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FOREWORD

I. BACKGROUND AND PURPOSE

The Department of Consumer and Corporate Affairs developed an
energy consumption labelling program for major household appli-
ances which went into effect after September 30, 1978, The pro-
gram, which was named the ENERGUIDE program, is essentially in-
formational and is designed to improve the effectiveness of con-
sumers in the market-place and, thereby, imprqve the market's

efficiency and responsiveness to consumer demands.

The objective of this study is to assess the program's efficacy

in motivating consumers to purchase more energy-efficient appli-

ances .«

In particular...

the study was to provide general and specific
knowledge on the following major points:

a) The level of awareness of the ENERGUIDE pro-
gram among recent appliance purchasers;

b) Use of the program by the buyers of house-
hold appliances;

c) The role of the information provided by the
ENERGUIDE program in the purchase decision;
an

d)- The role of salespeople in the dissemination
of energy information on major appliances at
the point of sale,

The étudy, therefore, was approached from two perspectives:

1« Consumer

2. Salesperson/retailer,
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II. METHODOLOGY

1. CONSUMER SURVEY

a) Sample Frame

The sample consisted of 402 recent purchasers of major
household appliances distributed as follows in each of the
five main Canadian regions:

1. Halifax (For Maritimes) - 80
2. Montreal (For Québec) - 80
; 3. Toronto (For Ontario) ‘ - 80
: 4. Winnipeg (For Prairies) - 82
5. Vancouver (For British Columbia) - 80

Recruiting and interviewing were conducted through our

Consumer Opinion Centre services (a division of Canadian

Facts) operating in major shopping centres across Canada.

From experience we know that the traffic population in the

malls where we are located resembles well the larger

metropolitan population.
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Screening for qualified respondents was conducted using a
screening questionnaire, Under the assumption that pur-
chases of major home appliances are usually done by both
heads of household, the sample was split approximately 50/50

female/male and resulted in:

I: b) Recruiting and Interviewing
l 189 Males
l 213 Females
Respondents were 18 years or over, had purchased at least
one of the six major home appliances in the past six months,
and had personally participated in the in-store shopping
v i experience for same. The six appliances were purchased as

follows:

Purchased

! Freezers 86
: Dishwashers 82
Clothes dryers 69
Stoves 36
Refrigerators 83
Clothes washers 46

study is appended to this report.

' . A copy each of the screener and questionnaire used in this
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2.

SALESPEOPLE SURVEY

a) Interview Situation

To avoid sensitizing the samplé population, the interview of
salespersons was conducted in the guise of an actual purchase
situation wherein the interviewer pretended to shop for either
a refrigerator, a dishwasher or a freezer. The interviewer
during the shopping exercise obtained information on how well
informed the salesperson was about the Energuide program, the
label and directory, and subsequently, out of sight of the
salesperson, completed a structured gquesticnnaire. A copy is

appended to this report.

This was followed by'a second stage wherein salespersons were
interviewed directly concerning their perception of the impor-
tance of energy consumption to consumers in their purchase
decisions. This interview was conducted using a structured
questionnaire, a copy of which is appended to this report.

For this second stage, a_different interviewer returned to the
same store to interview an available salesperson who might or

might not have been the same person as participated in stage 1.
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b) Sample Frame

The yellow pages of the telephone directory of each city
served as the sample frame of eligible stores. These stores
carried at least two brands or two models of the same brand
of the appliances being "shopped" for, i.e. refrigerators,

dishwashers or freezers.

Ideally the various types of stores (department stores, spe-

- cialty appliance stores, etc.) should be represented in the

same proportion as they are represented in the market for the

sales of these appliances, and this for each region. Since

we do not have this market information, the stores were
chosen on a random basis. However, under the assumption that
the large department stores, such as Eaton, Simpson, Sears,
The.Bay} represent a significant share of this market, they

were all represented in each region.
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c) Sample Design
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the sample is distributed as follows:

" As already hentioned, the sample frame for eligible stores
was the yellow pages of the telephone directory in each
city and stores were chosen at random all the while ensuring
that the major department stores were represented in each

region., Interviews were conducted on three appliances and

wWinni- Van-

TOTAL Halifax Montreal Toronto  peg couver
Refrigerators 25 5 5 5 5 5
: Dishwashers 25 5 5 5 5 5
3 Freezers 26 5 6 5 5 5
76 15 16 15 15 15

d) Letter of Introduction

s

half,

The interview (second étage) with the salesperson was con-
ducted during their working hours. In order to facilitate
acceptance of the interview by both the respondent and his/
her manager, CCAC prepared a letter on their letterhead

explaining that the survey was being conducted on their be-
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3. TIMING

The Consumer Survey was conducted in our shopping mall

facilities between February 15th and 23rd. The Salespeople

Survey was done between March 5th and 14th.

III. RESULTS

Results are presented herein under:

I. HIGHLIGHTS
IXI. GENERAL SUMMARY
III. APPENDIX

~ Detailed Tables
- Questionnaires

Preliminary results in the form of computer print-out tables were
made availlable about two weeks after field was completed.

March, 1984 CANADIAN FACTS
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HIGHLIGHTS




HIGHLIGHTS

IMPORTANCE OF ENERGY CONSUMPTION

Q@

As a criterion to be considered when shopping for a major
electrical appliahce, Energy Consumption is positioned among

the least important when compared to Price, Guarantee, Size,

Information from salesperson, Delivery date, Special
features and Colour. Not only did this become evident
during tﬁe interviews with the consumers themselves, but it
was also the perceptinﬁ of the salespersons subsequently

interviewed.

This overall finding notwithstanding, electrical consumption
appears to be more important wheﬁ purchasing certain
appliances than when purchasing others. It appears tc be
more important, for example, in the case of freezers and
dishwashers and much less important in the case of clioches

washers.




ENERGUIDE LABEL AND DIRECTORY

Awareness:

S

Since it is a government requirement that all the major ap-
pliances in the store bear the Energuide label, it is not
surprising that, overall, the vast majority of the consumers
interviewed (82%) recalled seeing the label affixed to the

appliance.

Regarding the Energuide Directory, the label's complementary
tool which, unlike the label, is not required to be avail~
able in the stores, few respondents (only 12%) recalled
reeing it. This low incidence is corroborated by the simu-
lated shopping and by the salespersons interviewed. During
the simulated shopping, .only 4% of salespersons mentioned
the directory, and only 7% of interviewer "shoppers" saw it
and/or were shown it. Among the salespersons, 29% admitted,
when asked, to not even being aware of the directory, and

59% claimed that it was not available in the store.
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If the ultimate purpose of the label and the directory is
to permig consumers to make cost comparisons among various
brands or models, it can be said from the consumer inter-
views that only a minute proportion (2%) actually use it in
this manner. This was borne out by the mystery shopping
exercises during none of which electrical cost comparisons
were made. This was further confirmed by the salespersons

themselves, only 7% of whom claimed to ever do it.

Despite the low incidences in the use of these Energuide
tools for the purpose for which they were conceived, the
Energuide Label nevertheless appears to be of some use to

a relatively large proportion of consumers, as:

1. A source of information on KWH consumption

Before any mention of the label and/or the directory
was made in the course of the interviews, some 43% of
the consumer respondents claimed to have been aware of
the amount of electricity consumed by the appliance
pﬁrchased and, spontaneously, about half of these

related this claim to the presence of the label.

In addition, 79% of the salespersons claimed that, when
energy consumption is discussed, the Energuide label is

responsible for generating the discussion.




2. As a means of comparing the electrical consumption of
various brands/models

After they were shown the actual label, which 82%

claimed to recognize, 25% of consumers interviewed
claimed to have used it to compare the different

brands/models on electrical consumption.
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The following table summarizes the level of awareness of the

Energuide program among recent appliance purchasers, their

invelvement in the subject of electrical consumption of

major household appliances and the role of the information

provided by the Energuide program in the purchase decision.

AWARENESS

= TOTAL RECALL OF ENERGUIDE LABEL

= TOTAL RECALL OF ENERGUIDE DIRECTORY

ELECTRICAL CONSUMPTION INFORMATION

= TOTAL AWARE OF AMOUNT OF ELECTRICITY
CONSUMED BEFORE PURCHASING

= TOTAL DISCUSSED ELECTRICAL CONSUMPTION
WHILE SHOPPING

USAGE OF LABEL/DIRECTORY

- TOTAL MADE SOME COMPARISON BETWEEN
APPLIANCES

= TOTAL SIMPLY COMPARED KWH
= TOTAL COMPARED COSTS

« Without Directory
« With Directory

(402)

CONSUMERS

2
82 b
12 r
43 +
1—
41 -~
25 T
10 I
6 -+
4 i
.
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SALESPERSONS

Both the simulated shopping and the interviews with the
salespersons confirm and to some degree explain the low

level of use of the Energuide Tools.

buring the simulated shopping, only 7% of salespersons ini-

tiated a discussion on electrical consumption. In additioen,
only 4% of the salespersons mentioned the Directory, in one
case only did a salesperson actually show it, and none used

it in any way.

When actually being interviewed, the salespersons claimed to

discuss electrical consumption on the average with only 34%

of their contacts with custamers. Further only 8% of these

' salespersons maintained that they use the directory during

their discussions with consumers.

With respect to the Directory, not only do the salespersons
rarely use it but, in addition, 29% of them admit to not
even being aware of its existence and moreover 59% do not

have it in their stores.

Only half the salespersons think the Directory is of some

use. This is not surprising since, as mentioned above, they
are of the opinion that conaumers give relatively little im-
portance to the question.of electrical consumption with res-

pect to such appliances.
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CHAPTER 1
INTERVIEW OF CONSUMERS
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GENERAL SUMMARY

CHAPTER 1

IMPORTANCE OF ENERGY CONSUMPTION IN PURCHASE DECISION

At the beginning of the actual interviews two questions were
asked-to all consumer respondents in order to position the
guestion of energy consumption in their decision to purchase
the appliance which they claimeq to have purchased in the

past 6 months.

In the first question, respondents were asked to rate the
degree of importance they gave to each of 8 criteria before
arriying at their final purchase decision. Apart from the
“energy cogsumption" critéria, the other 7 criteria had been
selected arbitrarly; they applied to all 6 appliances and
they‘included both crucial criteria (such as price) and less
important ones (such as delivery date and color).

The second question addressed directly the energy
consumption issue: respondents were asked whether or not
"the amount of electricity consumed was part of the
information they had gathered on the appliance they had

purchased".
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a) Comparative Importance of Energy cansurqation

Overall, the energy consumption falls among the least

important of the 8 criteria considered by respondents

when they shopped for their appliance.

In effect, this criterion (energy consumption) was of

LT

no more importance to them than that of "delivery date"

P

and "color"; respondents on the other hand consideread

the guarantee, the price and the size to be the three

most important ones.

PROPORTION FINDING CERTAIN POINTS VERY OR FAILY
JIMPORTANT WHEN BUYING APPLIANCES

I R R

f I Total respondents (402)

‘ V Y
l : Guarantee 95 N
I Price - 89

| Size 81

e ! -
1

o Information from salesperson 68 7
l | Choice of delivery date 64

' Special features 60

. l Energy consumption 58

| I Colour 54

(Table, P. 1)

v
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Further, analyzing the results by type of appliance
purchased indicates that energy consumption appears
to be more important with respect to the purchase of
freezers and dishwashers whereas energy consumption,

to the contrary, is of least importance concerning

washers.

Nevertheless, as previously noted, energy consumption
falls among the least important criteria regardless of

the type of appliance purchased.

PROPORTION FINDING CERTAIN POINTS VERY OR FAILY
IMPORTANT WHEN BUYING APPLIANCES

Dish-
Freezer washer Refrig. Stove Dryer Washer

Total respondents (402) (86) (82) (83) (3€6) (69) (46)
% % % % % % %
Guarantee 95 95 96 90 92 98 96
Price 8% 89 80 94 92 91 21
Size 81 92 62 82 92 80 72

Information from
salesperson €8 77 60 66 67 71 €9

Choice of

delivery date 64 62 | 60 64 75 67 65
Special features 60 50 67 58 55 64 72
Energy consumption 58 67 62 54 58 59 37
Colour 54 31 69 79 78 38 26
(Tables, Pp. 3 & 4)
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II. THE ENERGUIDE LABEL AND DIRECTORY

a) Obtaining Energy Consumption Information about
the Appliance

A little less than half, 43%, claimed to have obtained
information about energy consumption when they were

shopping for their appliance.

The Energuide label was the main source of information
for those who obtained electrical consumption informa-

tion (20%), the salesperson was the second source (14%).

ENERGY CONSUMPTION PART OF INFORMATION
OBTAINED ABOUT APPLIANCE

TOTAL
(402)
%
NO/can't remember 57
YES 43
- learned about electrical
consumptionaesaee
. label 20
« from salesperson 14 48*
« other 14

* Percentages total to more than proportion saying "Yes" because
of multiple mentions.

(Derived from Table, P. 5)
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b) Awareness of ENERGUIDE Label

Due to the fact that it is compulsary for all major
appliances to carry the Energuide label, it is not
surprising that an overwhelming majority of respondents

(82%) were awarxe of the label.

As noted, a fair proportion, 20%, brought up the label
spontaneously when asked how they became aware of the
amount of electricity consumed by the appliance

purchased.

RECALL OF ENERGUIDE LABEL

TOTAL
(402)
%
TOTAL RECALL 82
= unaided. 20
- aided 62
TOTAL DO NOT RECALL 18

(Table, P. 9)
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c) Awareness of ENERGUIDE Directory

All respondents were shown a copy of the directory and

asked if they recalled having seen it.

Unlike the label, this directory is not required to be
in the stores and consequently, few respondents (12%)

recall seeing it.

Among the few who had seen it, about half had seen it
either in the store where they bought their appliance or
in another store.

RECALL OF ENERGUIDE DIRECTORY

TOTAL
(402)
%
TOTAL RECALL (aided) 12
- in a store 7
i 12
- elsewhere 5
TOTAL DO NOT RECALL g8

(Table, P. 11)
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Usage of the Label and Directory

The purpose of the label and directory is to permit con-
sumers to make operating cost comparisons among various
brands or models of the appliance for which they are

shopping.

Results indicate that only a minute proportion (barely
2%) claim to have done this exercise before purchasing

their appliance.

Such scant results do not, however, necessarily mean

“hat these Energuide tools were of no use to the consu-
mners interviewed, a worthwhile proportion having actu-

ally used the information.

The following summary table showing both awareness
(visibility) and use made of the label and directory

presents the situation in perspective.

On one hand, the label, undoubtedly because of its very

high visibility (82% recall) is used as:

1. a vehicle for information: the fact that 43% of the

consumers claimed to have been aware of the amount of

electricity consumed by the appliance purchased is large-

ly due to the label.

2. a source of discussion with salesperson: the fact

that 41% claimed having discussed the topic of energy
consumption while shopping can also be attributable to
the label.




' _ 3. a means of XKWH comparison between models: 25% of

' the consumers claim to have made such comparisons (and
the vast majority of them did not go beyond this direct
KWH comparison).

As for the Directory, considering its very low
visibility (only 12% recall), it should not come as a
| . ' o surprise. that only 2% used it to compare different

models on operation costs.

SUMMARY

AWARENESS
- TOTAL RECALL OF ENERGUIDE LABEL 82

! - TOTAL RECALL OFAENERGUIDE DIRECTORY 12

V. ELECTRICAI, CONSUMPTION INFORMATION

- TOTAL AWARE OF AMOUNT OF ELECTRICITY
CONSUMED BEFORE PURCHASING 43

= TOTAL DISCUSSED ELECTRICAL CONSUMPTION

! USAGE OF LABEL/DIRECTORY

- TOTAL MADE SOME COMPARISON BETWEN APPLIANCES 25
! ' - TOTAL SIMPLY COMPARED KWH 19

= TOTAL COMPARED COSTS 6

« Without Directory 4

l « With directory 2

I P WHILE SHOPPING 41
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ENERGUIDE INFORMATION

a)

Unit of Measure for Electricity

The Energuide label shows electrical consumption in
kilowatt hours per month. A little over half the

respondents (57%) are aware that the measure for

electricity is a kilowatt or kilowatt hour.

Interestingly, this knowledge varies by region, sex and

age. Halifax, Toronto and Winnipeg are more likely to

be familiar with this measure than are Montreal and
Vancouver. Also more aware are men, and younger

respondents.

See Table on following page.
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TOTAL

REGION

Halifax
Montreal
Toronto
Winnipeg

Vancouver

SEX

. Male

Female

AGE

18 to 24
25 to 34
35 to 44

45 +

KNOWLEDGE OF UNIT OF MEASURE
FOR ELECTRICITY

KXilowatt/ Don't
(Base) Kilowatt Hour Know

(402) 57% 43

( 80) 65% 35
( 80) 49% 51
( 80) 63% 37
( 82) 63% 37

( 80) 46% 54

(189) 66% 34

(213) 50% 50

( 32) 755 A 25
(113) 63% 37

(112) 58% 42

(145) 48% 52

(Derived from Table, P.17)
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b) Price of Electricity per kilowatt hour

Cost of electricity per KWH is unfamiliar to nearly all

the respondents. It follows, therefore, that they can-
not use the information on the Energuide label to make

"cost" comparisons until they obtain this information.

Men were more likely than women to chance a cost per

XKWH. To determine how accurate they were, however,

) . A , N ST e - . PN

} . would require a comparison with actual costs in each
Y
H B region.
3 TOTAL MALE  FEMALE
: (402) (189) (213)
: % % %
g Don't know 94 90 97
! Gave a price
(from $0.02 - S$1.32) 6 10 -3

IREUENE

“.-".. ’.-‘. - - - - - - - - -

(Table, P.18)
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RESPONDENT CHARACTERISTICS

Not surprisingly, respoﬁdents were slightly more likely to
have purchased washers, dryers and refrigerators than the
other appliances. In their households most respondents have
what could be expected: washers and dryvers, stoves and
refrigerators. They are less likely to have freezers and

dishwashers.

It is interesting to note that freezers and dishwashers are
the appliances for which respondents were more likely to
find it important to consider electrical consumption before

purchase.

Nearly three-quarter (71%) own their residence and nearly

all (92%) pay their own electricity bills.

Nearly half (47%) bought their appliance at a department

store.

See Tables on following pages.
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RESPONDENT CHARACTERISTICS

~APPLIANCES BOUGHT
IN LAST 6 MONTHS

Freezer
Dishwasher
Dryer

Stove
Refrigerator
Washer

TYPE OF STORE

Furniture store
Department store
Electric appliance store
Other

SEX

Male

Female

AGE

18 to 24
25 to 34
35 to 44
45 +

SIZE OF HOUSEHOLD

1 or 2 persons
3 or 4 persons
5 or more

(402)
%

22
22
29
25
29
34

28
49
18

47
53

28
28
36

43
45
12
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RESPONDENT CHARACTERISTICS (Cont'd)

OWNERSHIP OF RESIDENCE

Owns residence

Rents residence

RESPONSIBILITY FOR
PAYING ELECTRICITY

Household
Landlord/aAdministration

APPLIANCES IN BOUSEHOLD

Freezer
Dishwasher
Dryer

Stove
Refrigerator
Washer

(402)
%

71
29

92

72
57
86
97
100
92

(Tables, Pp. 25 & 28)
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RESPONDENT CHARACTHERISTICS (Cont'd)

As can be seen below Montreal respondents were much

more likely to buy their appliance at a furniture store.

Vancouver respondents, more than the rest of Canada, bought

theirs at an electrical appliance store.

REGION
Hali- Mont- Tor- Win- Van-
TOTAL fax real onto nipeg couver
(402) (80) (80) (80) (82) (80)
% % % % % %
'Furniture_store 28 37 61 20 17 5
Department store 49 52 28 53 61 50
Electric appliance
store 18 11 4 1° 17 40
Other _ 5 - 7 8 5 5

(Table, P.25)
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CHAPTER 2

" IRTRODUCTION

As mentioned in the FOREWORD, survey of the salespersons was
conducted in two stages. First there was a simulated shopping
activity by the interviewer. Secondly there was a direct

interview of a salesperson.

This chapter deals with the simulated shopping stage. The
information obtained regarding the salesperson's knowledge and
attitude regarding Energuide is determined indirectly through the

interviewer's perception.
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ROLE OF ENERGUIDE AT POINT OF SALE

a)

Role of Salesperson

In order to determine the extent to which salespersons
are involved in making use of the Enerquide program,
several questions were asked of the interviewer about

the salesperson's contribution to the discussion.

The answers obtained to these questions indicate that
most salespersons play a minor role in the use of the

Energuide programe.

As can be seen in fhe Table on the following page, 7% of
saleséersons initiated the topic of electrical consump-
tion, 25% pointed out the variation in KWH consumption

among models (once the topic was raised, usually by the
interviewer), and 16% broached themselves the subject of

costs attached to electrical consumption.




: %
Subject of energy consumption.

initiated by
--salesperson 7

= interviewer 93

Variations in KWH consumption
among models '

pointed out by

- salesperson 25
- interviewer 75

Cost of electrical consumption

initiated by

- salesperson 16
- interviewer 84

(Tables, Pp. 6, 8 & 9)




b)

Level of Interest of Energy Consumption far Salesperson

Interviewers were asked for their opinion as to the
salesperson's interest in the subject of electrical
consumption and as to how significant the variations in

its cost among appliances appeared to the salesperson.

21% felt that the salesperson was fairly or very

interested in the topic and 11% feel the salesperson
found the cost differences to be very or quite

significant.

This generally low level of interest on the part of the
salesperson as observed by the interviewer is confirmed
by the low proportion of salespersons who used energy

consumption as a sales tool, 12%.

See Table on following page.




Salesperson's level of interest
in topic of electrical consumption

- very interested 5

21
- fairly interested 16
- not very interested 79

Significance of cost differences
to salesperson

- very significént 1
11
- quite significant 10
- not very significant 36
- not at all significant 53

Energy consumption as sales tool
by salesperson

- Yes 12

- No 88

(Tables, Pp. 14, 15}




Explanation of Enerquide Label

Once the subject of energy consumption was raised, and
.in most cases as was seen under Item I the interviewer
brought it up, the majority of salespersons correctly
explained the meaning of the Energuide label. One out
of ten, however, did mistake the label to mean that the

appliance did not use much electricity.

SALESPERSONS' EXPLANATION OF ENERGUIDE LABEL

TOTAL
(76)
LY
Label....
- indicates electrical
consumption or number
of KWH 87

-~ was affixed because
appliance didn't use much
electricity . 12

‘- other irrelevant/
erroneous mentions 5

(Table' P. 7)

NOTE: Percentages add to more than 100% because of multiple
mentions.




The Energuide Directory

The interviewer was instructed not to bring up the topic
of the Energuide directory during the simulated
shopping. It was left to the salesperson to ﬁention

it. bnly 4% of all the salespersons broached the
subject of the Energuide direciory and only 1% of all

salespersons actually showed one to the interviewer.

On the other hand, as will be seen in the second stage
wherein the salesperson was interviewed directly (see

page 30),.71% were aware of the directory when asked.

It can be concluded therefore that although most
éalespersons have knowledge of the directory, it

occupies a low level of priority in their minds.

TOTAL
(76)
» %
Salesperson mentioned
directory during sale:
NO 96
YES 4

~ showed directory
- didn't

W =

(Table, P. 12)




Significance of Energuide Program

The aim of the Energuide program is to enable congumers
compare energy consumption among brands and models of
appliances and thus assisting them in making enlightened
purchaée decisions. Meaningful comparisons would
require that comparisons be made not only according to
KWwH consumption but also by actual costs over time

compared to initial monetary outlay for the appliance.

Keeping this in mind, the results of the simulated

shopping cannot confirm that most salespersons realize

the significance of the Energuide program.

First of all, only 22% specified what cost per KWH would
be. Secondly, no salesperson mentioned costs over 10
years and only a minority mentioned some type of costs
per month. When it came to comparing electrical costs,
25% made some comparisons between models and another 20%
only made somé vague comparisons between models or

brands.

See Table on following page.




Q.5

Q.6

Q.6

Cost per XWH specified by
salespersom

NO
YES

Cost per appliance over
a period of time

Not mention by salesperson
Mentioned by salesperson

by month

- by year

by 10 years

no period mentioned

Comparison of costs between models
of appliances

No cost of electricity given
Cost given for only one
Compared cost for two or more
models

Allusion to comparison between
models of appliances

Clearly compared two or more
-appliances

Alluded vaguely to a cost
comparison between models

Did not allude even vaguely to
a cost comparison

78
22

70
30

70

25

25

20

55

(Derived from Tables, Pp. 9,

10 & 11)
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I.

This chapter covers the results of stage 2 of the salesperson

phase of the Energuide study, i.e. the direct interview.

IMPORTANCE OF. ENERGY CONSUMPTION IN PURCHASE DECISION

Salespersons were asked a similar question as asked the

‘consumer regarding the importance of eight criteria when

choosing a major electric appliance. In this case,
however, the respondents were asked for their perception,
based on their experience as a salesperson, of the

importance of these criteria to consumers.

The purpose of this éuestion, as in the case of the
consumers, was to determine the relative importance of

energy consumption in comparison to other criteria.

The table on the next page compares the answers from both.
There are some differences in the case of certain criteria,
which is not surprising, however, since the viewpoints of
the two t&pes of respondents are different. However, with
respect to eﬁergy consumption, there is no contradiction;

both groups position it low.




|
VERY OR FAIRLY ;
JIMPORTANT |
Consumers Sélespersons |
(402) (75)
$ $
Guarantee 95 97
Price 89 95
Size 81 69
: Information from salesperson 68 97
Choice of delivery date 64 89
Special features 60 65
e
L Energy Consumption 58 49
Ll .
Colour 54 84

(Tables, Pp. 4 & 5)




Another indication of the level of importance of energy is
the proportion.of consumers who claim having discussed it

with the salesperson while shopping. Only 41% of consumers

‘stated they discussed the topic and this is confirmed by the
salespersons themselves who claimed having discussed this

criterion with, on the average, 34% of customers.

DISCUSSED ENERGY

CONSUMPTION
Consumers 41%
Salespersons - 34% (of customers, on average)

(Table, P.6)




a)

Energuide Label

Despite the low priority accorded energy consumption
compared to other purchase criteria, the Energuide
label does stimulate much of the interest that is
present. As was pointed out in Chapter 1, the results
of the interviews with consumers indicate that the
label is used as a source of information; it generates

discussion about electrical consumption; it permits

comparison of KWH comparison among appliances.

The salespersons confirmed the label's usefulness in
this regard. 79% claimed that, when electrical
consumption is discussed, the Energuide label is at the

source.




Salespersons

Customer refers to energy
consumption because of
Energuide label 52%

Salesperson refers to
energy consumption by
pointing out Energuide label 68%

Energuide label generates
discussion of energy consumption
(whoever initiates topic) 79%




Enerquide Directory

Most salespersons (71%) are aware of the directory.
However, only 41% of the stores where the interviews
were conducted had copies, of which very few were
visible as was found out during the simulated shopping
(6%)f Further, very few salespersons make use of this
booklet in their discussions with customers, only 8%
claiming to do so. This confirms the low levels of use
encountered among consumers (2%) and during the
simulated shopping (4% of salesperson mentioned it and

1% showed it to the interviewer).

Total salespersons (75)
Aware of Energuide Directory 71%
Directory available in store 41%

Salesperson uses Directory
during discussions with customer 8%

(Table, Pp. 15 & 16)




Among those who have a directory in the store, percep-

tions are divided as to its usefulness.

When it is found useful, it is due to the possibility
of using it to compare KWH, and costs of electricity

among models.

When it is not found useful, it is either because the
booklet is found "too technical" or "complicated" for
consumers or because consumers are perceived as being
disinterested in comparing appliances regarding energy

consumption.,

(See Detailed Tables, PP. 18 to 20)




ROLE OF SALESPERSON

It should come as no surprise that, when asked directly, the
salespersons tend to inflate their role in the dissemination
of Energuide information when compared to answers obtained

from consumers and to the actual situation in a simulated

shopping.

'As can be seen in the table below, more than half the sales-
persons claimed to be the initiators of the topic of energy
consumption, to point 6ut the Energuide label with its in-
formation, ahd to compare appliances on KWH consumption.
These claims are much higher than results obtained from in-

terviewing consumers and from the simulated shopping.

e S v Consumer Simulated Salesperson
P . ' Interviews shopping interviews
(402) (76) (75)
i Salesperson initiated
topic of energy
consumption . 30% 7% 51%

Salesperson pointed out
Energuide label n/a 0% 68%

Comparison of appliances
re XKWH consumption 25% 25% 55%

Comparison of appliances
re costs of electrical
consumption 6% 25%* 15%

* Tt must be remembered that during the simulated shopping a cex-
~tain amount of probing was carried out which could result in
more activity on the part of the salespersone.
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EXPLANATION OF NOTATIONS USED IN THE DETAILED TABLES

* Frequency «& 1

Rounded Percent = 0

- Percent = 0

-NOTES : Percentages derived from "actual' bases of less than

100 should be interpreted with caution.

Percentages derived from '"actual' bases of less than
50 should be interpreted with extreme caution.

‘A1l sub-totals in the detailed tables are correct

. even though the items listed below any sub-total may
not exactly add to the sub-total through computer
"'rounding' (applies to (1) weighted frequencies
~where decimal not shown or (2) where percent shown
without decimal).

STANDARD DEVIATION

A

The Standard Deviation is calculated by taking the square root
of the variance around the mean. It is a summary statistic of
vartation printed below the mean. The Standard Deviation gives
an idea of the likely variation around the mean if we are simply
considering the mean as a descriptive statistic. When Standard
Deviation scores are small relative to the means, means can be
taken as good representations of the individual scores.

STANDARD ERROR

The Standard Error is calculated by dividing the Standard
Deviation by the square root of the sample size, The Standard
Error indicates the likely deviations that can be expected, and

" therefore the confidence limits.

For exampie, mean * 2 standard errors will include the "true
mean'' 95% of the time.
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. 4/5A CONSUMPTION OF ELECTRICITY BY APPLIANCE AS CRITERION WHEN MAKING
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RECALL OF ENERGUIDE LABEL
RECALL OF ENERGUIDE LABEL
AIDED RECALL GF ENERGUIDE DIRECTORY AND HHERE SEEN
AIDED RECALL OF ENERGUIDE DIRECTORY AND WHERE SEEN
COMPARISON OF APPLIANCES ON CONBUMPTION AND COST OF ELECTRICITY

. COMPARISON OF APPLIANCES ON CONSUMPTION AND COST OF ELECTRICITY

INITIATION OF SUBJECT OF ENERGY CONSUMPTION DURING SALE
INITIATION OF SUBJECT OF ENERGY CONSUMPTION DURING SALE
AWARENESS OF UNIT OF MEASURE FOR ELECTRICITY AND COST PER UNIT
AWARENESS OF UNIT OF MEASURE FOR ELECTRICITY AND COST PER UNIT
PERCEPTION. OF WHICH OF 6 APPLIANCES CONSUMES THE MOST AND
PERCEPTION OF WHICH OF & APPLIANCES CUNSUMES THE MOST AND

RESONDENT CHARACTERISTICS
RESONDENT CHARACTERISTICS
SUMMARY OF CONTACTS

BUYERS
BUYERS
BUYERS
BUYERS

. BUYERS

BUYERS

BUYERS OF

BUYERS

BUYERS OF

BUYERS
BUYERS
BUYERS
BUYERS
BUYERS
BUYERS
BUYERS
BUYERS
BUYERS

CONTACTS

ELECTRICAL
ELECTRICAL
ELECTRICAL
ELECTRICAL
ELECTRICAL

ELECTRICAL

ELECTRICAL
ELECTRICAL
ELECTRICAL
ELECTRICAL
ELECTRICAL
ELECTRICAL
ELECTRICAL
ELECTRICAL
ELECTRICAL
ELECTRICAL
ELECTRICAL
ELECTRICAL

APPLIANCES
APPLIANCES
APPLIANCES
APPLIANCES
APPLIANCES
APPLIANCES
APPLIANCES
APPLIANCES
APPLIANCES
APPLIANCES
APPLIANCES
APPLTANCES
APPLIANCES
APPLIANCES
APPLIANCES
APPLIANCES
APPLIANCES
APPLIANCES
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TABLE
Q.3 VEL OF IMPORTANCE OF POINTS WHEN BUYING APPLIANCES
BASE TUTAL BUYERS OF ELECTRICAL APPLIANCES

REGION: : . §m—————

HAL—- MONT TOR- WIN
IFAX —REAL ONTO NIPEQ

18-24 25-34 35-44 43 +

13 112 i43
o]

BASE FOR PERCENTAGES 402 80 80 80 82 80 ’ 189 32 i
3 . . 2 3 100. 0 100.0 100.0 100.0

VERY IMPORTANT 141 <3 34 20 28 36 &3 78 8 30 33 &8
‘39,1 28.8 4259 23.0 34.1 43.0 33.3 36.6 3.0 26.3 31.3 46.%
FaAaIRLY IMPORTANT 79 ? 20 13 14 19 3% & 23 20 26
18.7 11.3 2%.0 16.23 17.1 23.8 20. 6 16.9 18.8 20.4 17.9 17.9:
NOT VERY IMPORTANT 21 23 13 25 i3 12 S0 41 - 34 32 20
22. 86 31.3 18.8 30.0 18.3 135.0 6.3 19.2 13.6 30,1 28.6 13.8
NOT IMPORTANT AT ALL 9 23 11 23 23 13 37 o8 13 26 23 31
23. 6 28.8 13.8 28.8 30.3 16.3 19.6 27.2 40.6 23.0 2.3 21.4
CHOICE OF DELIVERY DATE ’
VERY IMPORTANT ' 171 a4 43 33 38 31 83 108 10 49 : 78
47. 3 3.0 56.3 41.3 46.3 38.8 43.9 $0.7 31.3 43. 4 48.2 353.8
FAIRLY IMPORTANT &7 8 16 1i 14 18 1 36 7 13 24 21
16. 7 10.0 20.0 13.8 17.1 229 16.4 16.9 1.9 13.3 21.4 1493
NOT VERY IMPORTANT 73 17 13 16 18 14 41 34 S 28 23 19
18.7 21.3 16,3 20.0 18.3 17.3 21.7 16.0 13.6 24.8 20.3 13.1
NOT IMPORTANT AT ALL &9 11 & 20 18 17 34 33 10 21 11 27
. 17. 2 13.8 7.3 25.0 18.3 21.3 18.0 16.4 31.3 18.6 9.8 18.6
ENERGY CONSUMPTION -
VERY IMPORTANT 146 33 29 27 33 26 &b 80 11 38 48 49
36.3 43.8 31.3 33.8 40.2 32.% 34.9 37.6 34.4 33.6 432.9 33.8
FAIRLY IMPORTANT a7 14 i8 24 17 14 40 47 11 32 ié6 28
21. 6 17.3 22.3 30.0 20.7 17.95 21.2 22.1 34.4 28.3 14.3 19.3
NOT VERY IMPORTANT 7 21 20 19 18 19 48 49 & 22 33 36
24.1 6.3 29.0 23.8 22.0 23.8 235.4 23.0 18.8 19.3 29.3 24.8
NOT IMPORTANT AT ALL 72 ig 17 10 ig 21 39 37 4 21 13 ' 32
17. 9 12.3 21.3 129 17.1 26.3 18.3 17.4 12.3 18.6 13.4 221
GUARﬁNTEE
VERY IMPORTANT 304 o686 37 39 61 61 133 171 23 84 81 114
73. 6 g2.3 71.3 73.8 74.4 76.3 70.4 80.3 78.1 74.3 72.3 78.6
FAIRLY IMPORTANT 77 8 i9 17 16 17 44 33 7 24 23 23
19.2 10,0 23.8 21.3 19.3 21.3 23.3 13. 9 21.9 21,2 20.5 1359
NOT VERY IMPORTANT 14 & 2 2 3 1 8 & o 4 ) 4
3.9 7.9 2.3 2.3 3.7 1.3 4.2 2.8 .0 3.3 3.4 2.8
NOT IMPORTANT AT ALL 7 o 2 2 2 1 4 3 o4 1 2 4
1.7 .0 2.3 2.9 2.4 1.3 2.1 1.4 .0 L4 1.8 2.8
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-TABI...'E 1’
Q.3 LEVEL OF IMPORTANCE OF POINTS WHEN BUYING APPLIANCES
BaBE YoTAL BUYERS BE ELECTRICAL ABPLTANCES

REGION: SEX: ~=—e——— AGE:

: HAL— MONT TOR- WIN- VANC- FE-
TOTAL IFAX —-REAL ONTO NIPEO OUVER MALE MALE 18-24 2%-34 3%-44 43 +

BASE FOR PERCENTAGES 402 . 80 80 80 82 80 189 213 32 113 112 143
100. 0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100. 0 100. ¢ 100.0 100.0

PRICE
VERY IMPORTANT 259 58 56 ‘41 - SR 592 117 142 17 77 74 1
64. 4 72.3 70.0 51.3 &3.4 65.0 61.9 667 93.1 &B.1 . 661 62.8B
FAIRLY IMPORTANT 100 18 16 28 1? 22 51 49 8 3¢ 24 38
24.9 18.8 20.0 35.0 23.2 27.° 27.0 23.0 25.0 26,9 21.4 262
NOT VERY IMPORTANT 3% ] -] 11 i0 4q 13 20 & 4 12 13
87 & 3 6.3 13.8 12.2 5.0 7.9 2.4 ig. 8 3.5 107 2.0
NOT IMPORTANT AT AlLL 8 2 3 o4 1 2 & 2 1 2 2 3
2.0 2.5 3.8 .0 1.2 2.9 3.2 .9 3.1 1.8 1.8 2.1

SIZE

VERY IMPORTANT 229 53 44 41 44 a7 & 133 i8 51 &8 92
57.0 &6.3 95.0 51.3 83.7 3s8.8 5.8 &2.4 6.3 4%.1 60.7 63.4
FAIRLY IMPORTANT 98 12 22 23 20 21 51 a7 7 42 18 31
Z28. 4 13.0 27.9 28.8B 24.4 26.3 27.0 22.1 21.9 37.2 161 21. 4
NOT VERY IMPORTANT 51 10 10 8 is 7 25 23 b 12 19 i4
12.7 12.5 1235 10.0 19.95 8.8 13.8 11.7 ig.8 10.&6 17.0 2.7
NOT IMPORTANT AT ALL 24 - 4 a8 2 3 16 8 1 8 7 a8
6.0 6.3 5.¢ 10.0 2 4 6.3 8.9 3.8 3.1 7.1 6.3 3.9

SPECIAL FEATURES

VERY IMPORTANT 134 27 31 23 22 31 8956 78 7 31 36 &0
33.3 33.8 38.8 28.8 26.8 38.8 29.6 36.6 21.9 27.4 32.1 41.4
FAIRLY IMPORTANT 109 23 21 22 26 17 899 350 a 32 32 37
27. 1 28.8 263 27.9%9 31.7 21.3 31.2 23.9 2%.0 28,3 2B. & 29.9
NOT VERY IMPORTANT 123 23 20 27 2% 28 58 63 13 3% 39 36
30. 86 31.3 2%.0 33.8 30.5 32.9 30.7 30.9 40.6 31.0 34.8 24.8
NOT IMPORTANT AT ALL : 36 -4 8 8 ? ) 16 20 4 15 b/ 12
: 9.0 . 6.3 100 10.0 11.0 7.9 8.3 2 4 2.9 13.3 4.9 8.3
INFORMATION OBTAINED
. FROM SALEMAN

VERY IMPORTANT 174 39 37 31 3& 33 70 106 8 o2 47 &9
43.8 48.8 46.3 38.8 43.? 41.3 37.0 49.8 23.0 46.0 42.0 47.&

FAIRLY IMPORTANT 9? 17 20 21 20 21 S 47 13 19 33 34
: 24. &6 21.3 25.0 263 24.4 26.3 27.3 22.1 40.6 16,8 29.3 23.4
NOT VERY IMPORTANT 82 13 18 13 20 i4 43 39 S 27 27
20. 4 18.8 22.% 18.8 24.4 17.3 22.8 18.3 13,6 23.9 20.9% 18.6
NOT IMPORTANT AT ALL 43 4 -] 13 & 12 24 21 & 19 ? 19
11.2 11.3 &3 16.3 7.3 15.0 12.7 ?.9 18.8 13.3 8.0 10.3
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TABLE 2
Q.3 LEVEL OF IMPORTANCE OF POINTS WHEN BUYING APPLIANCES
BASE TOTAL BUYERS OF ELECTRICAL APPLIANCES

APPLIANCE : TYPE OF STORE~——— ELECRIC BILL

FREEZ DISH- WASH FURN/ HSHLD OTHER
TOTAL —-ER WSHER FRIDG STOVE DRYER ~ER DEPT. APLNC OTHER PAYS PAYS

o v

BASE FOR PERCENTAGES . 402 86 82 83 36 &2 46 193 190 16 369
100. 0 100.0 100. 0 100.0 100.0 100.0 100.0 100.0 100.0

-
Q
o
o
-
Q
o
[»}
-
Q
o
Q

VERY IMPORTANT 141 i3 43 41 24 10 -] 64 70 7 132 8

33.1 17.4 34.9 49. &4 65 7 143 13.0 32.8 36.8 43.8 33.8 2%.0

FAIRLY IMPORTANT 75 12 12 23 4 16 ] 30 42 3 68 7

18.7 14.0 14.6 30.1 11.1 23.2 13.0 13.4 22.1 18.8 18.4 21.9

NOT VERY IMPORTANT 91 29 i3 13 3 21 14 47 42 o1 81 10

2.6 2?.1 18.3 15.7 8.3 230.4 30.4 24,1 22.1 6.3 22.0 31.3

NOT IMPORTANT AT ALL . P9 34 10 4 3 22 20 54 36 S 88 7

. 23.6 39.% 12.2 4.8 13.9 31.9 43.3% 27.7 18.9 31.3 23.8 21.9
CHOICE OF DELIVERY DATE

VERY IMPORTANT 191 34 4 42 24 4 23 89 4 173 19

47. 3 37.3 41.3 30.6 66.7 49.3 0.0 43.6 91.1 23.0 47.4 46.%9

FAIRLY IMPORTANT 67 i9 S 11 3 12 7 33 ? S &2 ]

16.7 22.1 18.3 13.3 8.3 17.4 1%5.2 16.9 1%5.3 31.3 16.8 13.6

NOT VERY IMPORTANT 79 1? 14 13 4 12 11 41 31 3 71 4

18.7 22.1 17.1 18.1 11.1 17.4 23.9 21.0 16.3 18,8 19.2 12. 9

NOT IMPORTANT AT ALL 69 14 i9 i3 S 11 S 32 33 4 61 8

17.2 16.3 23.2 18.1 13.9 1.2 10.9 16.4 17.4 23.0 16.3 2%.0

ENERCY CONSUMPTION

VERY IMPORTANT 146 41 33 24 13 29 10 76 63 6 133 13
36. 3 47.7 40.2 28.9 36.1 36.2 21.7 39.0 33.2 37.% 36.0 40.6
FAIRLY IMPORTANT ' 87 17 18 21 8 16 7 44 4 2 79 8
21. 4 19.8 22.0 25.3 222 23.2 1%.2 22.6 21.6 12.% 21.4 250
- NOT VERY IMPORTANT 97 19 17 20 9 19 13 n1 43 3 93 4
24. 1 221 20.7 24.1 290 27.% .28 3 26.2 22.6 18.8 29.2 12. 9%
NOT IMPORTANT AT ALL 72 9 14 18 6 9 16 24 43 s 64 7.
17.9 10.% 17.1 21.7 16.7 13.0 34.8 123 22.6 31.3 17.3 21.9
GUARANTEE
VERY IMPORTANT 304 70 sg 59 23 ss 37 19% 136 12 =278 26
75 6 81.4 70.7 71.1 69.84 79.7 B80. 4 79.% 716 75.0 7%.3 B1.3
FAIRLY IMPORTANT 77 12 21 16 8 13 7 33 41 3 71 &
19.2 14.0 2%.6 19.3 22,2 18.8 15 2 16.9 21.6 18.8 19.2 18.8
X NOT VERY IMPORTANT 14 3 2 6 1 1 1 s 9 o 13 o
3.9 3.5 24 7.2 2.8 1.4 22 2.6 4.7 o 38 .0
NOT IMPORTANT AT ALL 7 1 1 2 2 o 1 2 4 1 7 o
1.7 1.2 1.2 24 9.6 .0 2.2 1.0 2.1 63 1.9 .0
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G.3 LEVEL OF IMPORTANCE OF POINTS HHEN BUYING APPLIANCES
BASE TOTAL BUYERS OF ELECTRICAL APPLIANCE

' BASE FOR PERCENTAGES

_VERY IMPORTANT
FAIRLY IMPORTANT

NOT VERY IMPORTANT

NOT IMPORTANT AT ALL .

VERY IMPORTANT
FAIRLY IMPORTANT

NOT VERY IMPORTANT

‘NOT IMPORTANT AT ALL

SPECIAL FEATURES
VERY IMPORTANT

FAIRLY IMPORTANT
NOT VERY IMPORTANT
NOT IMPORTANT AT all
INFORMATION OBTAINED

FROM SALEMAN
VERY IMPORTANT

FAIRLY IMPORTANT
NOT VERY IMPORTANT

NOT IMPORTANT AT ALL
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14 12 4 8 7 7
4 =6 2% 7.1 63 4.8
73 198 27 10% 104 137
& 93.0 84.4 929 92.9 94.9
0 3 1 0 1 1
0 1.4 3.1 .0 .9 .7
4 i2 4 8 7 7
0 100.0 100.0 100.0 100.0 100.0

3 4 2 2 2 1
.4 33.3 0.0 250 =28.6 14.3
11 7 2 & S S
.6 398.3 0.0 73.0 71.4 7i.4

0 1 0 o] 0 1
.0 8 3 .0 .0 .0 14.3

& 4 1 4 2 3

? 33.3 2%.0 30.0 28.&6 42.9

8 8 3 4 S 4

1 &6.7 7%.0 380.0 71i.4 37.1

0 0 0 0 o 0
.0 .0 .0 .0 .0 .0
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TABLE 10

Q. 3D COMPARISON OF APPLIANCES ON CONSUMPTION AND COST OF ELECTRICITY
BEFORE MAKING CHOICE

BASE TOTAL BUYERS OF ELECTRICAL APPLIANCES

APPL.IANCE: TYPE OF STORE~~~- ELECRIC BILL
FREEZ DISH- WASH - FURN/ HSHLD OTHER
TOTAL ~ER WSHER FRIDG STOVE DRYER ~ER DEPT. APLNC OTHER PAYS PAYS

' BASE FOR PERCENTAGES : 402 86 82 83 36 &9 45 193 190 16 369 32
: 100. 0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0C 100.0 100.0

COMPARED “AMOUNT® OF
ELECTRICITY CONSUMED

YES 101 26 28 19 8 12 8 30 47 . 4 ?3 &
: 23.1 30.2 341 209 222 17.4 17.4 23.6 24.7 25.0 23.7 18.8

NO 297 39 33 &4 28 56 37 142 . 142 12 270 26
. 73.9 &8. 6 64.6 77.1 77.8 81.2 80.4 72.8 74.7 73.0 73.2 81.3

CAN’T REMEMBER : 4 1 ! 0 0 1 1 3 1 0 4 0
1.0 1.2 1.2 o .0 1.4 2.2 1.3 .9 .0 1.1 .0

COMPARED “"COST" OF
ELECTRICITY CONSUMED

YES 26 & 4 8 3 3 = 16 10 0 2% 1
&. 9 7.0 4.9 2.6 8.3 4.3 4.3 8.2 5.3 .0 6.8 3.1

NO 373 77 78 79 33 (-7 44 172 178 13 341 31
92. 8 89.9 935.1 90.4 <91.7 985.7 95.7 1.8 93.7 93.8 92.4 .96.9

CAN’T REMEMBER 3 3 Q O 0 o) 0 0 2 1 3 ]
.7 3.9 .0 .0 .0 .0 .0 .0 1.1 6.3 .8 .0

BASE: TOTAL. COMPARED COSTS 2 & 4 8 3 2 4 16 i0 0 23 i
: 100. 0 100.0 100.0 100. 0 100.0 100.0 100.0 100. 0 t00. 0 .0 100.0 100.0

CALCULATED COBTS:

WITH DIRECTORY 7 2 (o] 2 i 2 O 3 2 ¢4 7 (o]
26. 9 33.3 .0 23.0 333 66.7 .0 31.3 20.0 .0 28.0 .0

WITHOUT DIRECTORY ig 4 -4 3 2 1 2 10 8 0 17 1
&?. 2 &6.7 100.0 62.9 66.7 33.3 100.0 62.3 80.0 .0 68.0 100.0

CAN‘T REMEMBER 1 0 o] 1 o] o] 0 1 o 0 1 o
a.8 .0 .0 12.9 .G .0 .0 6.3 .0 .0 4.0 .0

WITH SALESPERSON'S HELP i0 3 1 3 1 1 i & 4 0 9 i
38.9 90.0 23.0 37.% 33.3 33.3 80.0 37.%9 40.0 .0 B6.0 100.0

WITHQUT SALESPERSON‘S HELP 16 3 3 =4 2 2 i i0 & o] 16 o]
61. 3 J0.0 73.0 6R. % 667 657 90.0 62.3 60.0 .0 64.0 .0

CAN’T REMEMBER 0 o] 0 (] 0 o] 0 o] [0} s} 0 0
.0 .0 .0 .0 .0 .0 .0 .0 .0 .0 .0 .0
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TABLE 11 - ,
Q. 6 INITIATION OF SUBJECT OF ENERGY CONSUMPTION DURING SALE .
BASE TOTAL BUYERS OF ELECTRICAL APPLIANCES :
REGION: ' BEX: —eimemem AGE:
HAL- MONT TOR- WIN- VANC- FE~
TOTAL IFAX -REAL ONTO NIPEG OUVER MALE MALE 18-24 25-34 33-44 45 +

BASE FOR PERCENTAGES 402 80 >BO 80 82 g0 189 213

32 113 112 1435
100. O 100.0 100.0 100.0 100.0 100.0 100. 0 100.0 100. 0 100.0 100.0

100.0

SUBJECT INITIATED BY:

SALESPERSDON 122 24 21 23 28 24 S8 b4 10 31 42 39
30. 3 30.0 26.3 31.3 34.1 30.0 30.7 30.0 31.3 27.4 37.3%5 26.%

RESPONDENT 46 8 11 19 4 8 21 23 4 i8 12 12
11. 4 10.0 13.8 18.8 4.9 10.0 11,1 11.7 12.9 135.9 10.7 8.3

SUBJECT NOT DISCUSSED 227 46 49 36 S0 44 107 120 17 61 59 4
. 96.3 57.5 61.3 4%.0 61.0 97.% S56.6 356.3 53.1 354.0 49.1 64.8
CAN‘T REMEMBER 8 2 o 4 o 2 3 4 1 3 3 1
2.0 2.9 .0 5.0 .0 2.9 1.6 2.3 3.1 2.7 2.7 7




TABLE i2

BASE FOR PERCENTAGES

" SUBJECT INITIATED BY:
SALESPERSON

RESPONDENT
SUBJECT NOT DISCUSSED

CAN’T REMEMBER

122
30.3

45
11. 4

227
56. 5

2.0

MJS57&6 CANADIAN FACTS

G. & INITIATION OF SUBJECT OF ENERGY CONSUMPTION DURING SALE
BASE TOTAL BUYERS OF ELECTRIGCAL APPLIANCES :

APPLIANCE
FREEZ DISH- WASH
-ER WSHER FRIDG STOVE DRYER -ER
86 82 83 35 &9 46
100.0 100.0 100.0 100.0 100.0 100.0
32 24 29 i1 17 9
37.2 29.3 34.9? 30.6 24.6 19.6
13 13 4 3 9 2
17.4 18.3 4.8 13.9 7.2 4.3
38 42 48 21 46 32
4.2 S51.2 357.8 358B.3 &4 7 4&7. 6
i 1 2 [¢] 1 3
1.2 1.2 2.4 [v) 1.4 & 3

TYPE OF STORE-———~

FURN/
DEPT. APLNC

OTHER

ELECRIC BILL
HSHLD OTHER
PAYS PAYS

199 190
i00.0 100.0

&1 58
31.3 30.3
27 18
13.8 I.5
108 109
4.4 37.4
2 -]
1.0 2.6

i6 349 32
100.0 100.0.100.0

2 110 11
12.3 29.8 34.4
1 42 4
&3 11.4 12. 35
12 212 13
75.0 57.% 46.9
1 & 2.
6.3 1.6 6.3
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PAGE .

AGE:
1B-24 23-34 33-44 43 +

FE=

MALE MALE

SEX: —~—m—mm

VANC—

MJU576 CANADIAN FACTS
WIN-

MONT TOR-
IFAX —REAL ONTO NIPEG OUVER

REGION:
HAL—~

TOTAL

OF UNIT OF MEASURE FOR ELECTRICITY AND COST PER UNIT

BASE TOTAL BUYERS OF ELECTRICAL APPLIANCES

13
AWARENESS

TABLE
7

Q.

189 213
100.0 100.0

8

100.0 100.0 100.0

100.0

402
100. 0

BASE FOR PERCENTAGES

100.0

UNIT OF MEASURE
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ABLE 13 & MAR 84
Q.7 AWARENESS DOF UNIT OF MEASURE FDR ELECTRICITY AND COST PER UNIT
BASE TOTAL BUYERS OF ELECTRICAL APPLIANCES '

REGION: : AGE:

HAL- MONT 1
IFAX —REAL 18-24 2%-34 35-44

BASE FOR PERCENTAGES 02 80 80 80 82 80 18 3 32 113 11
100.0 100. 0 . 100. 0 100.0 100.

-
Q9
°
o

PRICE PER KWH

50

.

83

H
d» 00
00 00

93

00 00 U

132

-

DON’T KNOW

H
g ! .
ON OC We W 00

WL W~ 00 00 0C
U0 O0C OO0 OO0 GO
=0 00 00 00 Nm
U0 U= e U= 00
0O 00 00 00 wmm
9h U= 00 0O OO0

NG 00 00
00 Q0 N=
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iy

X

a

TNy

0
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P 00 00 00 00
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T T
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e
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9
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*»#CHARGES ARE IN CENTS/KWH
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PAGE
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14
AWARENESS OF UNIT OF MEASURE FOR ELECTRICITY AND COST PER UNIT

BASE TOTAL BUYERS OF ELECTRICAL APPLIANCES

TABLE
Q.7

TYPE OF STORE---- ELECRIC BILL

APPLIANCE

" HSHLD OTHER

DEPT. APLNC OTHER PAYS PAYS

FURN/

FREEZ DISH—- WASH
—ER -ER

TOTAL

WSHER FRIDG STOVE DRYER

369

193 190 16 32
100.0 100. ¢ 100. 0 100.0C 100.0

2
0 100.0 100.0 10Q.0 100. 0O

100.

(o]

)

100.

402
100.

BASE FOR PERCENTAGES

(o]

UNIT OF MEASURE

KILOWATT

? &4 11 113 11
1 33.7 &8.8 30.6 34.4

4
23.

KILOWATT HOUR
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ANARENESS OF UNIT OF MEASURE FOR ELECTRICITY AND COST PER UNIT
BASE TOTAL BUYERS DF ELECTRICAL APPLIANCES

APPLIANCE TYPE OF STORE---- ELECRIC BILL

FREEZ DISH- : WASH FURN/ HSHLD OTHER
TOTAL ~ER WSHER FRIDG STOVE DRYER ~ER DEPT. APLNC OTHER PAYS PAYS

BASE FOR PERCENTAGES 402 86 82 83 - 3é &2 46 193 190 16 3692

100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 '100.0 100.0 100.0
PRICE PER KWH

S0 1 g Q 5] 1 0 0 1 0 0 1 ]
.2 .0 .0 .0 2.8 .0 .0 -] .0 .0 .3 .0
83 1 0 0 i 0 (o] 0 0 1 (o} 1 0
.2 .0 .0 1.2 .0 .0 .0 .0 .3 .0 .3 .0
93 1 0 1 0 [s) 0 0 1 0 o] 1 od
.2 .0 1.2 .0 .0 .0 .0 .5 .0 .0 .3 .0
132 1 o3 1 ] 0 0 0 1 o] (o} 1 .0
.2 .0 1.2 .0 o .0 .0 .5 .0 .0 .3 .0
DON'T KNOW 376 84 74 73 34 &4 43 181 178 16 344 32
23. 3 97.7 0.2 90.4 24.4 92.8 97.8 2.8 92.7 100.0 93.2 100.0

##CHARGES ARE IN CENTS/KWH
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PAGE 21

AGE:
18-24 2%3-34 3%5-44 43 +

FE-
MALE MALE

SEX: e e

WIN- VANC-

MJ576 CANADIAN FACTS

MONT TOR-
~REAL ONTD NIPE@ OUVER

IFAX

REGION:
HAL—

TOTAL

13
PERCEPTION OF WHICH OF & APPLIANCES CONSUMES THE MUST AND

WHICH THE LEAST AMOUNT OF ELECTRICITY

8
BASE TOTAL BUYERS OF ELECTRICAL APPLIANCES

TABLE
Q

143
‘100. 0

112
100.0

i3
0

-0

100. 0 10

213
0

100.

ig89
100.0 100.0 100.0 100. 0

100. 0

&

100.0

402
100.0

BASE FOR PERCENTAGES

nM

<o

on

-

an

o

10.

DISHWASHER

(L] 0]

i1.

11.

REFRIGERATOR

23.0
34.3

29. 1
42. 3

104
25. 9

STOVE/RANGE
CLOTHES DRYER
' CLOTHES WASHER

o<

n<

ne

oM

. W

<0

Lalv]

[=]=]

[+ ]=]

[=1s]

i d

Lol t]

oo

-t

oo

[=]s]

oo

oo

bl }

NO IDEA

SECOND

————

ng

13,

FREEZER

i8.

i5. 9

DISHWASHER

<N

12

13.

REFRIGERATOR

8

20

STOVE/RANGE

36.3 28.8 29.3 27.

i3.0

CLOTHES DRYER

<N

12.

oM

11.

CLOTHES WASHER

-

[o]]

(=]}

(=]}

oo

o0

(o]

(=]}

[=]e)

-

Lol

NO IDEA
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TA LE 13
.8 PERCEPTIUN OF WHICH OF & APPLIANCES CUNSUHES THE MOST AND
ICH THE LEAST AMOUNT OF ELECTRICIT
BASE TUTAL BUYERS OF ELECTRICAL APPLIANCEB

REGION: ———- SEX: ~—————— AGE:

HaL.—- MONT TOR- WIN-— VANC- FE-—
TOTAL IFAX —REAL. ONTO NIPEG OUVER MALE MALE 18-24 235-34 35-44 43 +

Q
[
n
-
W

113 112 143

BASE FOR PERCENTAGES 402 o] 80 80 82 80 89 32
. 100. 0 100.0 100.0 100.0 100.0 100. 0 100.0 100.0 100.0 100. 0

Lad
8
o
o
[*]
o
o)

‘'FREEZER =29 21 20 30 i8 74 i0 38 49
: 32.1 6.3 23.0 37.3 22.0 %0.0 39.2 2.8 31.3 28.3 33.9 33.8
DISHWASHER 21 17 4 8 8 14 24 27 8 21 - 9 i3
12.7 21. 3 5.0 10.0 9.8 17.93 12.7 12.7 2%.0 18B. &6 8.0 ?.0

REFRIGERATOR 89 i3 32 i2 20 9 39 S50 2 19 22 46
22. 1 1.3 43.8 13.0 24.4 11.3 20.6 23.9 . 6.3 16.8 19.6 31.7

STOVE/RANGE 36 & & 8 i1 - 13 23 4 8 12 12
?.0 7.9 7.3 10.0 13.4 a.3 6.9 10.8 12.3 7.1 10.7 8.3

CLOTHES DRYER 20 3 1 2 10 1 2 1 4 a8 2 3
3.0 3.8 1.3 6.3 12. 2 1.3 2 6 7.0 12. 3 7.1 4.3 2.1

CLOTHES WASHER 72 i8 14 16 13 11 34 38 4 23 26 19
17. 9 22.% 17.3 20.0 13.9 13.8 8.0 17.8 12.3 20.4 23.2 13.1

NO IDEA 2 2 o] 1 2 o] o4 2 0 2 o 3
1.2 2.3 .0 1.3 2 4 o] o] 2.3 .0 1.8 .0 2.1
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TABLE i6

Q. B PERCEPTIDN OF WHICH OF & APPLIANCES CONSUMES THE MOST AND
WHICH THE LEAST AMOUNT OF ELECTRICITY

BASE TOTAL BUYERS OF ELECTRICAL APPLIANCES

APPLIANCE: ‘TYPE OF STORE--—-- ELECRIC BILL

: FREEZ DISH- WASH FURN/ HSHLD OTHER
TOoTAL ~-ER WSHER FRIDG STOVE DRYER -ER DEPT. APLNC OTHER PAYS PAYS

BASE FOR PERCENTAGES 402 86 82 a3 36 &7 46 195 190 16 369 32
100. 0 100. 0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 1CG0. 0 100.0 100.0
MOST

FREEZER 22 3 2 4 3 = 3 9 13 o 19 3
. 5.9 3.5 2.4 4.8 B.3 7.2 10.9 4. 6 &. .0 3.1 7.4
DISHWASHER w7 B 9 14 7 17 b 29 27 4 24 3
: 142 2.3 b.1 1§.9 1.4 24.6 13.0 128 14.2 25.0 14.6 2.4
REFRIGERATCR 46 12 B8 3 4 7 9 23 23 (o3 43 3
i1. 4 14. 0 9.8 6.0 13.2 10.1 19.& it.8 12.1 .0 11,7 2. 4
STOVE/RANGE 104 23 26 14 8 18 11 37 41 b 93 10
2%. 9 2%9.1 31.7 19.3 2.2 6.1 3.9 29.2 21.6 37.% 25.2 31.3
CLOTHES DRYER 153 33 3& 41 10 18 %= bb 81 ) 142 11
as. 3B.4 43.9 49.4 27.B 26.1 3.6 33.8 42.6 37.5 38.% 34.4
CLOTHES WASHER 19 4 3 3 3 4 o 14 3 o] 17 2
4.7 4. 7 6.1 3.6 8.3 2.8 .0 7.2 26 .0 4 & & 3
NO IDEA 1 1 o o 0 o o -1 o 0 1 [s3
.2 1.2 .0 .0 .0 .0 .0 .8 .0 .0 .3 .0

SECOND
FREEZER 40 11 B K4 4 4 4 20 o 37 3
. 10.0 12.8 9.8 10.8 11.1 5.8 B.7 1.3 10. % .0 10.0 2.4
DISHWASHER (=34 11 19 13 7 2 9 25 41 3 bb 3
17. 2 128 18.3 18.1 19.4 17. 4 19.6 12.8 21.6 18.8 17.9 7. 4
REFRIGERATOR b1 11 14 11 4 14 & 33 1 56 ]
12.2 12.8 171 13.3 13.92 20.3 13.0 13.8 17.4 &3 13.2 185. 6
STOVE/RANGE 3 21 14 18 ] 13 b 4 42 35 S 77 b
20. 6 24.4 17.1 21.7 22.2 18.B 19. & 21.% 1B.4 31.3 20.% 18B.8
CLOTHES DRYER 110 21 25 19 10 22 13 S6 47 7 i00 7
27. 4 24.4 30.9% 22.9 27.8 31.9 28B.3 28.7 24.7 43.8 27.1 28.1
CLOTHES WASHER 38 11 b 11 2 4 4 24 i4 [sd 32 é
2.9 12.8 7.3 13.3 5.6 3.8 8.7 12.3 7.4 .0 8.7 18.8
NO 1IDEA 1 (s o 0 o o] 1 1 o o] i s
.2 s} o .0 o [+ 2.2 .3 .0 .0 .3 .0




TAB

BASE FOR PERCENTAGES

FREEZER
DISHWASHER
REFRIGERATOR
STOVE/RANGE
CLOTHES DRYER
CLOTHES WASHER

NO 1DEA
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Q.8 PERCEPTIUN OF WHICH DF & APPLIANCES CONSUMES THE HDST AND
HICH THE LEAST AMDUNT OF ELECTRICITY

BASE TBTAL BUYERS OF ELECTRICAL APPLIANCES

APPLIANCE

FRIDG STOVE

TYPE OF STORE———-

FURN/
DEPT. . APLNC
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17
RESONDENT CHARACTERISTICS
BASE TOTAL BUYERS OF ELECTRICAL APPLIANCES

REGION: SEX: w———m——
HAL- MONT TOR- WIN- VANC- ' FE~
TOTAL IFAX ~REAL ONTO NIPEG OUVER MALE MALE

BASE FOR PERCENTAGES 402 80 80 80 82 80 189 213
100.0 100.0 100.0 100.0 100.0 100.0 100.0

APPLIANCES BOUGHT IN PAST

31X MONTHS :
 FREEZER : 87 17 11 20 19 20 4 44
21.6 21.3 13.8 2%.0 23.2 2%.0 22.8 20.7
DISHWASHER a9 13 23 13 17 2 46 43
221 16.3 28B.8 16.3 20.7 28.8 24.3 20.2
REFRIGERATOR 118 20 23 19 27 27 - 63 53
29. 4 250 31.3 23.8 329 33.8 33.3 258

STOVE/RANGE 100 © 19 17 21 22 2 =
24.9 23.8 21.3 26.3 26.8 .26.3 26.%5 23.5
CLOTHES DRYER 113 23 26 19 23 20 g 57
28. 6 31.3 32.5 23.8 30.3 2%5.0 30.7 26.9
CLOTHES WASHER 137 L) 31 32 24 26 58 79
341 30.0 38.8 40.0 29.3 32 5 30.7 37.1

TYPE OF STORE WHERE BOUGHT

FURNITURE STORE 112 29 49 16 14 4 50 62
27.9 36.3 61.3 20.0 17.1 5.0 26. 8 29.1
DEPARTMENT STORE 199 41 22 42 %0 a0 89 106
48. 5 91.3 27.5 %2.3 61.0 %0.0 47.1 a49.8
ELLECTRIC APPLIANCE STORE 73 9 3 1% 14 32 40 33
18. 2 11.3 3.8 18.8 17.1 40.0 21.2 155
WAREHOUSE 8 o = 1 o 2 3 =
2.0 .0 6.3 1.3 .0 2.% 1.6 2.3
FURNITURE & APPLIANCES = 0 o 3 2 o 3 2
1.2 .0 .0 3.8 24 .0 1. 6 .9
OTHERS 8 0 1 3 2 2 4 4
2.0 .0 1.3 38 24 2% 21 1.9

'NOT STATED 1 1 o o o o o 1
.2 1.3 .0 .0 .0 .0 .0 .3

: SEX
MALE 189 32 40 . 37 189 o
47.0 %0.0 40.0 %0.0 48.8 46.3 100.0 .0
FEMALE 213 40 4 40 42 43 0 213
53. 0 30.0 60.0 %0.0 S51.2 53.8 .0 100.0
AGE

18 - 24 32 3 2 8 11 3 9 2
8 0 7% 2.5 100 13.4 6.3 4.8 10.8
25 - 34 113 22 13 31 20 27 57 56
28. 1 27.%9 16.3 38.8 24.4 33.8 30.2 26.3

35 - a4 112 26 26 16 22 22 51 &
27.9 32.% 32.5 20.0 26.8 27.5% 27.0 28 6
45 AND MORE 145 26 39 25 29 26 72 73
36. 1 32.% 48.8 31.3 35.4 32 5 38.1 34 3

AGE:

18-24 25-34 3%5-44
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e

00 = Q0O =+ & @O O\

?
28.1

23
71.9

]

Q0 00 00 ON
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33
29. 2
23
20. 4
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35. 4
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40.7
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31,9
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2
21.

o

N
00 ~NW 0= up N

o0 00 O 00
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100. 0

20
17.9
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26.8
3%
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z?
23.9
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1.
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33. 8
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143
100.0

112

PAGE 26
100. O

113

100. 0
13.

o/

32

100.

i8~-24 235-34 335-44 45 +

13.

AGE:
21.

213
&
33
16. 4

FE—
100. 0

SEX: ——————m
MALE MALE
189
100. 0
13.8 14
35
1873

80

100.0
13. 0

82
100. 0

WIN- VANC-—
15.9

80

MJ576 CANADIAN FACTS
ig. 8

80

100.0 100. 0
20
o]

1i2.3 238

MONT TOR-
IFAX —-REAL ONTD NIPEG OUVER

HAL—
80
100. 0
10

REGION:

TOTAL
402

100. 0
17.

17
DWNER 7MANAGER

BUSINESS EXECUTIVE/
SALESPEOPLE

BASE TOTAL BUYERS OF ELECTRICAL APPLIANCES
PROFESSIONAL

RESONDENT CHARACTERISTICS

BASE FOR PERCENTAGES

OCCUPATION OF HEAD
OF HOUSEHOLD

TABLE
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TABLE 17
RESONDENT CHARACTERISTICS

BASE TOTAL BUYERS OF ELECTRICAL APPLIANCES

BASE FOR PERCENTAGES

HOUSING

TOTAL OWNS RESIDENCE
-OWNS HOUSE/ TOWNHOUSE/
DUPLEX :

-OWNS APARTMENT /FLAT/
TRIPLEX
-OWNS TRAILER
BASE: TOTAL OWNS RESIDENCE
RESPONSIBILITY FOR PAYING

ELECTRIC BILL
HOUSEHOLD

ADMINISTRATION
TOTAL RENTS RESIDENCE
~RENTS HOUSE/TOWNHOUSE /
DUPLEX :
-RENTS APARTMENT/FLAT/
TRIPLEX

~RENTS TRAILER

BASE: TOTAL RENTS RESIDENCE

RESPONSIBILITY FOR PAYING
ELECTRIC BILL

HOUSEHOLD

LANDLORD

100.

87

o3

29.

MJB76 CANADIAN FACTS

REGION: ~
HAL— MONT
IFAX ~REAL

WIN— VANC—
NIPEG QUVER

g0 80
100.0 100.0
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o] 0
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TABLE 17 .

RESONDENT CHARACTERISTICS

BASE TOTAL BUYERS OF ELECTRICAL APPLIANCES

REGION: BEX: ~—————— AGE:

HAL~ MONT TOR~ WIN- VANC- FE—
TOTAL IFAX —REAL ONTO NIPEG OUVER MALE  MALE 18-24 25-34 3%-44 495 +

189 213 i

BASBE FOR PERCENTAGES 402 80 80 Bb 82 80 32 113 112 14%
100.0 100.0 100. 0 100.0 100.0 100.0 100.0 100.0 100.0 100. 0 100.0 100.0

APPLIANCES IN HOUSEHOLD
FREEZER 271 57 a4 &2 67 61 140 191 20 74 8% 112
72. 4 71.3 98%.0 77.% 81.7 76.3 74.1 70.%9 62.9 635.9 7%.9 77.2
DISHWASHER 229 32 56 37 49 48 113 116 16 %8 74 81
57.0 48.8 70.0 46.3 959.8 60.0 59.8 343 50.0 %1.3 66.1 939
REFRIGERATOR 401 80 a0 79 82 80 igg 213 32 113 112 144
99. 8 100.0 100.0 98.8 100.0 100.0 ’ 7%.5 100.0 100.0 100.0 10G.0 99.3
STOVE/RANGE 371 76 ‘78 7é a8z 79 184 207 32 109 i0 141
?7.3 3.0 97.5 93.0 100.0 98.8 ?7.4 97.2 100.0 %6.% 97.3 97.2
CLOTHES DRYER 347 63 76 &b 73 67 161 186 24 ?9 106 122
‘ 86.3 81.3 95.0 82.% 82.0 83.8 83.2 87.3 79.0 B4.1 94.6 84.1
CLOTHES WASHER 371 76 78 70 77 70 174 197 27 101 102 134
?2.3 ?3.0 97.% B87.3 93.9 87.9 2.1 92.9 . 84.4 B89.4 97.3 9.4
NO IDEA Q Q Q (o4 ] Q Q o Q 0 ] Q
.0 .0 .0 .0 .0 .0 .0 .0 .Q Q .0 . Q




MJ576 CANADIAN FACTS

i8
RESONDENT CHARACTERISTICS
BASE TOTAL BUYERS OF ELECTRICAL APPLIANCES

APPLIANCE TYPE OF STORE--—— ELECRIC BILL

. FREEZ DISH- WASH ) FURN/ HSHLD OTHER
TATAL -ER WSHER FRIDG STOVE DRYER = -ER DEPT. APLNC OTHER PAYS PAYS

BASE FOR PERCENTAGES 402 86 g2 83 36 &9 44 19% 190 1& 3697 32
: 100. 0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0

APPLIANCES BOUQHT IN PAST
SIX MONTHS

FREEZER 87 B& o] o] o] o] 1 43 37 4 74 13
21. 6 100. 0 .0 .0 .0 .0 2.2 23.1 19.3 23.0 201 40.6

D1SHWASHER =4 9 80 o] o] 0 o] 33 49 S 84 S
22. 1 10.3 97.6 .0 .0 .0 .0 17.2 25.8 31.3 22.8 13. 6

REFRIGERATOR 118 i3 21 a3 1 o] o] 43 &7 8 112 3
29. 4 153.1 23.6 100.0 28 .0 .0 22.1 35.3 50.0 30.4 13 6

STOVE/RANGE 100 12 19 33 36 o] o] 42 33 S 70 7
) 24.9 14,0 23.2 39.8 100.0 .0 .0 21.% 27.9 31.3 24.4 28.1

CLOTHES DRYER 113 - 12 16 11 4 &% 3 47 &2 & 109 10
‘ 28. &4 14.0 19.% 13.3 11.1 100.0 6.5 24.1 32.&4 37.3 28.% 31.3

CLOTHES WASHER 137 14 18 11 & 42 46 &2 70 4 127 10
34.1 16.3 22.0 13.3 16 7 6&0.9 100.0 31.8 36.8 23.0 34.4 31.3

TYPE OF STORE WHERE BOUGHT

FURNITURE STORE 112 26 22 27 7 17 13 o 112 o] 102 i0
: 27.9 30.2 268 323 19.4 23. &6 28.3 .0 38.%9 .0 27.6 31.3
DEPARTMENT STORE 193 43 32 33 239 3% 23 193 o] o] 1746 ig8
48. 3 52.3 39.0 39.8 &9.4 $50.7 954.3 100. 0 .0 .0 47.7 '36.3
ELECTRIC APPLIANCE STORE 73 1o 21 - 17 2 13 8 o] 73 o] 70 3
i8. 2 11.&6 23.6 20.3 3.6 21.7 17.4 .0 38 4 .0 1%.0 7.4
WAREHOUSE 8 1 = 3 o] 2 o] o] o] 8 7 i
2.0 1.2 2.4 3.6 .0 2.9 .0 .0 .0 800 1.9 3.1
FURNITURE & APPLIANCES 3 Q 2 1 2 o] o] o] b o] 3 o]
1.2 .0 2 4 1.2 3.6 .0 .0 .0 2.6 .0 1.4 .0
OTHERS 8 3 3 2 o] o] ¢ o] o] B8 8 ]
2.0 393 3.7 2.4 .0 .0 .0 .0 .0 30.0 22 .0
NOT STATED 1 1 o] o] o] o] Q o] o] o] 1 0
2 1.2 .0 .0 .0 .0 .0 -0 .0 .0 .3 .0

SEX
MALE 189 42 40 42 14 33 16 a9 93 7 174 13
47. 0 48.8 48.8 350.6 44 47.8 34.8 43. & 48.9 A43.8 47.7 40.6
FEMALE 213 44 42 41 20 36 30 106 97 9 193 19
33.0 %l.2 31.2 4%9. 4 355. 6 52.2 635.2 4.4 $S1.1 36.3 52.3 59.4

ACE
18 - 24 32 12 ] 3 1 3 3 18 12 2 27 b
: 8.0 14.0 7.3 & 0 28 7.2 &. 35 9.2 6.3 12.9 .3 15. 86
23 - 34 113 23 23 20 4 23 i8 43 b1 7 101 12
28. 1 29.1 28.0 24.1 11.1 33.3 39.1 23.1 32.1 43.8 27.4 37.3
3% - 44 112 20 28 29 b 21 8 4 54 3 103 &
27.9 23.3 34.1 34 .9 1464.7 30.4 17.4 27.7 28.4 18.8 28.% 18.8
4% AaND MORE 145 29 23 29 25 20 17 8 63 4 13& ?
36. 1 33.7 30.3 34.9 69.4 29.0 37.0 40.0 33.2 25.0 36.9 =28.1




TABLE i8
RESONDENT CHARACTERISTICS
BASE TOTAL BUYERS OF ELECTRICAL APPLIANCES

BASE FOR PERCENTAGES

OCCUPATION OF HEAD
OF HOUSEHOLD

PRDFESSTDNALV

A S
SALESPEOPLE
CLERICAL WORKERS
SKILLED LABOURERS
UNSKILLED LABOURER
FARMER

' HOMEMAKER /WIDOW
PENSIONED/RETIRED
UNEMPLOVED
STUDENTS

REFUSED/NOT STATED

NUMBER IN HOUSEHOLD
1

2

TOTAL

402
100. 0

57
14. 2
70
17. 4
b
2.0
44
10.9
108
26. 9

~N
N

n

. m lad
00 Q& NN ubd Nu Om R

"
. T

%Y

30
7.9

143
35. 6

22. 1

Lad 8]

9
23,

A

. N
an N of
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APPLIANCE
FREEZ DISH- WASH
—-ER WSHER FRIDG STOVE DRYER -ER
86 82 83 3% &%
100.¢ 100.0 100.0 100.0 100.0 100.C
7 13 19 & 7 7
8.1 183 181 16.7 10.1 13.2
13 19 16 4 12 4
17.4 232 19.3 11.1 17.4 8.7
7 8 10 1 7 3
8.1 98 120 2.8 10.1 6.5
11 & 10 3 s 9
12.8 7.3 12,0 8.3 7.2 19.6
26 23 19 8 18 12
0.2 30.9% 2.9 2@2.2 2.1 26.1
& 2 3 4 11 3
7.0 2.4 3.6 11.1 139 6.5
2 1 3 1 1 0
23 1.2 236 2.8 1.4 .0
0 3 0 0 2 0
.0 3.7 .0 .0 2.9 .0
11 1 7 7 3 s
12.8 1.2 8.4 19.4 4.3 10.%9
o 1 0 2 2 2
.0 1.2 .0 %6 29 4.3
1 1 0 0 1 1
1.2 1.2 .0 .0 1.4 2.2
0 0 o o 0 0
.0 .0 .0 .0 .0 .0
3 8 10 1 3 3
5.8 9.8 12.0 2.8 4.3 6.3
41 22 27 7 24 12
47.7 26.8 32.% 47.2 34.8 26.1
16 17 14 4 22 11
18.64 20.7 16.9 2%.0 31.9 23.%
13 23 21 8 16 12
185.1 28.0 25.3 22.2 23.2 26.1
9 8 11 0 4 4
10.3 9.8 13.3 .0 5.8 B7
2 3 o 1 0 3
2.3 37 .0 =2.8 .0 6.9
0 1 0 o 0 1
.0 1.2 .0 .0 .0 2.2

PAGE 30

TYPE OF STORE-——— ELECRIC BILL
FURN/ HBHLD OTHER
DEPT. APLNC OTHER PAYS PAYS
19 190 14 369 32
100.0 100.0 100.0 100.0 100.0
24 30 3 a2 s
12.3 15.8 18.8 14. 1 13. 6
34 34 2 &7 3
17.4 17. 9 12.9 18. 2 @4
17 18 1 33 3
8.7 95 63 8% 94
23 18 o 39 s
12.8 9.3 .0 10.6 156
43 58 7 99 8
m2. 1 30.9 A43.8 26.8 25.0
16 11 2 23 4
8.2 9.8 123 68 12.9
s 3 0 8 0
2.6 1.6 .0 2.2 .0
1 4 0 ) 0
.3 =21 .0 1.4 .0
23 10 1 32 2
11.8 3.3 6.3 87 6.3
6 1 o 6 1
3.1 .5 .0 1.6 31
1 3 o 3 1
.3 1.6 .0 .8 3.1
) ) 0 0 0
.0 .0 .0 .0 .0
13 14 3 26 4
6.7 7.4 18. 8 7.0 12. 9
71 66 5 127 16
36.4 347 31.3 34.4 0.0
44 a3 4 80 8
22.6 21.6 23.0 21.7 250
45 44 2 Q0 3
231 24.2 12.5 24.4 9.4
19 13 2 as 1
9.7 7.9 12.5 9.3 3.1
2 7 o 9 0
1.0 3.7 .G 2.4 .0
1 1 ) 2 o
.8 .S .0 .5 .0

& MAR 84




TABLE i8
RESONDENT CHARACTERISTICS

BASE TDTAL BUYERS OF ELECTRICAL APPLIANCES

BASE FOR PERCENTAGES

HOUSING .

TOTAL OWNS RESIDENCE
—ogss HOUSE/ TOWNHOUSE/
~OWNS APARTMENT/FLAT/

TRIPLEX :
~DWNS TRAILER
BASE: TOTAL OWNS RESIDENCE
RESPONSIBILITY FOR PAYING

ELECTRIC BILL
HOUSEHOLD

ADMINISTRATION

TOTAL RENTS RESIDENCE

—-RENTS HOUSE/TOWNHDUSE/
DUPLEX

~RENTS APARTMENT/FLAT/
TRIPLEX

-RENTS TRAILER

BASE: TOTAL RENTS RESIDENCE

REGPONSIBILITY FOR PAYING
ELECTRIC BILL

HOUSEHOLD

LANDLORD

TOTAL

402
100. 0
288

71.1

272
&7.7

10
2.3
1.0

286
100. 0

. 3]
o> N RN A 9o

-
Q

Q=
T

8
75. 0

29
23.0

APPLIANCE

. FREEZ DISH-
-ER WSHER FRIDG STOVE DRYER

MJS76 CANADIAN FACTS
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TABLE 18
RESONDENT CHARACTERISTICS
BASE TOTAL BUYERS OF ELECTRICAL APPLIANCES

APPLIANCE ' ) TYPE OF STORE—--—-— ELECRIC BILL

FREEZ DISH- WASH FURN/ HSHLD OTHER
TOTAL —-ER WBHER FRID@ STOVE DRYER ~ER DEPT. APLNC OTHER PAYS PAYS

193 170 16 369

BASE FOR PERCENTAGES 402 & &9 44 32
. 100. 0 100.CQ 100.0 100.0 100.0 100.0

[
Q
=]
Q
-
Q
o
Q
[y
Q
[=]
@
o
-
o
=]
Q
-
o
o
Q
-
Q
o
Q

APPLIANCES IN HOUSEHOLD

FREEZER 271 86 S 26 31 143 135 10 267 23
72. 4 100.Q0 69.3 63,1 72.2 53.6 67.4 74.4 71.1 62.3 72.4 71.%9

DISHWASHER 227 45 1 19 97 122 10 217 11
537.0 52.3 100.0 47.0 33.3 46.4 41.3 49.7 64.2 62.5 98. B 34 4

REFRIGERATOR 401 86 81 83 36 67 45 174 190 16 368 a2
97.8 100.0 98.8 100.0C 100.0 100.0 100.0 99.3 100.0 100. Q¢ 99.7 100.0

STOVE/RANGE 371 8% 8 22 36 . 63 . a2 ‘ 191 183 i6 358 32
97.3 98.8 98.8 98.8 1000 94.2 91.3 . 97.9 96.3 100.0¢ 97.0 100.0

CLOTHES DRYER 347 &0 81 71 27 &8 38 164 169 14 326 20
86. 3 9.8 98.8 83.5 B80.6 9B.& 826 84.1 68.9 87.5 8B.3 &2 5

CLOTHES WASHER 371 &7 81 76 33 68 45 178 177 13 350 20
72. 3 77.9 98.8 91.6 91.7 98.6 100.0 ?21.3 93.2 93.8 94.9 &2.3

NO IDEA o] 0 0 0 [+ o] s] o o] o] [+ Q
.0 .0 o .0 .0 o .0 .0 o .0 .0 .0
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TABLE 19 -
SUMMARY OF CONTACTS
BASE TOTAL CINTACTS

HAL- MONT TOR—- WIN-
TOTAL. IFAX —REAL ONTO NIPE@ OQUVER

TOTAL CONTALTS 6127 1337 745 1490 1139 1
100.0 100.0 100.0 100.0 100.0 10

TOTAL CONTACTS

NON-QUAL IF 1ERS 4 5725 1257 863 1410 1037 1136
3.4 940 F1.9 94. &6 92.8 3.4 ’
OCCUPATION 112 9 29 &3 S 14
1.8 .4 2.6 4. 2 .4 1.2
NON AFPPLIANCE . 5433 1233 807 1273 1044 . 10746
BUYER 88.7 %2.2 B3.4 B3. & %1.7 -
NON SHOPPER 178 19 33 72 8 46
. .4 . .8 7 3
COMPLETION 402 80 80 80 2 0
& & .0 .4 2
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CONSUMER OPINION CENTRE

HalifaX eceese 7=1 winpipeg csses 4

Montreal seseee 2 Vancouver sases 5

Toronto esesssses 3

~a)

-c)

'Did you, yourself, particiéate during the in-store shopping?

SCREENER
Good morning/afternoon/evening. I am from the Consumer Opinion

Centre. We are presently conducting a survey about electric appliances among heads
of households.

First of all, would you please tell me whether you or someone in your household
works for one of the following types of companies: READ LIST

Manufacturer or sale of pharmaceuticals . []

Manufacture or sale of automobiles sesess []

Manufacture or sale of electrical
appliances sesessssssscassssssssasssssses] [] TERMINATE AND CIRCLE BELOW |

Manufacture or sales of soft Arinks seeese []

NOT QUALIFIED 12 3 4 5 6 7 8 9 10 8-

AT Q.1-a) 11 12 13 14 15 16 17 18 19 20 | 9-

Within the pésf 6 months, has your household bought any new electric appliances,
not secon§ hand, shown on this list? (SHOW CARD 1)
FreezZer sssessescsessss 1 (10)
Dishwasher seesscosscss ’
Refrigerator sessecesse
Stove/RaNge cesesscccsnse

Clothes AXyer esescececce

o U b W N

Clothes washer sscecsee

NONE OF ABOVE seceessae| [] ERASE, CIRCLE NUMBER AND TERMINATE.

1 2 3 4 5 6 7 8 9 10 1=

11 12 13 14 15 16 17 18 19 20 12~

YES seceee o [] ’ NO ..}tl] ERASE, CIRCLE NUMBER AND TERMINATE.,
1 2 3 4 5 6 7 8 9 10 13-
11 12 13 14 15 16 17 18 19 20 14-

INVITE RESPONDENT TO BE INTERVIEWED

STUDY MJ57-6
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CONSUMER OPINION CENTRE _ _ . -+ STUDY MJ57-6

QUESTIONNAIRE

" CIRCLE BELOW UNDER “A" APPLIANCE(S) BOUGHT AS PER SCREENFR.

IF ONE APPLIANCE ONLY: CIRCLE APPLIANCE AT TOP OF EACH OF PAGES 2 AND 3, THAN GO TO Qa2
AND CONTINUE ALL OQUESTIONS FOR SAME APPLIANCE.

IF MORE THAN ONE: CHECK BELOW FOR HIGHEST PRIORITY (#1 IS HIGHEST; #6 IS LOWEST) AND
CIRCLE BELOW UNDER "B". CHECK APPLIANCE AT TOP OF EACH OF PAGES 2 AND 3, THEN START WITH
Q.2 ASKING FOR APPLIANCE WITH HIGHEST PRIORITY ONLY.

A B
BOUGHT IN PRIORITY OF CHOICE
PAST 6 MONTHS IF BOUGHT MORE
(CIRCLE ANSWER THAN ONE
FROM 0.1-b) (CIRCLE ONE ONLY)

Fre€zZer seesseevee 15=1 seaveeeacses 16-1

Dishwasher seecesescee

eesevssssveseny

Refrigerator seeesess

Clothes Aryer ceseses

sevesssvvevevee

2 2
3 3
Stove/Range sseescece 4 ssvssssscvevere 4
5 5
6 6

essssssesssnvene

Clothes washer.sseeces

At what kind of store did you buy ? (DO NOT READ LIST)
(NAME APPIANCE)

Furniture Store seecevessvsvescenessl7?=1
Department Store eceeeececcsesceccsese 2
Electric appliance Store sveessssssss 3

Other (STATE) 18-~

(SHOW CARD 2)

I am going to read you a list of points that some people have considered when
buying a (NAME APPLIANCE). Please tell me how important each one was to you in
arriving at your final decision. For -example was the (NAME FIRST ITEM MARKED V)
very important, fairly important, not very important, or not considered at all?
How about... (CONTINUE WITH NEXT QUALYTY, AND SO ON)

VERY FAIRLY NOT VERY NOT IMPORTANT
IMPORTANT IMPORTANT  IMPORTANT AT ALL

COLOR eosvesssvorcovsservoseaccnnsas 191 couvans

CHOICE OF DELIVERY DATE svssvssncecs 20=1 qavvave
ENERGY CONSUMPTION sesvesesescscsnes 211 suseene

tvesssvvee sveserriveve

sessssesnvan

sevscsvees sesvssevecny

GUARANTEE ceovevscorvsoocncsovsceves 22=1 cesnene

PRICE svseooveensssovscvansvovscesone 231 400eene esvvsvens

ssssevenenes

SIZE eessessvessnsssssvsacrsvsnascse 24=1 cennass

SPECIAL FEATURES ssesevecacsvnescass 25=1 siennne

sveovesve sevesevesve

ssvssavas sessssvevnsee

2 3 4
2 3 4
2 3 4
2 teeeerens 3 creeenennene 4
2 3 4
2 3 4
2 3 4
2 3 4

INFORMATION OBTAINED FROM SALESMAN.. 26~1 seeeeve

asevevane svssvessvone

To help them compare appliances and make up their mind which one to buy, many
people gather information on different appliances, 1In your case, do you recall
whether the amount of electricity consumed by this type of appliance was part of
that information? (REPEAT QUESTION IF NEBCESSARY).

YES seevevavese7=]

NO covoveesonnoanel
SKIP TO Q.5-b)
‘Can't remember ..{3
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Freezer ee. ~1 Refrigerator eeees 3
Dishwasher ... 2 . Stove/range ecesesees 4

Clothes dryer aceses 5
Clothes washer .... 6

S-a)

How did you become aware of how much electricity it would consume? (DO NOT READ LIST)
MULTIPLE HENTIONS PERMITTED,

Salesperson told me .eeesee28-1

It was indicated on the

appliance

Some other means (STATE) PROBE

P How was ‘it indicated on the appliance? (PROBE
FOR DETAILS)

29~

Can't remember/don't know .. []

5-b) (SHOW ENERGUIDE LABEL) Do you recall seeing this label on your new (KAME APPLIANCE)?

5-c)

5-e)

5-g)

YES esecessnsea30f-1 Was this label on the outside or on the inside
VAGUE sevevseces 2

NO seeseccoseacas 3 Outside sesees 2

‘of your appliance?
Inside sees 311

Don't know +4.. 3

(SHOW ENERGUIDE DIRECTORY) Do you recall seeing this pamphlet before, either in

the store

YES,
YES,
YES,

where you bought your (NAME APPLIANCE), or somewhere else?

in same store where bought ceessesee32-1
in other StOre seeceescscscessssssocs 2
elsewhere (STATE)

VAGUE 8N BPERNIINNOERNVIOERSIIRERRIGRENIONELIRN TSN 4

NO BB 000000 EP AL RRINIEENGEENIETBBROERRRRRSS 5

33~

Before choosing your (NAME APPLIANCE), did you compare the different brands or dif-
ferent models on the amount of electricity they consumed?

YES ceaaavss 34-1 = NO seeeeccevecsef 2 SKIP TO

CAN'T REMEMBER .} 3 Q.6

" In addition to comparing the consumption of electricity of the different models, do

you recall whether or not you calculated in dollars the difference in cost of elec-
tricity that each model would use? .

YES casescees 35-1 = NO sesescccavece} 2 SKIP TO

CAN'T REMEMBER .{ 3 Q.6

Was this calculation done with or without the ENERGUIDE Directory?

WITH DIRECTORY seeevecsecsssees 36=1

WITHOUT DIRECTORY seesevccecenccan 2

CAN'T REMEMBER +eesevesosnvecnas 3

And was it with or without the help of the salesperson?

- with salesperson's help seeeees 37-1

- without salesperson's help seevess 2

- can't remember ceeesssescccccsscse 3
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Freezer eee -1 Refrigerator .cees 3 - Clothes dryer eeees 5
Dishwasher ... 2 Stove/range eceeese 4 Clothes washer .... 6

6.

7-a)

8-a)

~d)

When you were deciding to purchase your (NAME APPLIAWCE) did the- salesperson volun-
teer anything about the operating cost or the energy comsumption, or did you bring
up the subject first or was it not discussed at all?

Salesperson volunteered informationessssssssesceccsscceas 38-1

- Respondent brought up the subject sseeecscsssssscsossssses 2

1

Neither energy consumption nor cost discussed seeecesocecces 3
-~ Can't remember .cceecesccsscacsssesccsssssascsrssnsscnscsas 4

ANY COMMENTS:

39~

As you probably knéw, when you buy gas for a car the amount i; measured in litres,
Would you have an idea how the amount of electricity used is measured? That is,
the unit of electricity used, the way we use "litre" to measure gas?

NO ceoseees 40-1

YES ssessesessfl] What is it?

Kilowatt evesscc e 2
Kilowatt hour ..... 3

Other

(STATE)

ASK_EVERYBODY

In fact the amount of electricity is measured in kilowatt hours. Would you happen
to know the price per kilowatt hour you are charged for household electricity in
your area?

DON'T KNOW os []

YES per kilowatt hour 41-
: 42~
43~
44~
(SHOW CARD 1) .
Among this list of electric appliances, whether you own them or not, which one do
you think uses the most electricity in an average household?

Which would come second?

And which appliance from this list would use the least amount of electricity?

8-a) 8-b) 8-c) 8-d)
HAS IN OWN
MOST SBCOND LEAST BOUSEHOLD

Freezer sveses consecasedb~1 ,4446=1 ,.0e47=1. .o¢ 48-1

Dishwasher sssecescaceasas sevee cesese 2 sesane

Refrigerator sseseasesces ceese eeeasse 3 aeaces

Stove /RANGe seeessecsnass sesee 4 Saeans eseese

sercne

[ WY LI - S ¥ B V)

Clothes washeresesscecess ceses esasas sesees

2 2

3 3

4 4 4
Clothes dryer sesessssces 5 seaes 5 ceeeces 5
6 6 6
NO id2a secesssscetacncas 7 7 7

And, which of the appliances on this list do yow presently have in your
home? (CIRCLE ABOVE, UNDER 8-d)
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BASIC DATA

STUDY MJ57-6

9-a) Gender: Masculine sesesas 49-1
Femining seeesanceee 2
9-b) SHOW CARD 3. In which age group do you belong?
Age: 18 t0 24 seenees 50-1
25 t0 34 seennennne 2
35 to 44 seeavesens 3
45 and MOYe .asesee 4
51~
9-c) What is the occupation of the Head of Household? 52-
9-d) How many persons are there presently in your household including yourself? 53~
9-e) Do you own or rent your residence? Is it a house or an ap&rtment/flat?
OWNS ..-.;-....--.54}-1t RENTS ..........-u.--l I
~ house /townhouse / - house /townhouse /
QUPleX ssvencescsce 3 dUpPleX seecsccscscecs D
- apartment/flat/ - apartment/flat/
tripleX csececessces 4 tripleX seeescsccces 6
Is your household individually Is your household responsible
responsible for paying the for paying the electricity bill
electricity bill or is the bill or is it the responsibility of
paid by an administration body your landlord?
such as might be the case in a
condominium? i — household pays bill ... -1
- household pays bill .. 55-1 - landlord pays bill ;....... 2
- administration pays bill, 2 - other
. (SPECIFY)
- other
(SPECIFY)
(56/80)
NAME:
ADDRESS: TEL RO, :
INTERVIEWER: DATE:

RECRUITED BY:

CHECKED BY:




.'CENTRE D'OPINION DU CONSOMMATEUR

MONTREAL +.. 7-2  ANJOU ... [] LAVAL []

1=-a)

1-b)

1-c)

QUESTIONNAIRE DE RBCRUTEMENT

Bonjour/bonsoir. Je suis du Centre d'Opinion du Consommateur, une
maison de recherches de march&, Nous faisons un sondage aujourdthui auprés des
chefs de foyer masculins et féminins, sur des appareils électriques.

Tout d'abord, comme je dois interviewer des gens qui travaillent dans certaines
industries, j'aimerais que vous me disiez si vous-mé@me ou quelqu'un d'autre de
votre foyer, travaillez pour l'une ou l'autre des compagnies suivantes: (LIRE LA
LISTE) ’

La fabrication ou la vente de
produits pharmaceutigues seeeeescecscseall
La fabrication ou la vente d'automobiles..[]

La fabrication ou la vente d'appareils
électriques............................ [] CESSER L'ENTREVUE, ENCERCLER

CI-~-DESSOUS
La fabrication ou la vente des boissons
JAZEUSES secssssennsccrsccccssssssncscnnall
I . i .
NON-QUALIFIES 1 2 3 4 5 6 7 8 9 10 8-
Q.1-a) - 11 12 13 14 15 16 17 18 19 20 9-

(PRESENTER LA CARTE 1) Parmi les apareils électrigues inscrits sur cette carte, y
en a-t-il qui ont été achetdés 3 1'état neuf au cours des six derniers mois pour
votre foyer? (SI "OUI") Lequel ou lesquels?

OUI

CONgAlateur seesccseses 1 (10)
Lave~-vaisselle eceseceases 2
REfriglrateur ceeseseces 3
Cuisiniére &lectrique . 4
S&CheusSe seesessssscess 5

Machine 3 laver eceesee 6

AUCUN D'ENTRE EUX..... [] ENCERCLER CI-DRSSOUS ET CRSSER L'ENTREVUE
NON-QUALIFIRS 12 3 4 5 6 7 8 9 10 1-

Q.1-b) 11 12 13 14 15 16 17 18 19 20 12—

Avez-vous participé, vous-méme, au magasinage pour 1'achat de cet/ces appareil/s
électrique/s?

OUT weveee o [] NON ..|[] ENCERCLER CI-DESSOUS ET CESSER L'ENTREVUE
NON-QUALIFIES 12 3 4 5 6 7 8 9 10 13-
0.1-c) 112 13 14 15 16 17 18 19 20 | 14-

INVITER LE/LA REPONDANT/E A VOUS SUIVRE

ETUDE MJ57-6 (84-6)




CENTRE D'OPINION DU CONSOMMATEUR

ETUDE MJ57-6

QUESTIONNAIRE PRINCIPAL

ENCERCLER SOUS “A™ CI-DESSOUS LE/LES APPAREIL/S HENTIONNéIS A 1A Q.1 DU QUESTIONNAIRE pE
RECRUTEMENT « )

SI A PCHETE “UN": ENCERCLER EN HAUT DES PAGES 2 ET 3, PASSER A 1a Q.2 E’.l‘ CONTINUER AVEC CE
MEME APPAREIL.

SI A, ACHETE “PLUS D'UN": vﬁRIFIER POUR SAVOIR CELUI QUI OBTIENT LA PRIORITE LA PLUS

ELEVEE

(#1 EST LE PLUS KLEVE ET #6 EST LE PLUS BAS) ET BCBICLER SOUS "B" CI-DESSOUS.

ENCERCLER L 'APPAREIL CHOISI AU HAUT DES PAGBS‘2 ET 3. PASSER A LA QJESTIO!I 2 EN PARLANT
DE L'APPAREIL CHOISI PUIS CONTINUER AVEC CE NEME APPAREIL.

—~ o~
—~

" LES INFORMATIONS OBTENUES DU VENDEUR ¢ 26-1 sesevse

A B
A MCHETE PRIORITE LA PLUS
AU COURS DES 6 ELEVEE SI A
DERNIERS MOIS -  ACHETE “PLUS D'UN*

(VOIR REPONSE Q.1-b) (mcmr.m UN SEUL)

Ccongélateur tereees15=1 seseesesanes 16-1
Lave-vaisSselle ceeeas 2 asssssssccsscess 2
REErigorateur weseess 3 secesscssessess 3
Cuisiniére €lectrique 4 .ceececessssscse e
"SECHEUSE ssassesssecs D sscscssccsccess 5

Machine & laver seese 6 seossssescsassss 6

Dans quelle sorte de magasin avez-vous acheté votre : ? (NE PAS
LIRE LA LISTE) (MOMMER L."APPAREIL)

Magasin de MeubleS secsccescssccesssl?=1
Magasin & YayonS seeeecessccssssessees 2
Magasin d'appareils électriques eeses 3

Autre: ) 18-
(INSCRIRE)

(PRESENTER LA CARTE 2)
Je vais vous lire une liste de critéres que certaines personnes ont considérés

‘quand ils ont fait leur choix de leur (NOMMER L'APPAREIL); pour chacun, dites-moi

quelle importance vous lui avez accordee quand vous avez fait votre choix. Par
exemple, est-ce qUE-.- (LIRR L'ITBM uangun D'UN "X") trés important, assez
important, pas trés important.ou pas du tout important? (REPETER POUR CHAQUE
CRITERE QUI SUIT)

TRES ASSEZ PAS TRES PAS DU TOUT
IMPORTANT IMPORTANT IMPORTANT _ IMPORTANT

cssevrsee sssssscscasse

LA COULEUR socssesscssancassssscasssnse 19=1 cevaaes
LE CHOIX DE LA DATE DE LIVRAISON sesee 20-1 caceese

ssessesee essssssscess

LA CONSOMMATION D'BLECTRICITE «veeosoe 21=1 seeseoes

ssssesnes

LA GARANTIE cassoossncoscccssssansnces 22=1 soennee seenevene sessesesssnse

Sesscesesase

sesesrnae essssessnses

LES DIMENSIONS (GRANDEUR) seeeeecssves 24=1 conoves
LES CARACTERISTIQUES SPECIALES essases 25=1 ceaesce

esssesse seesvssascese

L . T - T Y

2 3
2 3
2 3
2 3
LE PRIX saeessesesavcsnsnnnsssnsssssess 2371 scavsee 2 cossenans 3
2 3
2 3
2 3

IEEE RN XN teess st

Pour les aider a prendre une décision sur l'achat d'un appareil électrique
.quelconque, plusieurs personnes accumulent des informatins sur cet apareil, Dans
votre cas, vous souvenez-vous si la quantite d'électricité consommée par ce genre
d'appareil faisalt partie de ces informations? (REPETER LA QUESTION SI NECESSAIRE)

our ..r-uu‘oon.....27‘1

NON soovseoevonvensssn|2 .
PASSER A LA Q.5-b)
NE SE SOUVIENT PAS ..|3
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Congélateur ... 1 ' REfrigérateur ceeeeees 3 S8Cheuse ceecssscsee 5
Lave-vaisselle, 2 Cuisiniére &lectrique. 4 .. Machine 3 laver ... 6

5-a)

5-¢)

5-d)

5-e)

5-9)

De quelle fagon avez-vous agpris combien q'électricité cet appareil consommait?
(NE PAS LIRE) (PLUSIEURS REPONSES ACCEPTEES) :

Le vendeur me l'a dit ..e.e28-1

C'était indiqué sur
1'appareil seesecssvessacses| 2 Comment &tait-ce indiqué sur ltappareil élec-
: trique? (SONDER POUR DETAILS)

Autres fagons SPRECISBR) -
(SONDER POUR DETAILS) - ’ : 29—

Ne se souvient pas eeeescess [)

( MONTRER L'ﬁTIQUETTE ﬁNERGUIDE) Vous souvenez-vous d'avoir vu cette étiquette quand
vous avez acheté votre (NOMMER L'APPAREIL)?

OUL savnsaeeaa30]=t Cette étiquette &tait-elle placée 3 1'intérieur
ou 3 l'extérieur de votre appareil?

VAGUE eseecaacse 2
Intérieur <.. 31-1 .
NON oseceseasssas 3 . Extérieur sevees 2
Ne sait pas seee 3

(MONTRER LE REPERTOIRE ﬁNERGUIDE) Vous souvenez-vous d'avoir vu cette &tiquette
quand vous avez acheté votre (NOMMER L'APPAREIL)?

OUI, au magasin ou a &t& fait l'achat <..32-1
OUI, dans un autre MagasiN sseesseevessces 2
oUI, ailleurs

(PRECISER)
VAGUE -eocevesescscsancasscacscssssnssscaanea 4

NON cesecesecevscaccccscosscssssesccconscnce 3

33~

Avant de choisir votre (NOMMER APPAREIL), avez-vous comparé les différentes marques ou
les différents moddles entre eux quant 3 la quantité d'électricité consommée?

OUI seesonas 38=1 = NON eeeesessscseseees] 2 PASSEZ A
NE SE SOUVIENT PAS ..] 3 LA Q.6

En plus de comparer la consommation d'électricité des différents moddles, avez-vous
calculd ou non en termes de dollars ce que ces différences représentaient d'un
appareil 3 l'autre?

e

OUL eaveesss 351 ~ NONevasoescscsaeseees]| 2 PASSEZ
NE SE SOUVIENT PAS ..| 3 TA Q.6

Est-ce que ces calculs ont &té faits avec ou sans le Répertoire ENERGUIDE?

AVEC LE REPERTOIRE eoseveess 36-1
SANS LE REPERTOIRE sececososass 2
NE SE SOUVIENT PAS esesevasecss 3

Est-ce avec ou sans l'aide du vendeur?
- Avec l'aide du vendeur .sseeses 37-1
- Sans 1'aide AU VeNndeUY weeeesvesss 2

- Ne Se Souvient PaS cecescvccscscsss 3
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Congdlateur ... 1 REfrigérateur eceaeees 3 S&Cheuse eeceecsseves 5 )
Lave-vaisselle, 2 Cuisinidre électrique. 4 Machine 3 laver. ... 6 .

7-a)

8-a)

8-b)
8-c)

8-a)

Quand vous avez décidé d'acheter votre (NOMMER L'APPAREIL), le vendeur vous a-t-il
mentionné de lui-méme les coiits reliés a l'usage ou a la consommaion d'énergie, ou
avez-vous, vous-méme, soulevé cette guestion, ou encore ce sujet n'a pas été
discuté du tout?

-_Le vendeur en a parlé de lui-m&me sesvevsvsses 38-1
- Le répondant a soulevé lui-méme la question ... 2
- Le sujet n'a pas &té& discuté du tégt ee ssescsss 3
- Ne peut se rappeler secscsecccssssscsssssaccsscss 4

- AUTRES COMMENTAIRES:

39-

Savez-vous comment est mesurée la quantité d'électricité consommée? A titre
d'exemple, dans le cas de l'essence on utilise le litre comme unité de mesure; dans
le cas de 1'&lectricité quelle unité de mesure utilise-t-on?

NON sveasees 40-1

OUL seveseveas]l] Ouelle est cette unitd?

Kilowatt eeeesccecee 2
Kilowattheures esee 3

Autre

(PRECISER)

POSEZ A TOUS

En fait, 1l'électricité est mesur@e en kilowattheures. Selon vous, quel est le -coit
par kilowattheure de 1'&lectricitd dans votre région?

NE SAIT PAS sees. []

oul par kilowattheure  41-
42-
43-
44-

{PRESENTER LA CARTE 1)
Parmi les appareils suivants, que vous en possédiez ou non, lequel selon vous,
consomme le plus.d'@lectricité - pensez 3 un usage courant normal dans un foyer?

Lequel selon vous viendrait en deuxiéme?
Et lequel des appafeils de cette liste consommerait le moins d'@lectricité?

8-a) 8-b) 8-c)  8-d)
EN . LE .
LE PLUS DEUXIEME MOINS POSSEDE

Congélateur veverseeed51 eedB-1 ceeed?=1 ... 48-1

Lave-vaisselle seesceecs eease esssae

REfrigérateur seseeecees cones reeses

Cuisinidre &lectrique.. essen racsee

Machine 3 laver sseeaes esess Caveae

PO N, B U RN
o
.
.
*
.
.

2 2

3 3

4 4
SEChEUSE svsenenesnsene 5 avees 5 saocea

6 6

7 7

Aucune id8e svecesrsses ceens eseses

Parmi ces appareils inscrits sur cette méme liste, quels sont ceux que vous avez
dans votre foyer? (INSCRIRE CI-DESSUS SOUS 8-d)




DONNEES FONDAMENTALES

ETUDE MJ57-6

(DATE)

?tude sur énérguidé
Etude MI57-6 (84-6)
Février 1984

INT. PAR:

VER. .PAR:

9-a) SEXE: Masculin ceeeseses 49-1
Feminin seeessciecne 2
9-b)  (PRESENTER LA CARTE 3) Dans quel groupe d'dge dois-je vous situer?
18 3 24 ses.. 50-1
25 3 34 seeeenee 2
35 3 44 weeeaase 3
45 et Plus .eeee 4
) 51~
9-¢) Quelle est l'occupation du chef du foyer? 52~
9-4) Combien y a-t-il de personnes dans votre foyer y compris vous-méme? ‘53
9-e) BEtes-vous éropriétaire ou locataire de votre habitation? S'agit-il d'une maison ou
- ‘d'un logement/appartement? .
PROPRIETAIRE .....54‘-1! LOCATAIRE ..I I
- maison/maison de - maison/maison de
ville /AUPleX saseseecs 3 ville/dupleX sssesases 5
- appartemenﬁ/logement/ - appartement/logement
tripleX eceececcsveces 4 tripleX sesccesssccsns 6
La facture d'électricité est- La facture d'électricitd est-elle
elle la responsabilité de votre la responsabilité de votre foyer
foyer ou est-elle la responsabi- ou est—elle acquittée par votre
1ité d'un corps administratif propriétaire?
quelconque comme dans le cas
d'un condominium? - Acquittée par le fOYEr ceeases 1
- Acquittée par le foyer ,55-1 - Acquittée par le propriétaire. 2
-~ Acquittée par un corps -~ RAutre:
administratif seeceecsceces 2 (PRECISER)
- Autre:
(PRECISER) (56/80)
NOM: VILLE:
ADRESSE: NO. DE TEL:
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MJS76 CANADIAN FACTS

TYPE OF APPLIANCE SHOPPED FOR

Q. A BRANDS OF APPLIANCES BEING SHOPPED FOR

TIME SPENT WITH SBALESPERSON , v
@.1 INITIATION OF SUBJECT OF ENERQY CONSUMPTION DURING SALE
Q.2 EXPLANATION GIVEN BY SALESPERSON ABOUT ENERQUIDE LABEL

Q.3 VARIATION IN KWH . “CONSUMPTION" AMONG APPL.IANCES

"COBT" OF ELECTRICAL CONSUMPTION OF APPLIANCES

Q.7 ENERGUIDE DIRECTORY

TABLE TITLE
1
2
3
4
s
6
7 Q. 4/6
8
9 a. 10
10 a. 11
11 Q.12
12 .13

INTERVIEWER ‘8 PERCEPTION OF SICGNIFICANCE TO SALESPERBON OF COST
INTERVIEWER ‘8 PERCEPTION OF SALESPERSON‘ LEVEL OF INTEREST IN THE
ENERQY CONSUMPTION A8 PART OF SALES STRATEQY

ADDITIONAL COMMENTS BY INTERVIEWER REQARDING IN-STORE SHOPPING

BASE

TOTAL
TOTAL
TOTAL
TOTAL
TOTAL
TOTAL
TOTAL

TOTAL
TOTAL

TOTAL
TOTAL
TOTAL

SALESPERSONS
SALESPERSONS
SALESPERSONS
SALESPERSONS
SALESPERSONS
SALESPERSONS
SALESPERSONS
SALESPERSONS
SALESPERSONS
SALESPERSONS
SALESPERSONS
SALESPERSONS

PR



L '4'.:_ " gian . e P S Coeme s T L T I B R T R T L R L O T I R R R I N S . g ', :
;. ) o . o _ A o __ o C e - -..4_.__,...*. __‘-w., ..__.,___ - ..."._- [ o ,__ o L C e o o .
MJUS76 CANADIAN FACTS PAGE 1
29 MAR B4
TABLE 1 :
TYPE OF APPLIANCE SHOPPED FOR
BASE TOTAL SALESPERSONS )
REGION————- APPLIANCE BRANDS IN ENERQY INI-
SHOPPED FOR STORE TIATED BY~— }
S ) TWO SALES INTER
HAL— MUNT TOR~ WINN VANC- . FRE— DISH- ONE OR PER ~VIEW
TOTAL IFAX —-REAL ONTO -IPE@ OUVER EZER WSHER FRIDG ONLY MORE —BON -ER

BASE FUOR PERCENTACGES 76 18 16 13 13 19 & 23 29 26 30 o 71
100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100. 0 100.0 100.0
APPLIANCE SHOPPED FOR
FREEZER =& =4 & 3 S 3 =26 0 0 12 11 3 21
34.2 33.3 37.% 33.3 33.3 33.3 100.0 .0 .0 57.7 2.0 100.0 R29. 6
DISHWASHER 23 S 3 3 3 S 0 23 0 S 20 0 3
32.9 33.3 31.3 33.3 33.3 33.3 .0 100.0 -0 12.2 40.0 0 33.2
FRIDGE 25 S ol 3 3 S 0 0 23 6 19 0 3
. 32.9 33.3 31.3 33.3 33.3 33.3 .0 .0 100.0 23.1 38.0 o 33.2
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L TABLE 3
S : TIME SPENT WITH SALESPERSON
BASE TOTAL SALESPERSONS
REGTION-—~—- APPLIANCE BRANDS IN ENERGY INI-
B SHOPPED FOR—————— STORE———~—— _ TIATED BY-—
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' BASE FOR PERCENTAGES 76 19 16 19 5 13 26 23 2% 26 %0 s 71
, 100. 0 100.0 100.0 100.0 100.0 100.0 100. 0 100.0 100.0 100.0 100.0 100.0 100.0
TIME SPENT WITH SALESPERSON
10 MINUTES OR LESS 18 . 1 1 8 4 6 10 2 5 13 1 17
23.7 26.7 6.3 6.7 53.3 267 23.1 40.0 8.0 19.2 26.0 20.0 23.9
15 MINUTES 26 7 4 6 2 7 10 9 7 9 17 1 23
34.2 467 25.0 40.0 13.3 46.7 38.9 36.0 28.0 24.6 34.0 20.0 332
20 MINUTES 17 3 s s 1 3 e 4 3 11 6 2 193
22.4 200 31.3 333 67 200 30.8 16.0 20.0 423 120 40.0 21.1
23 MINUTES 10 1 s 3 1 0 1 9 9 1 9 0 10
13.2 6.7 31.3 200 6.7 .0 3.8 .0 36.0 38 18.0 0 14.1
30 MINUTES AND MORE 3 0 1 0 1 1 1 1 1 0 3 1 2
3.9 .0 6.3 .0 6.7 67 3.8 40 40 .0 60 20.0 2.8
NOT STATED 2 0 0 0 2 0 0 1 1 0 2 0 2
. 2.6 .0 .0 .0 13.3 .0 .0 40 40 .0 a0 0 2.8
AVERAGE TIME IN MINUTEB#» 17.05 19.33 20. 63 18.33 14.00 16.3 16. 62 14. 98 20.00 16. 94 17.33 20.40 16.8

SPENT WITH SALESPERSON
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TABLE S
G.2 EXPLANATION QIVEN BY SALESPERSON ABOUT ENERGUIDE LABEL
BASE TOTAL SALESPEREONE
REG ION~—~=—— APPLIANCE BRANDS IN
SHOPPED FOR~———=- STORE——~—~~
THO
HAL~ MONT TOR-— WINN VANC- FRE- D18H- INE R
TOTAL IFAX ~REAL ONTO -IPEG OUVER EZER WSHER FRIDG ONLY MORE
BASE FOR PERCENTAGES 76 138 16 13 13 1 26
100. 0 100. 0 100. 0 100.0 100.0 100. 0 100. 0 100. 0 100.0 100. 0 100. 0
SALESPERSONS EXPLANATION

CABEL INDICATED THE ELECTRICAL &6 13 19 12 11 b 3~ =4 20 22 21 43
CONSUMPTION OR NUMBER OF KWH - 86.8 B6.7 93.8 80.0 73.3 100.0 92.3 80.0 uY8.0 80.8 200

LABEL WAS AFFIXED BECAUSE THE o o o o [»] o o o4 0 o o]
APPLIANCE WAS OF HIGHER .0 o .0 o .0 .0 .0 -0 .0 .0 .0
QUALITY :

LABEL WAS AFFIXED BECAUSE THE ? 0 o 4 4 1 S 2 2 9 4
APPLIANCE DIDN’T USE MUCH 11.8 .0 0o 267 26.7 6.7 19. 2 8.0 8.0 19.2 8.0
ELECTRICITY

THE SALESPERSON SHOWED ME 1 1 o o o 0 Lo 1 0 1 2]
SPECIFICATIONS IN THE 1.3 6.7 o .0 o .0 .0 4.0 .0 3.8 .0
MANUFACTURER 'S BROCHURE

IT IS8 TO EXPLAIN THAT THE 1 0 1 o o o o 1 o o 1
DISHWASHER 1S EQUIPPED WITH AN 1.3 .0 6.3 .0 o] .0 .0 4.0 .0 .0 2.0
ENERSAVE

BY SAYING THAT MAYTAG CONSUMED 1 1 o o ] O O 1 o 1 O
LESS ENERQY THAN THEIR MAIN 1.3 6.7 v} o] .0 v} v} 4.0 .0 3.8 .0
COMPETITOR KITCHEN AID

SAID IT MEANT VOLTAGE HAS TO BE 1 o o4 o 1 O o o3 1 12} 1
APPROVED BY THE QOV'T FOR WIRING 1.3 o .0 ) 6.7 .0 v} .0 4 0 .0 2.0

ENERQY INI-
TIATED BY-~

SALES INTER
PER -VIEW
~80N -ER

S 71
100. 0 100. 0

S 61
100.0 88.9
o o

.0 .0

1 a
20.0 11.3
0 1

2] 1.4

o4 1

.0 1.4

o 1

v} 1.4

o 1

o] 1. 4
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TABLE 6
Q.3 VARIATION IN KWH "CONSUMPTION® AMONG APPLIANCES
BASE TOTAL SALESPERSONS
' REGION——————< APPLIANCE BRANDS IN ENERGY INI~
SHOPPED FOR—————— STORE—————=— TIATED BY——
' : TWO SALES INTER
HAL— MUONT TOR- WINN VANC— FRE- DISH- ONE OR PER -VIEW
TOTAL IFAX —-REAL ONTO -IPEG CUVER EZER WSHER FRIDG ONLY MORE -B0ON -ER
'BASBE FOR PERCENTAGES 76 13 16 13 i3 13 26 23 2% 26 so , 5 71
100. 0 100.0 100.0 100.0 100.0 100. 0 100. ¢ 100.0 100.0 100.0 100.0 100. 0 100. 0
VARIATION INITIALLY POINTED
OUT BY...
SALESPERSON 19 1 1 6 4 7 P 7 6 5 14 4 13
, 25.0 6.7 6.3 840.0 26.7 46.7 23.1 28.0 24.0 19.2 28.0 80.0 21.1
INTERVIEWER s7 14 13 9 11 8 20 18 19 21 36 1 56
) 75.0 93.3 93.8 60.0 73.3 $3.3 76.9 72.0 76.0 80.8 72 0 20.0 78.9




TABLE
BASE TOTAL SALESPERSON

BABE FOR PERCENTAGES

TOPIC OF COST OF ELECTRICAL
CONSUMPTION INITIATED B

SALESPERSON

INTERVIEWER

COBT PER KWH SPECIFIED
‘BY SALEGPERSON:

YES

NO-

PRICE OF ONE KWH QUOTED
BY SALESPERSON (IN CENTS)

1

3

8

10

NOT STATED
BRI SPECTIE

AVERAGE PRICE GIVEN®»
#xEXCLUDES DON‘T KNOW

MJS376 CANADIAN FACTS

7
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TABLE

4] "CDST" OF ELECTRICAL CONSUMPTION OF APPLIANCES

Q.
BASE TOTAL SALESPERSONS

BABE FOR PERCENTAGES
COST OF ELECTRICITY PER
APPLIANCE FDR A PERIOD
ofF TIME

MENTIONED BY SALESPERSON-

NOT MENTIOMED BY SALESPERSON

PERIOD OF TIME GIVEN FOR
COST PER APPLIANCE

BY MONTH

BY YEAR
BY 10 YEARS
NOTHING MENTIONED

06T OF ELECTRICITY PER

NO C
APPLIANCE QIVEN BY SALESPERSON

TOTAL.

MJS76 CANADIAN FACTS

REGION-———-

WINN VANC—
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TABLE

7
476 __"COST" OF ELECTRICAL CONSUMPTION OF APPLIANCES

BRSE TOQTAL RESPONDENTS

BASE FOR PERCENTAGES

NUMBER OF APPLIANCES FOR WHICH
COST OF ELECTRICITY GIVEN

ONE ONLY

MORE THAN ONE

NO COST OF ELECTRICITY PER
APPLIANCE GIVEN BY SALESPERSON

BASE: TOTAL. MENTIONED COST FOR ONLY 97

ONE APPLIANCE OR DIDN‘T
MENTION COST AT ALL

SALESPERSON DIDN‘T EVEN "ALLUDE"

TO_A COMPARISON OF CO8TS
BETWEEN APPLIANCES

SALEBPERSON ALLUDED AT LEAST
VAGUELY A DIFFERENCE
BETWEEN HDDELS

COMMENTS8 BY SALESPERSON

ELECTRICAL ENERGY IS CHEAP/NOT
IMPORTANT

COSTS DO NOT VARY SIONIFICANTLY
FROM ONE MODEL TO ANOTHER

ELECTRICAL COST8 VARY ACCORDING
TO UBER ‘S HABITS

GAVE A KWH EVALUATION ONLY

D SAVE ABOQUT HALF THE COST OF

WOUL
A FRIDGE THAT DID NOT HAVE THE
ENERSAVE

TOR~ WINN VANC-
TOTAL ONTQ -IPEQ OUVER
76 1

100. 0 100. 0

4 1 0 0 2

2.3 6.7 .0 .0 13.3

i? 3 8 i 2

25.0 33.3 893.3 6.7 13.3

L ? 7 14 11

6?.7 . O 46.7 93.3 73.3

0 7 14 13

100.0 .0 100.0 100.0 100.0

42 3 ? 12

3.7 42.9 64.3 92.3

19 2 4 9 1

6.3 .0 97.1 .7 .7

4 0 [o} 1 3 0

7.0 .0 .0 14.3 .4 .0

3 0 1 1 1 0

2.3 .0 .7 14,3 .1 .0

1 0 0 0 1 0

1.8 .0 .0 .0 .1 .0

& 2 2 1 0 1

10. 9 . 0 .4 14.3 .0 .7

1 o4 0 1 0 0

1.8 .0 .0 14,3 .0 .0

APPLIANCE
S8HOPPED FOR

B

MJS76 CANADIAN FACTS

BRANDS IN
STOR

TWO
FRE— DISH- OR
EZER WSHER ONLY MORE
26 26
100.0 100.0 100.0 100. 0
2 0 2 o 4
7.7 .0 8.0 .0 8.0
3 & 8 7 i2
19.2 24.0 32.0 26.9 24.0
19 1?2 . 19 19 - 34
73.1 76.0 &0.0 73.1 68.0
21 ie 17 19 38
100.0 100.0 .0 100.0 100.0
17 11 i4 13 29
81.0 957.9 B82. 4 68.4 76.3
4 3 &
1.0 42.1 17.6 31.6 23.7
2 2 0 2 2
9.3 10.9 .0 10.9 2.3
1 1 1 1 2
4.8 5.3 3.9 8.3 8.3
0 0 1 o] 1
.0 .0 3.9 0 2.6
1 4 0 2 4
4.8 26.3 .0 10.9 10. 3
0 0 1 1 o4
.0 .0 3.2 8.3 .0

PAGE 14
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TABLE L)
Q.7 _ ENERGUIDE DIRECTORY
BASE TOTAL SALESPERSONS

MJ376 CANADIAN FACTS

REGQION~———--
HAL- MONT TOR-
TOTAL IFAX —-REAL ONTO
BASE FOR PERCENTAGES 76 1 1 12
. 100. 0 100.0 100.C 100.0
SALESPERBON MENTIONED DIRECTORY (Q.7)
YES. < 1 Q 1
3.9 6.7 .0 6.7
NO 73 14 16 14
?6.1 93.3 100.0 93.3
SALESPERBON SHOWED DIRECTORY
TO INTERVIEWER (Q. 8
YES 1 1 0 o
1.3 6.7 .0 .0
NO 2 (o] o 1
2.6 .0 .0 6.7
USE OF DIRECTORY BY
SALESPERSON DURING SALE (Q. 9)
SALESPERSON SHOWED HE HOW
TC USE THE BOOKLET
CALCULATE THE COST UF ELECTRICITY
YES o o] o o
.0 .0 .0 .0
NO 1 1 o4 o
1.3 6.7 .0 .0
SﬁLESPERSDN SHOWED HE THE TABLE ON
PAGE & OF THE BOOWKLET AND EXPLAINED
T0 ME THAT THESE WERE THE COSTS COF
ELECTRICITY OVER A PERIOD OF 10 YEARS
YES o o o o
.0 .0 .0 .0
NO 1 1 o o
1.3 6.7 .0 .0

WINN VANC-
~IPEG OUVER

13 19
100.0 100.0

Q0 00

00 GO

00 Q9 N 00

00 Q0

APPLIANCE

SHOFPPED FOR—

FRE- DISH-
EZER WSHER

26 23
100. 0 100.0

NN 00
O0C Qw

g~ OO0

00 00

09 09
o= QO

FRIDG

23

100. 0

00 00 S0 Q0

00 00

BRANDS IN
STORE-———~—
TWO

ONE  OR
ONLY MORE
so
100.0 100.0
2 1
7.7 2.0
24 _ 49
92.3 98.0
1 o
s .o
1 1
3.8 20
o 0
.0 .0
1 Q
a.8 .0
o o
.0 .0
1 .0
3.8 .0

ENERQY INI-
TIATED BY—-—
SALES INTER
-VIE

-saN —ER
s 71
100.0 100.0
1 2
20.0 2.8
] &9
80.0 97.2
o 1
.0 1.4

1 1
20.0 1.4
o 0
.0 .0

o 1
.0 1.4
o (o]
.0 .0

o 1
.0 1.4




BASE FOR PERCENTAGES

TABLE 8
Q.7 ENERQUVIDE DIRECTORY
BASE TOTAL SALESPERSONS

TOTAL

74
100. 0

SALESPERSON SHOWED ME THAT ALL THE
MODELS WERE L ISTED WITH THEIR
ELECTRICAL CONSUMPTION

YES 1
1.3
NO 0
.0
SALESPERSON ONLY SHONED ME THE
BOOKLET WITHOUT QIVING ME ANY
EXPLANATIONS ABOUT ITS CDNTENTB
YES o
.0
NO 1
1.3
SALESPERSON OAVE HE A BOOKLET
TO TAKE HOME WITH ME
YES 0
.G
NO 1
1.3
SALESPERSON DID NOT SHOW 79
DIRECTORY TO INTERVIEWER 98. 7
TOTAL SAW DIRECTORY IN STORE . g
~SALESPEREON DID NOT MENTION 4
DIRECTORY BUT INTERVIEWER 3.3
SAW IT IN STORE
-SALESPERSON MENTIONED DIRECTORY 0
WITHOUT SHOWING IT, BU .0
INTERVIEWER SaW 1T IN STORE
~SALESPERSON SHOWED DIRECTORY 1
TO INTERVIEWER 1.3
TOTAL _DID NOT SEE DIRECTORY 71

IN STORE 3. 4

MJU376 CANADIAN FACTS

APPLIANCE
_SHOPPED FOR

REGION—~——-

ONE OrR
ONLY MORE

INN VANC- DISH-
-1PE@ OUVER EZER WSHER FRIDG

13 13 13 -] 29 29 b S0
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TABLE

MJ376 CANADIAN FACTS

9
G. 10 INTERVIEWER'S PERCEPTION OF SIGNIFICANCE TUO SALESPERSON OF COST DIFFERENCES
ENERGY CONSUMPTION AMONG APPLIANCES

IN
BASE TOTAL SALESPERBONS

BASE FOR PERCENTAQES

SALESPERSON APPEARED TO
FIND COST DIFFERENCE

VERY SIGNIFICANT

QUITE SIGNIFICANT

NOT VERY SIGNIFICANT

NOT AT ALL SIGNIFICANT

- HAL= MUNT
TOTAL IFAX —-REAL

T WINN VANC-
ONTO —-IPEG OUVER

1 0 o
1.3 .0 .0
8 S ]
10.% 33.3 .0
27 6 4
35.5 40.0 235.0
40 4 12
9.6 6.7 73.0

o

N
Q
o
o

" . .
ON OW 00 0Q

NN e R -
We Qg ~N»= QO

8
8

APPLIANCE

BRANDS 1IN

SHOPPED FOR

FRE~ DISH-
EZER WSHER

STORE:
TWO

ONE OR
FRIDG ONLY MORE

et e et e

26 23
100.0 100.0
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1 o
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TABLE 10
Q.11 INTERVIEWER 'S PERCEPTION OF SALESPERSON’ LEVEL OF INTEREST IN THE TOPIC
OF ELECTRICAL CONSUMPTION OF APPLIANCES
BASE TOTAL SALESPERSONS
REGION—-——~~ APPLIANCE BRANDS IN ENERQY INI-
: SHOPPED FOR--———- STORE--———~ TIATED BY--
THO SALES INTER
HAL~ MONT TOR- WINN VANC- FRE- DI1SH- ONE OR PER -VIEW
. TOTAL 1FAX —-REAL ONTO ~IPEG OUVER EZER WSHER FRIDG ONLY MORE —-S0ON -ER
BASE FOR PERCENTAGES 76 13 14 18 18 18 25 23 23 26 S0 3 71
-100.0C 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0
SALESPERSONS LEVEL OF INTEREST
NOT VERY INTERESTED 60 11 16 10 12 11 20 23 17 19 41 1 29
) 78.9 73.3 100.0 6&6.7 80.0 73.3 76.9 92.0 68.0 73.1 82.0 . 20.0 83.1
FAIRLY INTERESTED 12 4 o] 3 2 3 3 2 3 [ & 3 9
' 13.8 26.7 .0 20.0 13.3 20.0 19. 2 8.0 200 23.1 12.0 60.0 12.7
VERY INTERESTED 4 0 o] 2 i i 1 o 3 1 3 1 3
3.3 .0 .0 13.3 6.7 6.7 3.8 .0 12.0 3.8 6.0 20.0 4.2




et
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29 MAR 84
TABLE 11
Q. 12 ENERGY CONSUMPTION AS PART OF SALES STRATEGY
BASE TOTAL SALESPERSUNS :
REGION————- APPLIANCE BRANDS IN . ENERGY INI-
. ) SHOPPED FOR STORE TIATED BY-—
. TWO SALES INTER
HAL~ MUONT TOR- WINN VANC- FRE- DISH- ONE OR PER -VIEW
TOTAL IFAX —REAL ONTO -IPEG OUVER EZER WSHER FRIDG ONLY MORE -50ON -ER
BABE FOR PERCENTAQES 7&6 X1 16 18 18 is 26 239 29 26 30 3 71
160.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100. 0 100.0 100.0
SALESPERSON USED ENERGY ‘
CONSUMPTION TO INFLUENCE SALE:
YES 2 2 2 4 0 1 S 1 3 1 S 2 7
i1.8 13.3 12.8% 26.7 .0 & 7 19. 2 40 12.0 15. 4 10.0 40. 0 9.9
NO &7 13 14 - 11 13 14 21 24 22 22 43 3 &4
B8.2 86 7 8739 73.3 100.0 93.3 8B0.B 96.0 B88.0 84 & 970.0 &60.0 90.1




TABLE

MJUS76 CANADIAN FACTS

12
13 _ADDITIONAL COMMENTS BY INTERVIENER REGARDING IN-STORE SHOPPING

BASE TOTAL SALESPERSONS

o e

ToR-

MUNT WINN VANC-
TOTAL ~REAL ONTO -IPEQ OUVER
BASE FOR PERCENTAGES 13 19 13
100. 0 100.0 100.0 100.0 100.0

ADDITIONAL COMMENTS
SALESPERSON NGT AT ALL INTERESTED i2 0 & 2 2 2
IN ENERGY CONSUMPTION 15.8 . .0 37.3%3 13.3 13.3 13.3
SALESPERSON EMPHASIZED THAT ] 0 0 2 2 1
AMOUNT OF INSULATION BRINGS DOWN 6.6 .0 .0 13.3 13.3 6.7

THE COST OF ENERGY
SALESPERSON NOT IMPRESSED BY 3 Q 0 1 0 2
ENERQUIDE BROCHURE 3.9 .0 .0 6.7 o 13.3
SALESPERSON MORE INTERESTED IN <0 2 2 3 3 -4
SELLING HIS PRODUCT THAN ENERGY 26.3 13.3 31.3 33.3 0.0 33.3

CONSUMPT ION

SALESPERSON KNEW VERY LITTLE ON e 1 2 4 2 o
ENERGY COMSUMPTION 11. 8 6.7 12.3 R26.7 13.3 .0
SALESPERSON SEEMED INTERESTED IN & 3 o] 2 0 i
ELECTRICAL CONSUMPT 7.9 20.0 .0 13.3 .0 6.7
SALESPERSON FOUND ENERGY COSTB 13 2 1 3 & 1
NOT WORTH CONSIDERING 17.1 13.3 6.3 20.0 40.0 6.7
STORE NO LONGER HAS BOUKLET 1 v 0 o 1 o
1.3 .0 .0 .0 6.7 .0
LABEL MISSING ON APPLIANCES 3 0 2 o o 1
3.9 .0 12.3 .0 .0 6.7
HE SHOWED ME A 1981 COPY OF THE 1 i 0 o Q O
DIRECTORY 1.3 .7 .G .0 .0 .0
MISCELLANEOUS 7 1 0 o 3 3
? 2 .7 .0 .0 20.0 20.0
NO OTHER COMMENTS 18 8 & o i 3
. 23.7 $93.3 37.95 .0 6.7 20.0

APPL IANCE

SHOPPED FOR——————

BRANDS IN

FRE— DISH- ONE
EZER WSHER FRIDG ONLY
26 23
100. 0 100.0 100.0 100.0
2 s s 4 8
7.7 20.0 20.0 15 4 .0
2 o 3 1 r's
7.7 .0 12.0 3.8 8.0
S 2 1 o o 3
7.7 4.0 .0 .0 &.0
s 8 7 s 14
19.2 32.0 28.0 23.1 28.0
4 2 3 3 &
1.4 8.0 12.0 11.% 120
3 o 3 4 2
11, 9 .0 12.0 15.4 4.0
4 3 5 3 10
15.4 120 24.0 11.5 20.0
o o 1 o 1
.0 .0 4.0 .0 2.0
1 1 1 0 3
3.8 40 40 .0 6.0
o 1 o 1 o
.0 4.0 .0 3.8 .0
1 2 a 3 4
3.8 8.0 160 11.5 8.0
6 8 a 7 11
23.1 32.0 16.0 26.9 22.0

ENERGY INI-
TIATED BY-—-

SALES INTER
PE ~VIEW
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INTERVIEWER INSTRUCTIONS FOR STUDY MJ57-6
IN-STORE SHOPPING

OBJECTIVES OF THE STUDY

As part of its program of energy conservation the federal government has had a label at-
tached to all large household appliances indicating the number of kilowatt-hours consumed
per month of normal use by each appliance. In addition a booklet (ENERGUIDE DIRBCTORY
1983) was prepared for store customers in order to help them calculate and compare the
cost (in dollars) of the electricity consumed by specific makes and models of appliances,

The objective of the study is to see how much importance the salesperson gives to this
specific aspect (i.e. electrical consumption/ENERGUIDE)} when a potential customer arrives
in the store. ' :

GENERAL INSTRUCTIONS

You have been assigned a specific store (name and address). You should go to the store
trying to avoid, as much as possible, the rush hours, so that you can minimize the sales-
person's time not spent on "real® sales; you should try to conduct the “shopping® in the
morning (say between 9:30 and 12:00) and during the afternocon (say between 2:00 and 5:00)
which are generally less busy periods.

For each store assigned to you, we have also assigned the specific appliance you are to
"shop" for (either a refrigerator, a freezer or a dishwasher),

IN THE STORE

You are to simulate a shopping inquiry regarding one of these appliances. Act as normally
as possible while, nevertheless, following the instructions outlined below:

=~ You are thinking about buying the electrical appliance in question but you are
only at the stage of looking and comparing the different appliances; in this com-
parison shopping, we want the salesperson to advise you and to explain what he
has to offer,

- That is to say, therefore, that you should pay close attention to what he will
tell you since the objective of this exercise is precisely to see what importance
he gives to ENERGUIDE in his comments, in the suggestions he makes, etc.

- Also, since you are comparing appliances, show interest in more than one model of
this type of appliance.

~ During ‘this exchange with the salesperson, you can ask the usual guestions you
would normally ask if you were in fact shopping for this appliance. However, at
first, avoid bringing up yourself the question of how much electricity the appli-
ance uses.

Wait until the salesperson brings it up himself. We think that a couple of situ-
ations could present themselves:

1. If the salesperson mentions of his own accord either the kilowatt-hours, the
amount of energy consumed, or the ENERGUIDE sticker/label or directory, then
you should show interest in the subject and ask such questions aS...

- what does it mean?
~ how do we use it? ]
- what costs are involved? etc,

2, 1If, after you have asked all the questions that you feel are useful and you
have listened closely to everything he has told you, the salesperson still
has made no allusion at all on his own to the kilowatthours, consumption of
energy or ENERGUIDE label or directory, you should then ask him, what the
label/sticker on the appliance means, and from there go on to discuss the
topic of energy consumption and costs attached to it to the extent, of
course, that the salesperson himself is interested in that topic.

During your exchange with the salesperson do not ask about the ENERGUIDE
DIRECTORY unless he brings it up first on his own.

~ Please complete the questionnaire immediately after leaving the store while the
exchange with the salesperson is still fresh in your mingd.

GOOD LUCK!




CANADIAN FACTS STUDY MJS57-6
HalifaX eee 7-1 Winnipeg seee 4 ° 52 (6)
Montreal esee 2 vancouver ¢s.. 5
Toronto eeeee 3
CQUBSTIONNAIRE TO BE COMPLETED OUT OF SIGHT
OF THE SALESPERSON

NAME OF STORE:

ADDRESS: - DATE OF VISIT:

Type of appliance looked at: FreezZer sesessscscecses 8-1
(CHBCK ONE ONLY) Dishwasher seesecascccense 2

Fridge ceeseeveescosccsnses 3

TOTAL TIME SPENT WITH SALESPERSON: MINUTES O-
10~
A. FILL IN THE BRANDS OF THE APPLIANCE YOU WERE ASKING ABOUT THAT WERE CARRIED IN THE
STORE:
1=
12~
13-

NOTE: IF YOU FEEL IT NBECESSARY, PLEASE WRITE IN ANY RELEVANT COMMENTS IN THE MARGIN 14-

BESIDE THE QUESTION

1. Did the salesperson bring up the question of energy consumption/electrical
consumption/kilowatt~hours on his own?

YES seseeel5i=1 =-a) Did he raise it..s qUite €3rlY ceesccessscrscsccacsss 16=1

-b) Please indicate as clearly and as briefly as possible how
he brought the question up on his own:

about the middle seevessosecvevnncass 2
NO seeacennnns 2 or towards the end of your exchange?., 3

17~
18-
19~
2. Once the question of the label had been brought up (either by you or the
salesperson), how did he explain it? (MORE THAN ONE ANSWER POSSIBLRE)
- By saying the label indicated the electrical
consumption or number of KWH sevescosvcoctenenee20-1
- By suggesting that the label was affixed because
the appliance was of higher quality ececcescescees 2
- By suggesting that the label was affixed because
the appliance didn't use much electriCity eeveces 3
- OTHER (SPECIFY)
21=-
22~
3. . Did the salesperson point out to you on his own that the number of kilowatt-hours

varied from one appliance to another, or was it you who had to bring up this point?

- Salesperson brought it up on hiS OWN sesesseccese23-1

- I had to bring it up myself sececececscsccsnccnces 2

~ OTHER (SPECIFY) 24—
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-2 - STUDY MJI57-6 : |
4, Did the salesperson talk to you on his own about costs related to electrical con-

sumption or was it you who had to bring up this point?

- The salesperson brought it up on hisS OWN eessese25-1

ke

- T had to bring it up Myself ceevassicccsscccenssas 2
- UMK (SPECIFY) 26~

”n

5, ~In talking of the cost of electricity, did the salespersoﬁ specify how much one
kilowatt-hour might cost (by saying, for example, that it would cost 2, 3, 4 or 5¢
the kilowatt-hour)?

YES +sese27!=1 =a) What price per KWH did he mention?| 28-

29~
NO ceceencse 2 ) ¢ 30~
31—
T 6. Did the salesperson mention an amount (per month, per year or for 10 years) for the

cost of electricity for the model(s) that you looked at?

'YES ......32|—1 -a) Was(were) the amount{s) mentioned by the salesperson...
(SEVERAL ANSWERS POSSIBLE)?

by month sesessses 33-1

L

by YEAr eeessesensses 2
for 10 years .sescees 3

OTHER (SPRCIFY): 34~

-b) Did he mention the cost of electricity for one model only or
for more than one?

ONE ONLY ., 35{-1 =c) IP THE SALESPERSON ALLUDED 70 (EVEM
IF ONLY VAGUELY) THE COST FOR OTHER
MODELS, SPBCIFY WHAT HE SAID:

36~
37~
38—~

|

1

|
"MORE THAN ONE , 2 |

: . NO 3....-...'—2 -d) IF THE SALESPERSON ALLUDED TO (EVEN IF ONLY VAGUELY) THE

7 . . COST OF ELECTRICITY FOR DIFFERENT MODELS, SPECIFY WHAT

i HE SAID:

: 39~
Y 40-
- 41—
. 7. Did the salesperson mention the booklet ENERGUIDE DIRECTORY 198372
t

l ' YES seees 42-1

NO scseseeeef2 =a) Did you see the DIRECTORY anywhere in the
store?

YES eoeses 3
No LN NN NN} 4

SKIP 10 Q.10

ow
:

Did he show you one?
YES eesee 43-1

NO eeeceaeeeef2 =a) Did you see the DIRECTORY anywhere in the
store? )

YES sesceee 3
No LA R NN N NN ] 4

SKIP TO Q.10

-4'~

“u
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-3 - . STUDY MJ57~6

9. ANSWER "YES" OR "NO" FOR EACH:
YES NO
-a) The salesperson showed me how to use the booklet to calcu-
late the cost Of €leCtriCLlty ecececessvescacccccsonsascncasess 44-1 2

~-b) The salesperson showed me the table on page 6 of the book-
let and explained to me that these were the costs of elec-
tricity over a period Of 10 YEAYS asesecccesesscccsscccssess 45-1 2

-c) The salesperson showed me that all the models were listed
with their electrical consumption .scseescsssccssssssscocse 46-1 2

-d) The salesperson only showed me the booklet without giving me.

. INTERVIEWER'S NAME:

any explanations about its content cesecsssscccsrcccocscscas 47=1 - 2
-e) The salesperson gave me a booklet to take home with Meesess 48~1 2
10, Based on what the salesperson said and his general attitude about electrical con-

sumption, would you say that the salesperson was trying to tell you:
- that the cost differences from one appliance to another werea...

- very significant cescecscesaced9-1
- quite significant seseessscsesee 2
- not very significant ceeesescese 3

- not at all significant ececeseses 4

OTHER (SPECIFY): 50~
51~
1. In the final énalysis do you feel that concerning electrical consumptionass

- The salesperson was not really very interested and
only answered your questions without really elaborating
on electrical consumption ON hiS OWN seceescosncacesecaseaancs D2=1

- The salesperson was fairly interested in the question and
provided you with information without you having to ask all

the QUEStiONS seeeeevscscesccersccscsssssescestsccssconssscscns 2

- The salesperson was very interested in the question and
gave you a lot of information without you having to ask
all the QUESLiONS seeescccecsessssscstssscssssessvesccssssnses 3

OTHER (SPECIFY): 53~
54—

12,  Did the salesman try to influence ybur decision on the basis of the appliance's
energy consumption? For example, did he suggest you buy the model or brand with
lower consumption? Did he use energy consumption as part of his sales strateqgy?

YES eessesssnsss 551
NO veevesecsacasacs 2

Any Comments? 56~

13. If you deem it necessary you may use this space either to summarize your exchange
with the salesperson as briefly and clearly as possible, or to add some information
which you feel would help us understand what happened.

57—
58~
59

60~

(61/80)
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INSTRUCTIONS AUX INTERVIEWERS ' ’ ETUDE MJ57-6
MAGASINAGE

BUT DE L'ETUDE

Dans son programme visant d épargner 1l'énergie, le gouvernement a fait apposer sur chaque
gros appareil ménager une étiguette indiguant le nombre de kilowattheure consommé par
chaque appareil, par mois, d4'un usage normal. De plus, il a mis & 1la dlspos;tLon des
clients des magasins, un livret (REPERTOIRE ENERGUIDE 1983) qui permet & l'acheteur de
caleuler et de comparer les coits (en dollars) que rspresente la consommation

a! dlectricité de tel(le) marque ou modéle versus tel autre.

Le but précis de 1' étude est de voir quelle importance le vendeur accorde a cet element
(consommation d'electr;c;te/ENERGUIDE) quant un acheteur potentiel se présente au magasin.

INSTRUCTIONS GENERALES

Un magasin précis vous a été assigné (avec le nom et l'adresse). Vous devez aller dans le
magasin tout en évitant, dans la mesure du possible, les heures de pointe de maniére d ne
pas monopoliser un vendeur d des moments ou il pourrait s'occuper de “vrais" clients.

Vous devez donc essayer de "magasiner" soit le matin (entre 9:30 et midi) soit 1l'aprés-—
midi (entre 2:00 et 5:00) qui sont des périodes généralement moins achalandées.

Dans chaque magasin qui vous est assigné, nous vous assignerons le type précis d'appareil
pour lequel vous devez "magasiner" (soit un réfrjgérateur, soit un congélateur, soit un
lave-vaisselle),

DANS LE MAGASIN

Vous devez simuler un acte de magasinage pour le type d'appareil qui vous a été précisé.
Comportez-vous tout a fait normalement en suivant, cependant, les instructions ci-dessous:

- Vous songez a vous acheter l'appareil en question mais vous n'étes qu'au stade ge
regarder et de comparer les différentes marques; pour ce magasinage nous voulons
que le vendeur vous donne des conseils et qu'il vous explique ce qu'il peut vous
offrir,

- Vous aurez donc a faire trds attention 4 ce que le vendeur vous dit du fait que
1 object;f de cet exercice est precxsement de voir quelle importance le vendeur
accorde a FNERGUIDE dans ses commentaires et suggestions, etc.

- En plus, comme vous comparez des appareils, veuillez vous intéresser dans plus
d'un modéle du genre d'appareil pour lequel vous "magasinez"

- Au cours de votre é&change avec le vendeur, vous poserez les questions habituelles
que vous poseriez si vous magasiniez réellement pour cet appareil. Cependant, ne
b . . . - ’ —

parlez pas de vous-méme de la guantité d'électricité consommée par 1'appareil.

Attendez que le vendeur vous en parle de lui-méme. Nous pensons que deux situa-
tions pourraient se produire:

1. Si le vendeur mentionne de lui-méme soit les'kilowattheures, la consommation
L naeur ohe 2o e . .
d'electricite, ou l'etiquette ou répertoire ENERGUIDE, vous devez a ce
moment-13 vous intéresser au sujet et posez des questions du genre...

- qu'est-ce que ga veut dire?
- comment s'en sert-on?
- quels sont les coiits qui sont impliqués?, etc.

2. Si une fois que vous avez posé toutes les questions qui vous semblent pertji=-
nentes et utiles, et ayant écouté attentivement tout ce qu'il vous a dit si
le vendeur n'a fait aucune allusion de lui-méme aux k;lowattheures, la
consommation d'électricité ou l'étiquette ou le répertoire ENERGUIDE, vous
devez alors lui demander pourquoi il y a une étiquette sur l'appareil, et 3
partir de ga discuter des couts et de la consommation d'énergie dans la
mesure, naturellement, ol le vendeur lui-méme s'intéresse au sujet.

Au cours de votre echange avec le vendeur ne;posez pas de questxons au sujet
du REPERTOIRE ENERGUIDE sauf si lui vous en a déja parlé de lui-meme.

- Veuillez remplir le questionnaire immediatement aprés avoir quitté le magasin
lorsque votre &change avec le vendeur est toujours bien présente dans votre
esprit,

BONNE CHANCE!
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QUESTIONNAIRE A REMPLIR HORS DE LA VOE DU VENDEUR

NOM DU MAGASIN:

ADRESSE: . DATE DE LA VISITE:
Type d'appareil regardé: Congélateur ssesesssess B-=1
(COCHEZ UN SEUL) Lave~vaisselle ssesscscene 2
REFrigérateur eeeeescssaee 3
9w
DUREE TOTALE DE L°ECHANGE AVEC LE VENDEUR: MINUTES 10-

R INDIQUEZ LES MARQUES DE L'APPAREIL EN QUESTION QUI ETAIENT VENDUES DANS CE MAGASIN:
11-
12~
13-

!
ROTE: SI VOUS ESTIMEZ NEC ESSAIRE, FAITES DES COMMENTAIRES EN MARGE DES R;:PONSES - 14~
1. Le vendeur a~t-il de lui-méme soulevé la question de consommation d'énergie/d'é&lec-
tricitd/de kilowattheure?
OUL ,enssasibl=1 -a}) L'a-t-il SO“leVé-.. éssez tOL sevivesccssssssssoossse 16-1
2 Mi~Chemin eseecevcesnsnssscsssscssce 2
NON eeesscase 2 ou vers la fin de votre échange? ... 3
-b) 1Indiquez le plus clairement et le plus briévement possible
comment il a soulevé de lui-méme la question:
17-
18-
19~
2. Une fois que la question de 1'étiquette a &td soulevée (par vous ou par le vendeur
lui-méme), comment le vendeur l'a-t-il expliqué? (PLUS D'UNE REPONSE POSSIBLE)
- En disant que l'étiquette indiquait la
consommation dt'électricité ou le nombre de KWH .20-1
- En laissant entendre que l'étiquette avait é&té-
. apposée parce que l'appareil était de meilleure
gualité eesestssssanarassesssserentssoosrersssanne 2
- En laissant entendre que 1l'étiquette avait &té
apposée parce que cet appareil consommait peu
»d'électriCité esaessnssensssssssannsssassesentens 3
- AUTRE (PRECISEZ)
21-
22-
3. Le vendeur vous a-t-il de lui-méme fait remarquer que le nombre de Kilowattheure

variait d'un appareil a l'autre ou est-ce vous qui avez di soulever cette question?
- Le vendeur l'a soulevé de lui-méMe eeceesvesssse3=l
~ J'ai Al le soulever MOi-MEME seesvsssscssscasssnres 2

- ARUTRE (PRECISEZ) 24-
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4. Le vendeur a-t-il de lui-méme parlé des coiits 1iés 3 la consommation @'électricité
ou est-ce vous qui avez dd soulever cette question?
-~ Le vendeur l'a soulevé de lui-meme eeecesesesese25-1
- J'ai 4l le soulever MOi~MEME eessesescscsasssssses 2

- AUTRE (PRECISEZ) . ' 26~

5. Dans ses propos sur les colits d'électricit®, le vendeur a-t-il précisé ce que pou-
vait colter d'un kilowattheure (en disant, par exemple, que G¢a colitait 2, 3, 4 ou 5¢
le kilowattheure)?

OUI .e4ee27|-1 =-a) OQuel coilit par KWH a-t-il citéd? 28~

. 20—
NON ssaseoee 2 ' ¢ 30~
31~
6. Le vendeur a-t-il citd un montant comme &tant le colt d'dlectricité (par mois, par

année ou pour 10 ans) d'un(des) modéle(s) que vous avez regardé(s)?

oul ......32‘—1 ~a) Le(s) montant(s) cxte(s) par le vendeur était(ent)-
11(5)ees (PLUSIEURS RBPONSBS POSSIBLES)?. ’

PAr MOLS esesssses 33-1
par année serseacccce 2
pour 10 ans seeeesces 3

AUTRE (PRRCISEZ): 34-

-b) A-t-il cité le colit d'électricité pour un seul modéle ou
l'a-t-il fait pour plus &'un?

UN SEUL .,35{-1 =-c) SI LE VENDEUR A FAIT ALLUSION, MEME
DE PAGON VAGUE, AUX COUTS DES AUTRES
MODELES, INDIQUEZ-NOUS CE QU'IL EN A
DIT:

36—
37-
38~

PLUS DE UN .. 2

NON cacensse}=2 =-d) SI LE VENDEUR A FAIT ALLUSION, MEME DE FAQON VAGUE, AUX
colrs »'ELECTRICITE DES DIFFERENTS MODELES, INDIQUEZ~
NOUS CE QU'IL EN A DIT:

39-

40-

41-

7. Le vendeur a-t-il fait allusion au livret REPERTOIRE ENERGUIDE 198372
OUT wuves 42-1

NON seeeaces|2 -a) Avez-vous vu quelque part dans le magasin ce
. - REPERTOIRE?

OUI seesese 3
NON sseeses 4

PASSEZ A LA QU.10

8. Vous en a-t-il montrd un?
OUI eevee 43-1

NON ss0esses]2 =a) Avez-vous vu quelque part dans le magasin ce
REPERTOIRE?

OUI desvane 3
NON sSeasene 4

PASSEZ R LA QU.10
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INDIQUEZ SI "QUI" OU "NON" POUR CHACUNE:

I NN
Le vendeur m'a montré comment utiliser ce livret pour
calculer les coiits d'@lectriCite seeesesssvscscssssessssnse 44-1 2

Le vendeur m'a montré le tableau de la page 6 du livret
en m'expliguant qu'il s'agissait des coiits d'électricité

sur une période de 10 BNS secsscecsnvsssscscsscsassssrcsane 45=1 2

Le vendeur m'a montré que tous les modéles étaient listés
avec leur consommation d'€lectriCit® seesacasecsssssceenass 46-1 2

Le vendeur m'a simplement montré le livret sans me donner
de détails SUr SON CONLENU ssesesscesscsscscscsssssascoenes 47-1 2

Le vendeur m'a donné un livret pour apporter avec mMoi eesee 48-1 2

———

——ty

. ———e. ——

10.

11.

12.

13.

En vous basant sur les propos et l'attitude générale du vendeur vis-d-vis la
consommation d'électricité, diriez=-vous que le vendeur essayait de vous dire:

- que les différences de colt d'un appareil & l'autre &taient...

- trés importantes .ecacecscscessdd-1
- agsez importantes seseccccscessas 2
- pas trés importantesS eceseescesecs 3
- pas importantes du tout esssssess 4

AUTRE (PRECISEZ): 50—~
51-

En fin de compte estimez=-vous que sur la guestion de consommation d'électricit€...
q

- Le vendeur manifestait trd&s peu d'intérét et n'a fait
que répondre & vos guestions sans vraiment élaborer
de lui-méme sur la consommation G'électriCité eeeescscssss 52-1

- Le vendeur manifestait de lui-méme un certain intérét a la
question et vous donnait des informations sans que vous
ayez a poser toutes les QUESLIONS seesssscecsccssnscsssescses 2

- Le vendeur manifestait de lui-méme beaucoup d'intérét et
vous donnait passablement d'informations sans gue vous
ayez & poser toutes les QUESLIONS eesessescasessscscncsssasss 3
AUTRE (PRECISEZ): 53~
54~

Le vendeur a-t-il essayé d'influencer votre choix en insistant tout particuliérement
sur la consommation d'électricité des appareils? Par exemple, vous a-t-il suggeré
d'acheter le modéle ou la margue qui consomme le moins d'électricité? A-t-il
employé la consommation d'énergie en tant que stratégie de vente?

0oul acsssccscscsan 55-1
NON Ge0enansnessssee 2

Si vous avez des commentaires? 56-

Si vous estimez nécessaire, vous pouvez utiliser l'espace qui suit pour soit résumer
le plus bridvement et clairement possible votre échange avec le vendeur, soit pour
compléter les informations gue vous jugez pertinentes.

57=
58—
59~
60—

NOM DE L'INTERVIEWER: (61/80)
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PAGE TABLE TITLE ] BASE
1 1 Q.D TYPES OF MAJOR HOUSEHOLD APPLIANCES SOLD TOTAL SALESPERSONS
2 2 Q. E NUMBER OF BRANDS OF EACH APPLIANCE S0OLD TOTAL SALESPERSONS
4 3 Q.1 SALESPERSUON’S PERCEPTION OF THE LEVEL OF IMPORTANCE TO CONSUMER ' TOTAL SALESPERSONS
& 4 Q.2 APPROXIMATE PERCENT OF CUSTOMERS WITH WHOM ENERGY DISCUSSED TOTAL SALESPERSONS
7 -] Q.3 APPLIANCES FOR WHICH ENERGCY CONSUMPTION MORE FREQUENTLY DISCUSSED TOESLAggEggﬁcgELL MORE THAN ONE TYPE
B & Q. 4AB INITIATION OF TOPIC OF ENERGY CONSUMPTION DURING SALES TOTAL RESPONDENTS
10 7 Q. 4C VARIATION IN KWH “CONSUMPTION" AMONG APPLIANCES TOTAL RESPONDENTS
11 8 Q.4D/1 "COST" OF ELECTRICAL CONSUMPTION OF APPLIANCES TOTAL RESPONDENTS
19 9 0.9 ENERGUIDE DIRECTORY 1983, AWARENESS AND EXTENT OF USE TOTAL RESPONDENTS
Y iB8 10 <] ;

. 9/10 ENERGUIDE DIRECTORY 1983, LEVEL OF USEFULNESS FOR SALESPERSON TOTAL RESPONDENTS
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MJS74 CANADIAN FACTS PAGE 1
- : 29 MAR 84
TABLE 1
Q. D TYPES OF MAJOR HOUSEHOLD APPLIANCES SOLD
BASE TOTAL SALESPERSONS
REQION BRANDS IN  APPLIANCES SOLD IN STORE~~—————=——
STORE~—— ;;a
HAL- MONT TOR- WIN- VANC- ONE OR FREEZ DISH-
TOTAL IFAX -REAL ONTO NIPEG OUVER ONLY MORE -ERS WASHR FRIDG STOVE DRYER WASHR
BASE FOR PERCENTAGES 73 13 19 19 15 . 19 43 59 &9 74 71 71 72 72
100. 0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0
STORE SELLS: '
FREEZERS ' &9 12 13 13 13 14 ag 74 &9 &8 &g &8 X &8 ‘
» 92. 0 80.0 100.0 100.0 86.7 93.3 88.4 Y6. 6 100.0 91.9 95.8 958 94.4 94.4
DISHWASHERS 74 15 13 13 14 13 43 =g &8 74 71 71 72 72
98. 7 100.0 100.0 100.0 93.3 100.0 100.0 98.3 98.6 100.0 100.0 100.0 100.0 100.0
REFRIGERATORS 71 13 13 13 13 1% a0 =8 ) 71 71 71 71 71
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MJS7& CANADIAN FACTS
TABLE 6
G. 4AB__INITIATION OF TOPIC OF ENERGY CONSUMPTION DURING SALES
BASE TOTAL RESPONDENTS
REGION
HAL- MONT TOR— WIN- VANC-
TOTAL IFAX —REAL ONTO NIPEG OUVER
BASE FOR PERCENTAGES 73 13 13 13 19 19
100.0 100.0 100.0 100.0 100.0 100.0
SALESPERSON REFERS TQ ENERQY
CONSUMPTION BY POINTING OUT
ENERGUIDE LABEL
NEARLY ALWAYS 33 & 9 7 4 7
o 44.0 40.0 40.0 46.7 26.7 46.7
GQUITE OFTEN 18 4 2 4 4 4
24.0 26.7 13.3 26.7 26.7 26.7
RARELY 8 3 2 0 1 2
10.7 20.0 13.3 .0 6.7 13.3
JUBT ABOUT NEVER ) 0 0 0 0 0
.0 .0 .0 .0 .0 .0
SALESPERSON_JUST ABOUT NEVER 16 2 2 4 6 2
INITIATES TOPIC 21.3 13.3 13.3 26.7 40.0 13.3
ENERGUIDE LABEL GENERATES
DISCUSBION OF ENERQY CONSUMPTION
NEARLY ALWAYS az 6 ? 8 s 9
49. 3 40.0 60.0 33.3 33.3 60.0
QUITE OFTEN 22 ) 2 5 s )
29.3 33.3 13.3 33.3 33.3 33.3
RARELY 7 3 3 0 1 0
9.3 20.0 20.0 .0 &7 .0
JUST ABOUT NEVER 9 1 1 2 4 1
12. 0 6.7 67 13.3 26.7 6.7
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. . 29 MAR 84
R TABLE 7 ,
L o Q@.4C VARIATION IN KWH "CONSUMPTION" AMUNG APPLIANCES
S : BASE TOTAL RESPONDENTS .
‘ REGION BRANDS IN  APPLIANCES SOLD IN STORE~——————=———
STURE——-;;E
HAL- MONT TOR~ WIN- VANC- ONE OR FREEZ DISH-
TOTAL IFAX —REAL ONTO NIPEG OUVER ONLY MORE -ERS WASHR FRIDG STOVE DRYER WASHR
, BASE FOR PERCENTACES 73 . 15 13 13 19 15 43 =9 &9 74 71 71 72 72
: : 100. 0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0
COMPARISON AMONG APPL IANCES
REGARDING WWH CONSUMPTION 15 MADE
NEARLY ALWAYS 18 3 2 & 2 ] 10 19 18 18 18 18 18 18
24.0 20.0 13.3 40.0 13.3 33.3 23.3 29.4 261 24.3 2% 4 2% 4 230 250
QUITE OFTEN 23 9 3 2 s 4 19 20 20 23 23 23 23
30.7 0.0 20.0 13.3 33.3 26.7 34.9 233.9 29.0 231.1 32.4 32.4 231.9 31.9
RARELY 20 2 7 A k] 4 9 15 19 20 19 19 20 20
26.7 . 13.3 44.7 26.7 20.0 26.7 20.9 2%.4 27.% 27.0 2.8 26.8 27.8B 27
JUST ABOUT NEVER 14 1 3 3 5 2 9 9 12 13 11 11 11 11
18.7 6.7 20.0 20.0 33.3 13.3 20.9 133 17.4 17.6 133 153 133 1353
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TABLE 8
'@.4D/1  "CO3T"
BASE TOTAL RESPONDENT

BASE FOR PERCENTAGES

PRICE OF ONE KWH QUOTED BY
 SALESPERSON

3

4

8
10
NOT STATED
AVERAGE PRICE GIVEN®»

CO8T PER KWH JUST ABOQUT
NEVER RAISED

TOPIC OF COSTS OF ELECTRICAER

CONSUMPTION JUST ABOUT
RAISED .

*»3EXCLUDES NOT STATED

10

12.

....... P ey P

MJ376 CANADIAN FACTS

of ELECTRICAL CONSUMPTION OF APPLIANCES

REGION

HAL~ MONT TOR- WIN- VANC-
IFAX —REAL ONTO NIPEG OUVER

13 i3 13 13 i3
100.0 100.0 100.0 100.0 100. 0

0 Q 0 0 1

.0 .0 .0 .0 6.7
o] 2 1 2 3

.0 13.3 6.7 13.3 200

1 1 1 2 .4
6.7 6. 7 67 13.3 267
1 0 o] o o]
6.7 .0 .0 - .0 .0
2 0 o) 0 o]
13.3 .0 .0 .0 .0
1 0 0 0 0
6.7 .0 .0 .0 .0
1 0 o] 1 o]
&7 .0 .0 6.7 .0
3 2 ! 1 1
20.0 13.3 6.7 6.7 6.7
7.17 4.33 4.30 3. 60 4.38
3 3 & 1 3
20.0 20.0 40.0 6.7 0.0
3 7 & 8 <
20.0 46.7 40.0 353.3 20.0

—_— — e

BRANgS IN
TWD
ONE OR
ONLY MORE

FREEZ DISH-
—ER8 WASHR

29 MAR B4
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HAL =
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TOTAL

OF ELECTRICAL CONSUMPTION OF APPLIANCES
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TAB%E
BASE TOTAL RESPONDENTS

BASE FOR PERCENTAGES

' SBALESPERSON COMPARES "MONTHLY®
COSTS AMONG APPLIANCE

NEARLY ALWAYS

QUITE OFTEN

RARELY

JUST ABOUT NEVER

SALESPERSON JUST ABOUT
NEVER QUOTES A MONTHLY COST

TOQPIC OF CO8TS OF ELECTRICAL
CONSUMPTION JUST AB

NEVER RAISED

SALESPERSON COMPARES "10-YEAR"
COSTS AMONG APPLIANCES

NEARLY ALWAYS

QUITE OFTEN

RARELY

JUST ABOUT NEVER
SALESPERSON JUST ABOUT NEVER

GQUOTES A 10-YEAR COST

TOPIC OF COSTS OF ELECTRICAL
CONSUMPTIDON JUST
NEVER RAISED
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8
"COosT" OF ELECTRICAL CONBUHPTIUN OF APPLIANCES

REQION
HAL- MONT TOR— WIN- VANC-
IFAX -REAL ONTO NIPEG OUVER
13 3 13 3 i3
100.0 100.0 100.0 100.0 100.0
1 ] 0 0 3
& 7 .0 .0 .0 20.0
2 2 1 0 2
13.3 13.3 b 7 .0 13.3
3 2 1 0 1
33.3 13.3 6.7 .0 6.7
0 b 1 1 i
.0 6.7 &7 6.7 6.7
4 3 5 ] S
256.7 20.0 40.0 40.0 33. 3
3 7 & 8 3
20.0 45.7 40.0 353.3 20.0
Q 0 0 0 0
.0 .0 .0 .0 .0
0 0 0 0 1
.0 .0 .0 .0 6.7
S 1 1 0 1
33.3 &7 &.7 .0 &7
1 1 o o 0
& 7 6.7 .0 .0 .0
& 5 8 7 10
40.0 40.0 353.3 456.7 bkb6.7
3 7 & 8 3
20.0 446.7 40.0 353.3 0.0
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TABL

E b4
Q. 5 ENERCUIDE DIRECTORY 1983, AWARENESS AND EXTENT OF USE

BASE TOTAL RESPONDENTS

TOTAL
BASE FOR PERCENTAGES
100. 0
AWARENESS
TOTAL SALESPERSONS AWARE 33
OF ENERGQUIDE DIRECTORY 70.7
—AWARE UNAIDED S0
66.7
~AWARE AIDED 3
4.0
TOTAL SALESPERSONS UNAWARE 2923
AVAILABILITY OF DIRECTORY
DIRECTORY PRESENTLY AVAILABLE 31
IN STORE 41. 3
PRESENTLY UNAVAILABLE BUT 12
HAS BEEN PREVIOUSLY 16. 0
HAS NEVER BEEN AVAILABLE !313
SALESPERSON DODESN‘'T KNOW g
SALESPERSON NOT AWARE 22
2%.3
CONSULTATION OF DIRECTORY
HAS CONSULTED THE DIRECTORY 4438
HAS NOT CONSULTED THE DIRECTORY 1313
I8 NOT AWARE OF DIRECTORY 22
29.3
DIRECTORY NEVER BEEN IN STORE/ 10
SALESPERSON DOESN'T KNOW 13. 3
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CANADIAN FACTS STUDY MJ57-6

INTERVIEW WITH THE SALESPERSON

(6)

STORE:
CITY: Halifax eceeee 7~1 'i-nnipeg veo 4
ADDRESS: Montreal eeeses 2 Vancouver .. 5
TOXronto eeececesce 3
DATE:
Hello I'm from Canadian Facts, a market research firm. We are con-

ducting a study for the Federal government in stores across Canada in order to gather in-~
formation on consumers who want to purchase large household appliances like fridges, free-
zers and dishwashers.

We are interviewing salespeople because they are the ones who come in contact with consu-

mers.

A.

Ee

Do you, yourself, sell major household electrical appliances such as refrigerators,
freezers, dishwashers, etc,.? ’

YES ceesavscasces [}

NO soesesscscescss)[] ASK TO SPEAK TO SALESPERSON

How long have you been selling this type of appliance?

IF LESS THAN 6. MONTHS, ASK TO SPEAK TO A
(SPECIFY) SALESPERSON WITH AT LEAST 6 MONTHS EXPERIENCE

Could you give me a few minutes of your time?

YES sneecees (] IF NECESSARY GET AUTHORIZATION FROM THE STORE
MANAGER OR OWNER AND PRESENT THE LETTER FROM
NO essessees [] "CONSUMFR AND CORPORATE AFFAIRS CANADA",

First of all could you tell me which of the following electrical appliances are sold
by your store? (READ LIST)

(FOR EACH TYPE SOLD, ASK:) How many different brands of (APPLIAMCE) do you stock
here?

2.0 Q.E
TYPES OF AFPPLIANCE NUMBER OF
SOLD . BRANDS
¥ES m
Freezers sseccccccesesnscce B=1 sss0vseceeed=1 10-
DiShWasherS seescsceccessness 2 csceoncroaces 2 1=
Refrigerators seecseescsos o8 3 ceccosnncsss 3 12~
Stove /RANGE seevsssvacsvsrsne 4 vovecncsosee 4 13-
" Clothes Aryer seessevcsccesas 5 setoesesccee 5 14-
-Clothes washer .eseesesscecss 6 cesesnnsnnse 6 15~
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-2 - . STUDY MJ57-6
(HAND BLUE CARD)

Based on your experience as a salesperson, please tell me how much importance custo-
mers give to each of the following characteristics when shopping for household
appliances like fridges, freezers or dishwashers., For example, iS... (READ CHARAC-
TERISTIC MARKED 'X') considered very important, quite important, not very important
or not at all important?

(REPEAT FOR EACH CHARACTERISTIC)

VERY QUITE NOT VERY  NOT AT ALL
IMPORTANT IMPORTANT IMPORTANT  IMPORTANRT

COLOUR seovovscasacascscosscsannssseoes 161 sueaeee 2 seecnsnes eetssasscnes

CHOICE OF DELIVERY DATE seesavancseasse 171 coneeas
ENERGY CONSUMPTION ceseascccovevescnes 18=1 s00eves

Q...‘ll... s 0 RRERS

GUARANTY cessccsssccasccsssscscacsnsce 19=1 coneeee

asecesetsnane

SIZE eesecessesannsscscsccvsenssenavea 21=1 cuvanss eesssecnn sevesassteas

SPECIAL FEATURES ssececsveveascsavaree 221 savaese

sescscsone sesvesensanse

3
3
3
sessesnce 3 ascavcccncce
‘ 3
3
3
3

o A

2
2
2
2
PRICE «cossasccossscsssccccnssnsennsenss 20=1 seeseee 2 canaevens
2
2
2

INFORMATION OBTAINED FROM SALESPERSONe 23=1 seseaes

The following questions are about the energy consumption of major household

electric appliances. We are interested in knowing the extent to which
the enerqy consumption of these appliances is important in the discussions you have with
customers.

2.

During the course of your exchanges with customers who come here to shop for this
type of appliance, does it ever happen that things such as kilowatt-hours, energy
costs or even the ENERGUIDE labels on these appliances, are discussed whether you
‘raise the point yourself or whether the customer does? For example, based on your

" experience as a salesperson, with about what percentage of customers does it

happen? (EVEN AN APPROXIMATRE % WOULD BRE GOOD ENOUGH)

NEVER ... 241 60 T0 gu.5 |

1T or 2% ceus 2 21 to 30% ... 6 61 to 70% ... O
3 £o 5% seee 3 31 to 40% ... 7 71 to 80% .25-1
6 to 10% ... 4 41 to 50% ... 8 81 £0 90% .. 2
11 to 20% .. 5 51 to 60% .es 9 91 to 100% ., 3

IF THE STORE SELLS ONLY ONE OF THE 6 TYPES OF APPLIANCE - GO TO Q.4
IF MORE THAN ONE TYPE OF APPLIANCE SOLD IN THE STORE (SEE Q.D), ASK: (26)

3.

Based on your experience, is the question of energy consumption brought up more
often for one of these types of appliance or is it brought up with about the same
frequency whatever the type of appliance?

More often with some

appliance(s) eeeseee27|=1 =—a) With what type of appliance is the question of
energy consumption brought up most often?

Same, whatever the
appliance sesesssceccsss 2 [~b) And with which one is it brought up least often?

-a) =b)

HOST LEAST NOT

.OFTEN OFTEN SOLD
FreezZers esaecesctcesscscncseselB=1 ... 29~-1 {1
DiShWaShersS eeessseccscscencccar 2 snasas 2 {1l

Refrigerators .esscesesssseasss 3 scense 3 {)
StOVe/Yrange seeesescecsascsasese 4 cacane 4 {1

Clothes ArYer seeeecesctcsssssacs D ansane 5 {1l

Clothes WAasher c.ieeeascecsessss 6 sesnae O {1
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(HAND YELLOW CARD)

STUDY MJS57-6

In oréer to better understand what happens when a customer comes to see you to talk
about major household appliances, please tell me with the help of this card how

often the following situations arise,

REPEAT THE QUESTIONS IF NECESSARY

-a)

-f)

Do customers ever bring up on their
own the topic of energy consumption? .e«30=1

~ In those instances when the customer
brings up the topic on his/her own,
in how many cases is it due to the
"ENERGUIDE 1ab€l? seeesccossscscoscesseedl=1

When the customer does not bring up the
topic of energy consumption on his/her
own, do you ever bring it up yourself?.,.32-1

- When you bring the topic up yourself,
do you do so by pointing out the
ENERGUIDE label? seccscevecssscccansseldd=1

In your discussions with customers, are
comparisons made from one appliance to
another in terms of the number of KwH
indicated on €ach? secveeseressccvasssseldd=l

In your discussions with customers, is
the topic of costs, in either dollars or

.cents, raised in connection with the

energy consumption of these appliances?.35-1

In your discussions ‘with customers,
is the topic of the cost of one kilo-
watt-hour raised? seeeessscccavesccnaasaldb=l

- What amount do you quote for the cost
of a KWH? WRITE IN: ¢

Do you ever quote a monthly amount for
the cost of the energy consumed by a par-
ticular MOGEl? eseeecscssascesssssesssaccdli=l

Do you ever compare the monthly costs of
electricity of one model versus another?42-1

When talking to customers, do you ever
quote the cost of energy consumed by a
particular model calculated over a

a period of 10 YearsS? seeeevessscassaceeedd=t

Do you ever compare one model versus
another in terms of the costs of energy
calculated over 10 yearsS? sesececsocessedd=l

WERRLY
ALWAYS OFTEN RARELY

LN

.8 ‘ .
37-
38~

39-
40-

LX)

QUITE

2

2

2

.2

2

2

2

2

2

2

2

XXX}

3

LR

4 GO TO -c)

4 GO T0 Q.5

4 GO TO -f)

4 GO TO -h)

4 G0 T0 Q.5




-4 - STUDY MIL7-6

S5-a) Are you familiar with the booklet "ENERGUIDE DIRBCTORY 1983" published by Consumer
and Corporate Affairs Canada?

YES seeees 45-1

NO eeseceses §2 ~b) SHOW BOOKLET: Do you remember ever seeing this
: booklet?
YES ¢eeee 46-1
NO ........JVZ END INTERVIEW
SHOW BOOKLET.
6. Do you have this booklet in the store?

YES seeeee 47-1

oo

NO sancecenes |2 Have you ever had it in the store?

YES seees 48-1

NO seanceeee 2 END INTERVIEW
DON'T KNOW o 3

7. Have you ever personally consulted this booklet?
YES seesee 49-1
NO ..........12 GO TO Q.8-e)

8. HAND YELLOW CARD
JUST
NEARLY QUITE ABOUT
ALWAYS OFTEN RARELY NEVER

-a) Do you ever use this booklet in
your discussions with customers? .eees50-1 seae 2 ssee 3 oce |4 GO TO Q.9

1

{ : ) -b) Do you ever show customers Page 3 of
the booklet where the method of
calculating the cost of electricity
is described? eseeeccsacessevssscasesesdl™l ceee 2 seee 3 ses 4

~-c) Do you ever show customers Page 5 of
the booklet which has a comparison
chart for the cost of electricity over )
a 10 year period? seesccecceccsncncseessD2"1 cnee 2 4400 3 eceea 4

~d) Do you ever show customers the part
of the booklet that lists all the
models and their respective energy
CONSUMPtiON? eeaescscessecncesvvassesedd=1 (oee 2 gees 3 o0e 4

-~e) Do you ever give this booklet to
people who are only looking for
information and not bUuying? eessesesee54=1 seee 2 soea 3 oee 4

-f) Do you ever give this booklet to cus~
tomers who have bought an appliance? .55-1 seee 2 cees 3 ces 4

S . e PR N r——— pp—— - . - ] .
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-5 - ' STUDY MJ57-6

Y-a) As a salesperson would you say that for you personally this booklet ise... (READ

- LIST)

Very useful seeesee56{~1 ~b) In what way is it useful?

Quite useful cieeeens| 2 57—
58~
59~

Not very useful .sese} 3 =c) Why isn't it more useful?

. . 60~
Or, Not at all useful? ..| 4 . 61-
62—
’ 10-a) What about for customers who come and see you, would you say this booklet
: is,.s (READ LIST)
’ l ’ Very useful .seeeee63|-1 =b) In what way is it useful?
. 64 -
. Quite uS€fUl ceeseevs] 2 _65-
1 66~
i 67-
{
Not very useful seees] 3 -c) Why isn't it more useful? 68
Or, Not at all useful? ..| 4 93'
: 70—
71~

(72/80)
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ETUDE MJ57-6

.4

b

{ INTERVIEW AVEC LE VENDEUR =1 (6)
t
. | MAGASIN:
| ADRESSE: MONtrdal seeeecsssees 7-2
‘ DATE:
) Bonjour /soir, je suis de REalités Canadiennes, une maison de recherche. |

Présentement nous faisons une étude pour le compte du gouvernement, dans des magasins a
travers le Canada afin de recueillir des renseignements sur les comportements des consom-
mateurs qui veulent acheter de gros appareils ménagers tels que réfrigérateurs, congéla-
teurs, lave-vaisselle etc,

Nous interviewons donc des vendeurs puisque ce sont eux qui sont en contact avec les
consommateurs.

A. Etes-vous vous-méme un vendeur d'appareils &lectro-ménagers tels que des
réfrigérateurs, congdlateurs, lave-vaisselle, etc.?

OUI LA AR RN R RN []

_.._.s

‘NON (AUCUN) .es»..|[] DEMANDERZ A PARLER A UN VENDEUR

.

Depuis combien de temps vendez-vous ces appareils?

e e, 2

o]
;

SI MOINS DE 6 MOIS, DEMANDEZ A PARLER A UN

, (PRECISEZ) VENDEUR QUI AURAIT AU MOINS 6 MOIS D'EXPERIENCE
ft C. Pouvez-vous m'accorder quel@ues minutes de votre temps?
; OUI eveesses [1 | SI WACESSAIRE OBTENEZ L'AUTORISATION DU GERANT OU

PROPRIETAIRE ET PRESERTEZ LA LETTRE D'INTRODUCTION DE
NON seevsees [] "CONSOMMATION ET CORPORATIONS CANADA",

PRV

D, D'abord, voulez-vous me dire lesquels des appareils électrigues suivants sont vendus
dans votre magasin? (LISBEZ LA LISTE)

B

| E. POUR CHAQUE TYPE D'APPAREIL VENDU, DEMANDRZ: Combien de marques différentes de
. _(APPAREIL) avez=-vous en stock ici? .
T gu.D e
; i TYPES D'APPAREILS ROMBRE DE
" VENDUS MARQUES
[ ouL NON
I { CONgélateursS seceessccscss B8-1 covesocassad—1 10~
o Lave-vaisselle cesseesecsscee 2 evrecscnssvee 2 11~
‘ Réfrigérateurs esossesense s 3 assecceccsce 3 12-
l Cuisiniéres &lectrigues sesee 4 ssessecovase 4 13-
SEChEUSES cessesnssesssssrres 5 sesecnsnssss 5 14-
Machines 3 laVer esessssscass 6 sssssssessee 6 15~

P

v
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-2 - ETUDE MJ57-6

1. (PRESENTER LA CARTE BLEUE)

D'aprés votre expérience de vendeur, dites-moi quelle importance les clients accor-
dent 3 chacun des critéres suivants lorsqu'ils magasinent pour des appareils élec-
triques comme des réfrigérateurs, des congélateurs ou des lave-vaisselle, Par exem-
ple, est-ce gquess.s (LIRE LE CRITERE MARQUE D'UN 'X') est un critdre qu'ils jugent
trés important, assez important, pas trés important ou pas du tout important?
(REPETER POUR CHAQUE CRITERE)

s

TRES ASSEZ PAS TRES  PAS DU TOUT
IMPORTANT  IMPORTANT - IMPORTART _ IMPORTART

LA COULEUR seseecesnsesaseanccnsassaces 161 caneces
LE CHOIX DE LA DATE DE LIVRAISON «qess 17=1 ceveuss
LA CONSOMMATION D'ELECTRICITE seeeeses 18=1 ceseves

secsconose ssssssssasess

LA GARANTIE cecosscsescscsscsnnscccses 19=1 ceeeees

2
2
2
2
2
2

LES DIMENSIONS (GRANDEUR) sesecceceess 21=1 saccees

LES CARACTERISTIQUES SPECIALES seesece 22=1 sececes 2 sesocanss
LES INFORMATIONS OBTENUES DU VENDEUR o 23-1 sevsoce 2 secesoenss

)
)
)
)
(") LE PRIX sessoeccvoscsesccscasescsscscecas 201 ,cacees
)
)
)

(

O O -

3
3
3
3
sessesass 3 ceescsssncns
3
3
3

DITES: Les questions qui suivent se rapportent & la consommation d'électricité d'appareils
électro-ménagers. En fait, nous voulons voir quelle est 1'importance de la consommation
d'électricité de ces appareils dans les conversations que vous avez avec les clients.

2. Au cours des échanges que vous avez avec les clients qui viennent ici pour ces types
d'appareils, est-ce qu'il arrive qu'il est question de choses telles que les
kilowattheures, les colits de 1l'@lectricité ou méme simplement de 1'étiquette
d'ENERGUIDE sur les appareils que ce soit vous ou le client qui soulevez la
question? Par exemple, basé sur votre expérience de vendeur, avec environ quel % de
clients est-ce que ga arrive? (NEME UN ROMBRE APPROXIMATIF §0FPIT).

Jamais ..24F1 PASSEZ A 5

1 0u 2% 40 2 21 @ 30% eeee 6 61 3 70% ..es O
3°38 5% sess 3 31 3 40% eees 7 71 3 80% .25-1
63 10% «o0 4 41 3 50% eeea 8- 81 § 90% cees 2
11 4 20% .. 5 51 & 60% eees 9 91 3 100% ..o 3
- SI LE MAGASIN VEND UN SEUL DES 6 TYPES D'APPAREIL - PASSEZ A LA QU.5 (26)

- SI ON VEND PLUS D'UN TYPE D'APPAREIL DANS CE MAGASIN (VOIR QU.D), DEMANDEZ:

3. Selon votre expérience, est-ce que la question de consommation d'électricité est
soulevée plus souvent dans le cas d'un de ces types d'appareil ou est-ce & peu prés
avec la méme fréquence, quel que soit le type d'appareil?

La question est soulevée
plus souvent avec cer-
tain(s) appareil(s)..27|-1 =-a) Avec quel type d'appareil est-ce que la guestion
de consommation d'électricité est-elle le plus
souvent soulevée?

La méme frégquence quel
que soit l'appareil +e.e.. 2 |-b) Et avec lequel la question est-elle le moins
souvent soulevée?

-a) -b) .

LE PLUS LE MOINS NON

SOUVENT _SOUVENT VENDU

Congélateur eesescesee28=1 .0y 29-1 )
Lave-vaisselle seseesses 2 seeeese 2 f]
REFrigerateur seseesssss 3 cveeses 3 [}
Cuisiniére &lectrique ee« 4 seesese 4 9]
SECheUSE sescevsasvsssss D essseea 5 []
Machine 3 laver saeeeese 6 ceveess 6 9]
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-3 - ETUDE MI57-6
"(PRESENTER LA CARTE JAUNE)
4. Dans le but de mieux comprendre ce qui se passe quand un client vient vous voir et

discute d'appareils &lectro-ménagers, dites-moi A& l'aide de cette carte combien
souvent se produisent les situations suivantes,

A PEU
REPETEZ VOS QUESTIONS SI ua:zssanus_, PRESQUE ASSEX  RARE- PRES

N

r——, "

e,

e

s

d TOGJOURS SOUVENT MNENT JAMALS
~-a) Est-ce qu'il arrive que le client <
souléve de lui-méme la question de

consommation d'@lectriCitd? eeevesseesse30=1 sses 2 ssee 3 eees |4 PASSEZ A -b)

- Dans les cas ol le client souléve
de lui-méme la question, dans combien
de cas est-ce di a la présence de
1'étiquette ENERGUIDE? saecscscsscssee3?=l soee 2 seee 3 oaee 4

-b) Quand le client ne souldve pas de lui-méme
la question de consommation d'énergie, vous

arrive-t-il de la soulever vous—meme? «e32-1 eeee 2 ceee 3 sses |4 PASSEZ A -c)

- Quand vous soulevez vous-méme la ques-
tion, le faites-vous en atgirant son
attention sur 1l'étiquette ENERGUIDE? ¢33=1 veee 2 soee 3 eaee 4

-c) 'Dans vos échanges avec les clients est-

) ce qu'il arrive que le nombre de KWH in-

diqué sur les appareils est comgaré d'un
gppareil 5 1'autre? esecasoscscccsseseaedd-l 4.4 2 eeee 3 eees 4

-d) Dans vos échanges avec les clients, est-
ce qu'il arrive qu'on parle des coiits en
texmes de $ ou de ¢, reliés 3 .la consom-

mation d'électricité de ces appareils? +35-1 sese 2 eese 3 seos |4 PASSEZ A Q.5

-e) Dans vos échanges avec les clients, est-

ce qu'il arrive qu'on parle de ce que . =
peut coliter un kilowattheuxe? seeeeeesss36=1 ceee 2 cese 3 uees |4 PASSEZ A ~f)

- Quel montant citez-vous comme étant le 37~

coiit de un KWH? INSCRIVEZ ¢ 38-

39-

. =£) Est-ce qu'il vous arrive de citer au 40-

client le montant par mois que peut coliter

1'électricité consommée par un Modele? e41=1 seee 2 ssee 3 eess |4 PASSEZ A ~h)

~g) Est-ce qu'il vous arrive de comparer les
colits mensuels d'électricité, d'un modéle
VErSUS UN AULYC? eesecvcescssccosacrseesssd2=1 seee 2 snee 3 eaee 4

~h) Est-ce qu'il vous arrive de citer au
client le montant calculé sur 10 ans, que

peut coliter 1'électricité@ consommée par -
un modéle? .l.-ll.lll.l..llt000;...-‘00.43-1 wees 2 cese 3 saee |4 PBSSBZAQQS

=i} Est-ce qu'il vous arrive de comparer les
colits de l'énergie calculds sur 10 ans,
d'un modéle VErsuS UN auUtre? eeesesssesedd=l seee 2 ceae 3 cess 4




5-a)

6.

7.

-b)

-c)

ETUDE MJ57-6

Connaissez-vous le livret "REPERTOIRE FNERGUIDE 1983", publié par Consommation et

Corporations Canada?
OUT sasnes 45-1

NON evesases |2 =b) PRESENTER LE LIVRET:

vu ce livret?
OouI

ceese 46-1

. * .
Vous souvenez-vous avoir dé&jd

PRESENTER LE LIVRET

Avez-vous en magasin ce livret?

OUI seease 47-1

NON sesesese |2 En avez-vous d&3jd eu ici au magasin?

OUI o¢eese 4B-1
NON senceseng
NE SAIT PAS

2 TERMINEZ

Avez~-vous déji personnellement consulté ce livret?

OUI seeees 49-1

NON l 2 _PASSER A IA 0.8-e) I

PRESENTER LA CARTE JAUNE

PRESQUE ASSEZ RARE-
TOUJOURS SOUVENT MENT JAMAIS

-

A PEU
PRES

Vous arrive-t-il d'utiliser ce livret
lors de vos échanges avec les clients?50-1 4ae6

Vous arrive-t-il de montrer 3 des

clients la page 4 de ce livret ol on

indique la méthode de calecul du coiit

de 1'éleCtricité? csssesscastssvannsessdl =l Lo,

Vous arrive-t-il de montrer & des

clients la page 6 du livret ol on

présente un tableau comparatif du

colit de 1'électricité sur une période

de 10 ansS? ecesosrvsvcssssessosevenseeed2=l oone

Vous arrive-t-il de montrer & des

clients la partie du livret ol on énu-

mére tous les modéles avec leur consom-

mation respective d'électricit®? seeee53=1 sees

Vous arrive-t-il de remettre ce livret
4 des gens qui viennent simplement
s'informer, sans acheter? .sncecascessedd=1 so0e

Vous arrive-t-il de remettre ce livret
3 des aCheteursS? escesesceccsscsacasessd5~1 oeqs

2

es e

esee

3

4 PASSEZ A LA 0.9




-5- ETUDE MJ57-6

9-a) Diriez-vous que pour vous personnellement en tant que vendeur ce livret vous esta..s

(LISEZ)
Trés Utile evecesss56i-1 =b) Comment vous est-il utile?

Assez utile ceeeeeces| 2 ] 57—
58—
59~

Pas trés utile sseees| 3 -c) Pourquoi ne vous est-il pas plus utile?

, Ou, Pas du tout utile? ..| 4 60-
| - : 61~
'; 62~
il .
I§ 11-a) Pour les clients qui viennent vous voir, diriez~vous que ce livret est... (LISEZ)
i
. Trés utile sesveese63{~1 -b) Comment est-il utile?
o ) 64~
- l Assez utile esevecarss] 2 65—
. : 66—
4 67~
1
3 { Pas trés utile ,seess| 3 -c) Pourquoi n'est-il pas plus utile?
i ’ 68~
' Ou, Pas du tout utile? ,.,| 4 69~
B 70-
§ R 71-
lI
(72/80)
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Consommation
et Corporations Canada

Consumer and
Corporate Affairs Canada

Consumer and Corporate
Affairs Canada needs information
on the behaviour of consumers shop-
ping for major household applian-
ces. We have asked Canadian Facts
to help us obtain this information
for a scientific sample of consum-
ers as well as a sample of sales-—
people in Canada.

You have been selected as part
of the sample of salespeople in
your area. In order to make the

‘research as accurate as possible,

" ma jor household appliances.

we need your assistance.

The survey questionnaire
contains a number of questions
about your experience of the beha-
viour of consumers shopping for new
The
answers you give are strictly
confidential and will be used for
statistical summaries only.

We think you will enjoy parti-.
cipating in the survey, and very
much appreciate your cooperation.

Reference: ‘
A. Johanson
Director
Strategic Policy Research
(819) 997-4242

Canadi

Consommation et Corporations Canada a
besoin de remseignements sur les comporte-—
ments des consommateurs qui veulent

acheter de gros appareils m€nagers. Pour

ce faire, nous avons eu recours aux

services de REalités Canadiennes pour nous
aider 3 obtenir les renseignements a
partir d'un échantillonnage scientifique
des consommateurs, de m€me qu'un
€chantillonnage des personnes pré&posées a

1la vente au Canada.

Vous avez &té choisi dans le cadre d'un
€chantillonnage des vendeurs de votre
région. Pour que les résultats de notre
recherche soient le plus précis possible,
nous avons besoin de vous.

Le questionnaire de l'enquéte comprend un
certain nombre de questions portant sur
votre expérience en ce qui a trait au com-
portement des consommateurs qui désirent
acheter de gros appareils ménagers neufs.
Vos réponses demeureront confidentielles
et ne serviront qu'ad effectuer des résumés
statistiques.

Nous croyons que vous aurez plaisir 3 par-
ticiper & notre enquéte et nous apprécions

grandement votre collaboration.

Renseignements: .
A. Johanson
Directeur
Direction de la recherche
stratégique
(819) 997-4242

CCA- 1484 (06-83)
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