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Executive Summary i Energy and CFLs

Bulb
Purchasing

Bulb Usage

Bulb Options

CFL Bulbs

AThe most important purchase factors include: brightness, longevity, price and energy i
all important to more than eight in ten. However, energy has decreased in importance
from 2010.

ALess important, but still considerations for the majority are: color quality, American-
made and dimmaubility.

A Similar to 2010 the majority have switched bulbs for increased energy efficiency this
year, but more switched for this reason in 2009.

AMore use incandescent bulbs than in the past, while CFL usage remains steady (close
to seven in ten).

ATotal LED stand-alone usage is low, one in eight report having them at home, but
usage has increased directionally from 2010 and 2009.

A Awareness of bulb options has remained stable over the past few years. Halogen
remains the most widely recognized but nearly seven in ten are familiar with CFLs.

AThe biggest concerns with CFLs include: price, amount of light, and mercury content i
concerns to at least one-quarter of consumers.

AConcerns about CFLs have remained steady over time.
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Executive Summary I Legislation

Awareness

Legislation

Specifics

Consumer
Adoption

Aln 2011 a majority of Americans reported awareness of the phase out for the first time.

AThose least likely to be aware include: Women, Americans age 18-34, consumers with
no college degree and lower incomes, and non-Caucasians.

AWhile more are aware of the elimination of 100 watt bulbs than in the past, awareness
Is still low T only around three in ten consumers.

ANearly half are aware that future legislation will continue to phase out traditional bulbs.

A Consumers continue to be most likely to switch to new technology bulbs once
traditional bulbs are phased out i half of consumers plan to do this, although more say
they may switch to lower wattage incandescent bulbs than in the past.

AThe majority report excitement about the phase out, but a sizable minority i at least
one-thirdi are worried.
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Executive Summary i Implications

Nine in ten consider brightness ITh? perc?_ntage of thf[)S%.‘,’[‘.’ho |
of the bulb and the price of the P ag I% cog 't”“e.tusr‘]”;g r? iHona:
bulb important, yet some of the uios, fu S"r‘]" ¢ h e owerr]
biggest concerns with CFLs are wattage aiter the phase out, has
S e S aran i ok increased to almost one-third of
P R EEE 9 consumers.
Communication will need to dgomm#nlg_atlons should
address concerns about the ol %sglt:Le |gé;esthconcerns
light CFLs produce and cost- ’ Vg'tt Ibs ﬁ)n LTI
effectiveness to drive CFL raditional bulbs to encourage
adoption after the phase out. the adoption t;)flgnergy-efflment
ulbs.

For the first time, a slight
majority of Americans report

The strong majority of adult
Americans are involved in bulb-
purchasing decisions at home.

Communications should aim to
reach all Americans, as lighting
decisions span age, gender,
and other demographics.

knowledge of the traditional bulb
phase out. However, many are
still unaware or do not know
specifics of the phase out.

Communications that address
the specifics will better prepare
Consumer Americans for the phase out
: and future phase out of
Adoption of g

traditional bulbs, and prep them

Ene rgy- to adopt CFL bulbs.
Efficient Bulbs
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Methodology

2011 2010 2009 2008
Landline and cell Landline and cell
METHQOD: phone telephone phone telephone Landline telephone survey
survey survey
DATA October 13- 17, November 20- November 6-10, November 14-17,
COLLECTION: 2011 December 1, 2010 2009 2008
. 303 interviews 309 interviews : : : :
SAMPLE SIZE: total (including 76 total (including 77 302 interviews 301 interviews
: : total total
via cell phone) via cell phone)
SAMPLE: A random sample of American adults obtained through random digit dialing
Estimated margin of error is calculated at the 95% confidence level for proportions
MARGIN OF near 50%.
ERROR: +5.6% for the +5.6% for the +5.7% for the +5.7% for the
entire sample entire sample entire sample entire sample
O Indicates statistically significant differences at the 95% confidence level OSRAM
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Nearly nine in ten Americans report that they are involved in light
bulb purchases at home.

Q2. When it comes to decisions about light bulb purchases within your household, would you say:

You are not
involved in the
decisions

3% Most likely to say they are uninvolved:
‘ Avrounger consumers, age 18-34 (27%) vs. Older
consumers, age 35-54 (12%) and age 55+ (7%)
ANon-Caucasians (23%) vs. Caucasians (9%)
Arhose unaware of the 2014 phase out (20%) vs.
Those who are aware (7%)
Arhose unaware of the 100 watt elimination (15%) vs.
Those who are aware (7%)
Ahose unaware of the future phase out (18%) vs.
Those who are aware (6%)

You are a
participant and
involved in the

decisions
45% You are the sole

decision-maker
42%

OSRAM
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Similar to 2010, fewer consumers switched bulbs for increased energy

efficiency this year than in 2009. But, it remains an important switching
driver for two-thirds of Americans.

Q3. Please tell me if you have changed or switched out a light bulb for any of the following reasons within the last year:

Lo
(49

62%g09% 62%

42%400,A3%0
40%°" o, 0
25%
It burned out or More energy More or less light Better quality light
broke efficiency color

m2011 =2010 2009 2008
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Over half of consumers consider longevity, energy, brightness and

American-made very important qualities in bulbs they purchase.

Q4.1 6m going to read you a |list of various properties of lasegdllt bul b
me how important each of these is to you personally when you choose a light bulb.

2011

Net:
More Important Considerations Important
The total amount of time the bulb will last A 89%
: 24%
The amount of energy the light bulb uses 81%
. . 39%
The brightness of the light the bulb produces 92%
0,
If the bulb was made in America 20% 73%

B Unimportant (NET) ®Very Important ® Somewhat Important

OSRAM
Base: 2011 N=303 SYLVANIA



www.sylvania.com/socketsurvey

Ranked as very important less often, but still considerations for

many are: price, color quality and dimmability of the bulb.

Q4.1 6m going to read you a |ist of wvarious properties of ladsetdllt bul b
me how important each of these is to you personally when you choose a light bulb.

2011 Net:
More Important Considerations Important
The price of the light bulb 43% 88%
The color quality of the light the bulb A0% 29%
produces
If the bulb can be dimmed, so you can
control the brightness of the light 60%

coming from the bulb

® Unimportant (NET) ®Very Important ™ Somewhat Important
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Brightness, the amount of time bulbs last and price continue to be

most important to consumers, but energy has decreased in

Importance.

Q4.1 6m going to read you a

| i st

of wvarious

properties

of |asegdlilt

me how important each of these is to you personally when you choose a light bulb.

The brightness of the light the bulb produces

The total amount of time the bulb will last

The price of the light bulb

The amount of energy the light bulb uses

The color quality of the light the bulb produces

If the bulb was made in America

If the bulb can be dimmed, so you can control
the brightness of light coming from the bulb

Base: 2008 N=301; 2009 N=302; 2010 N=309; 2011 N=303

2011
2010
2009
2008

2011
2010
2009

2010
2009
2008

2011
2010
2009
2008

2011
2010
2009
2008

2011
2011

2010
2009

bul b

Net: Important

% 39% 92%
494 37% 91%
% 38% 95%
30/0 35% 93%
619 28% 89%
3940 30% 88%
6694 26% 92%
4504 C43%> 88%
2150/ 4 87%
% 35% 87%
409 43% 83%
% % 81%
% Q50/
62% 9%
004 32%
o : L4090 79%
270 /0 5%
44% 30% 75%
0/ 40% 72%
0 20% 73%
304 32% 60%
494 29% 53%
04 36% 58%
®Very important Somewhat important OSRAM
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The majority of consumers have evaluated lighting within the past year.

Those aware of bulb legislation are most likely to have evaluated options
within the past six months.

Q14. Sometimes people review and evaluate certain things in their homes, such as the lighting and light bulbs they use. Thinking about
you personally, when was the last time you thought about and evaluated the types of lighting and light bulbs you use?.

Less than 6 months ago 40%

Within one
year: 60%
At least 6 months ago but less than a

year ago

At least a year ago but less than

Most likely to have evaluated options
three years ago

within 6 months:
Arhose aware of the 2014 phase out (48%)
vs. Those unaware (31%)

Arhose aware of the 100 watt elimination
(52%) vs. Those unaware (36%)
Arhose aware of the future phase out (48%)

vs. Those unaware (34%)

3 or more years ago

Have not evaluated lighting options 20%

OSRAM
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Awareness of bulb options has remained stable over the past few years.

Halogen remains the most widely recognized but nearly seven in ten are
familiar with CFLs.

Q5. Iam now going to read you a list of different types of light bulbs. For each one please tell me if you have definitely heard of this type
of light bulb, might have heard of it or if you have not heard of this type of light bulb.

Heard of this type of bulb?
Have heard of

86% in 2010

Halogen light bulbs :
87% in 2009

81% in 2010

LED light bulbs '
76% in 2009

68% in 2010
72% in 2009
69% in 2008

Compact fluorescent light bulbs, or CFLs

m Have heard of May have heard

Most like to have heard of CFLs:
AViales (74%) vs. Females (63%)
Arhose with a college degree (76%) vs. No degree (63%)
Adave evaluated lighting within one year (72%) vs. Have
never evaluated lighting (44%) SYL?/?I%‘M
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More use incandescent bulbs than in the past, while CFL usage

remains steady around seven in ten.

Q6. Next , I have some questions about the lighting you hahttbulbsthatyour
are available. For each one please tell me if you have this type of bulb in your home.

% Yes

81%

0
68% 20 T1% ggyp

Incandescent light bulbs Compact fluorescent Halogen light bulbs LED light bulbs
light bulbs
W 2011 W2010 ®2009 * 2008 OSRAM
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Total LED stand-alone usage is low, one in eight report having them

at home, but there continues to be a directional increase over time.

Q7. Are the LED light bulbs in your home being used like traditional light bulbs placed in sockets or are they part of electronics you have in
your home, or both?

Multiple Responses Accepted

Total reported LED ol _
ownership Electronics
0
2909 48%
Sockets Total ownership of
That 29% (N=89) of —_— A4 stand-alone LEDs
consumers have LEDs in: 0 139
Holiday Lights 20/4 in ggég
% in
40%
S ——
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The biggest concerns with CFLs include price, amount of light, and

mercury content i these are concerns to at least one-quarter of

consumers.

Q8. Which one of the following would be your biggest concern about purchasing compact fluorescent light bulbs for your home?

The price of compact fluorescent
bulbs

The amount of light produced by
compact fluorescent bulbs

The mercury contained in
compact fluorescent bulbs

The color of the light produced by
compact fluorescent bulbs

The shape of compact fluorescent
bulbs

None

Base: 2011 N=303

Biggest Concern

-
l3%

m-

26%

25%

Who is most concerned about price?
Avounger consumers, age 18-54, (39%) vs.
Older consumers age 55+ (19%)
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Concerns about CFLs have remained steady over time. Price, light

and mercury are continual concerns for 20% to 30% of consumers.

Q8. Which one of the following would be your biggest concern about purchasing compact fluorescent light bulbs for your home?

Biggest Concern

_ 30%
The price of compact fluorescent 27%

bulbs 31%
26%
. 26%
The amount of light produced by 25%
compact fluorescent bulbs 21%
23%
25%
The mercury contained in compact 21%
fluorescent bulbs 27%
26%
The color of the light produced by
compact fluorescent bulbs 9%
12%
The shape of compact fluorescent 6%
bulbs 5%
@ m2011 =2010 2009 2008
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Awareness of the phase out has increased steadily over time. In

2011 a majority of Americans reported awareness for the first time.

Q9. In 2007 Congress passed legislation that will eliminate most traditional incandescent light bulbs by 2014. Before today were you aware
of this legislation?

Aware of
elimination

Not aware of
elimination

2011 2010 2009 2008

OSRAM
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Those least likely to be aware include: Women, Those aged 18-34,

Consumers with no college degree and lower incomes, and

Non-Caucasians.

Q9. In 2007 Congress passed legislation that will eliminate most traditional incandescent light bulbs by 2014. Before today were you aware

of this legislation?

Aware of Legislation

49%
¥
WS

Base: 2011 N=303

68%
.58% @
47%
I 41% 39%
7% I
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More are aware of the 100 watt elimination than in the past, but

overall awareness of legislation specifics is low.

Q10. As part of the legislation, traditional 100 watt light bulbs will NO LONGER BE MADE after January 1, 2012. Before today, were you
aware that 100 watt light bulbs will be eliminated by 2012?

Aware of 100

watt elimination Who is aware of the eliminaton?

A Those involved in household bulb purchases
(31%) vs. Those not involved (16%)

A Older consumers, age 35-54 (32%) and age 55+

(34%) vs. Younger consumers, age 18-34 (11%)

A College degree-holders (39% vs. Those with no
degree (23%)

A Those who have heard of CFLs (35%) vs. Those

who have not (14%)

A Those who have evaluated lighting within one

year (31%) vs. Those who have never evaluated
options (18%)

Not aware of
100 watt
elimination

2011 2010 2009
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Nearly half are aware that future legislation will continue to phase

out traditional bulbs.

Q12. As part of FUTURE legislation, additional traditional watt light bulbs will being to be PHASED OUT over the next few years
and NO LONGER BE MADE. Before today, were you aware of this PHASE OUT PROGRAM of traditional watt light bulbs?

Most likely to be aware of the phase out:
Aven (51%) vs. Women (39%)
Arhose involved in household bulb purchases (48%) vs.
Those not involved (21%)
AConsumers who have heard of CFLs (53%) vs. Those
Not aware who have not (22%)
55% Arhose who already have CFLs in their home (51%) vs.
Those who do not (29%)
Arhose aware of the 100 watt elimination (89%) vs.
Those unaware (27%)
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Consumers continue to be most likely to switch to new technology bulbs

once traditional bulbs are phased out, although more say they may switch
to lower wattage incandescent bulbs.

Q11. When traditional 100 watt light bulbs are eliminated, which ONE of the following are you most likely to do?

Switch to new technology light
bulbs, such as CFLs, LEDs or
halogen light bulbs

60%

Keep using traditional light bulbs
but switch to lower wattage bulbs,
like 75 watt

Most likely to continue using lower wattage
16% / traditional bulbs:

AConsumers who do not have CFLs in their

13% home currently (42%) vs. Those who do (25%)
Buy a lot of 100 watt light bulbs Arhose who are worried about the phase-out
while they are still produced and 13% ,8]'(49%) vs. those who are excited (18%)
: : hose who have never evaluated lighting
continue using them 13% options (40%) vs. Those who have evaluated
within the last year
m2011 ®2010 =2009 OSRAM
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The majority report excitement about the phase out, but a sizable

minority T one-third 7 are worried.

Q13. As most traditional incandescent light bulbs are phased out, Americans may need to start using other types of light bulbs. | 6 m
going to read you two statements. Please tell me which one comes closer to how you feel about the phase out of incandescent bulbs.

N Oaxcited about the phase
out because Americans will use
more energy efficient light bulbs 0

ﬁ oworried about the phase
out because | prefer using
traditional light bulbs (3)

2011 2010

OSRAM
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Younger consumers, Non-Caucasians, and those who already have

CFLs at home are most excited about the phase out.

Q13. As most traditional incandescent light bulbs are phased out, Americans may need to start using other types of light bulbs. 16 m
going to read you two statements. Please tell me which one comes closer to how you feel about the phase out of incandescent
bulbs.

fj dexcited about the phase
ut because Americans will use

more energy efficient light bulbs ~

O

oworried about the phase
out because | prefer using
traditional light bulbs C)

& 3 X Q Q S <
q,fb qafo & D o4 QY &
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Respondent Attributes

Age 2011 2010 2009 2008 | Income 2011 2010 2009 2008
18to0 24 10% 13% 12% 3% Under $20,000 12% 14% 8% 8%

25t0 34 9% 14% 19% 8% $20,000 to less than $30,000 10% 11% 10% 9%

35t0 44 12% 15% 22% 14% | $30,000 to less than $40,000 10% 8% 11% 11%
45t0 54 27% 23% 17% 21% | $40,000 to less than $50,000 13% 11% 16% 7%

55 to 64 23% 18% 11% 23% | $50,000 to less than $75,000 14% 15% 16% 15%
65t0 74 11% 11% 14% 17% | $75,000 to less than $100,000 10% 15% 12% 12%
75+ 9% 6% 6% 16% | $100,000 to less than $150,000 10% 7% 9% 10%
Education $150,000 or more 8% 4% 6% 7%

No schooling - - - - Dondét know/ Ref usd3% 16% 12% 20%
8t grade or less 1% 1% 1% * Location

Some high school 4% 5% 5% 4% Urban 27% 26% 28% 23%
Completed high school 28% 33% 22% 26% | Suburban 55% 56% 53% 54%
Vocational school/trade school 3% 7% 6% 4% Rural 18% 19% 18% 23%
Some university/college 25% 18% 27% 22% | Ethnicity

Completed university/college 25% 21% 26% 22% | White 78% 76% 72% 83%
Postgraduate degree 13% 15% 14% 20% Black or African American 11% 9% 12% 7%

Dondt know/ Ref uselto 1% - 2% Hispanic 5% 8% 9% 3%

Region American Indian or Alaskan Native 1% * 1% 1%

Northeast n/a 18% 19% 20% | Asian 1% 2% 2% 1%

Midwest n/a 28% 23% 24% N?gl\;iija”an or other Pacific * n/a * n/a

South n/a 33% 36% 31% | Other 1% 1% * 2%

West n/a 21% 23% 25% Dondét know/ Ref us edto 3% 4% 3%

Last Evaluated Lighting Gender

Less than six months ago 40% 34% - - Male 48% 48% 48% 48%
At least six months ago but less 20% 17% i i Female 5206 5206 5206 5206

than one year
At least one year but less than
three years ago

Three or more years 8% 9% - -
Have not evaluated 20% 25% - - OSRAM ‘ ID
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