50% Better customer service 11
Lower electricity rates 10
Local control and governance 10
25% 20.6% Enhanced transparency in
16.7%  15.1% decision-making 9
8.3% :
Community-focused programs v
- - and initiatives
0
Moderate/Great Benefit | Neutral (4-6) Little/No Benefit (0-3) Don't know / unsure 2
(7-10)

. Lodi Electric Utility (n=24) Muni (n=491)

"Don't know" responses removed

Q41: On a scale of zero to ten, where zero (0) is "no benefit" and ten (10) is "great benefit," how much benefit does the local (+/-) indicates statistical significance at a 95% confidence
area realize from having a community-owned municipal utility? level, denoting whether the data point is higher or lower
Q42 (Oversample Question): What do you believe are some of the benefits of a public power utility? (Select all that apply) than the 2024 Lodi Electric Utility results
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Considerations

""""

Enhancing Program Awareness to Support Customer Priorities

Lodi Electric Utility customers have expressed a strong interest in expanded programs and rebates for efficiency and conservation. This presents an
opportunity for Lodi Electric Utility to strengthen communications about its existing programs while addressing customers' evolving needs. Increased
awareness of these offerings can also support customers' expanding investments in electric vehicles (EVs), EV chargers, and battery storage systems.

Suggestions for Action:

e Expand Communication Efforts: Develop/expand targeted outreach campaigns to promote Lodi Electric Utility's programs and rebates,
emphasizing how they help reduce costs and improve efficiency.

e Consolidate and Abbreviate Information: In these targeted campaigns, consolidate the abundant information on Lodi Electric Utility's several
iIncentive programs and rebates found on the Lodi Electric Utility website into a one-sheeter emphasizing cost savings and energy efficiency
gains, with links included navigating customers to pages with more in-depth information.

e Link Programs to Customer Investments: Highlight how Lodi Electric Utility's offerings can support EV adoption, charger installation, and
battery storage, connecting these programs to customers' real-world priorities.

o Utilize Multiple Channels: Use a mix of digital platforms, direct mail, and in-person events to ensure maximum visibility and engagement across
customer segments.

e Provide Case Studies or Success Stories: Showcase customers who have successfully utilized Lodi Electric Utility's programs to achieve
efficiency gains or sustainabllity goals, creating relatable examples.

By Increasing awareness of its programs and aligning them with customer priorities, Lodi Electric Utility can address a growing demand for efficiency and
conservation while supporting its customers’ sustainability investments. These efforts will not only drive program participation, but also strengthen Lodi
Electric Utility’'s role as a trusted energy partner.
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