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Research
background.

There is currently a very broad range of

packaging styles for light bulbs in Australia
and New Zealand, and all display a variety
of information, much of which is unlikely to
help consumers make comparisons on the

most energy efficient choice for their home.

The overarching purpose of this study is to
determine whether a consistent label on
light bulb packaging would assist
consumers in purchasing the most efficient
and appropriate light bulb for their
application. Or, alternatively, if product
marking requirements (with specific
information, but without specifying the
design) on packaging would be just as
effective as a standardised label.
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Specific Objectives
for Phase One:

What role labelling, specifically,
currently plays in the purchase
decision

The ease with which
Information is identified on light
bulb packaging.

Whether labelling information
IS likely to encourage shoppers
to purchase energy efficient
light bulbs over standard bulbs.

6 colmar brunton
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Methodology.

Stage one

Create a shared
vision for the
research, engaging
all relevant
decision-makers in
the process.
Confirm the
research
objectives,
research design,
research timings
and project team.

Phase two
Contextual scan

Review the recent
CHOICE and
I-View research on
factors which
influence lighting
purchasing
decisions, and
current light bulb
labelling advice for
shoppers in
Australia and
internationally for
shoppers. The
findings from this
stage will inform
the qualitative
discussion guide

and the final report.

The Quantitative phase of research was conducted
between 7th November & 15th November 2016.

Phase three
Quantitative survey

Design an online
survey with n=800,
nat rep across NZ
and AU, and
prepare a short
report on the
consumer appetite
for labelling
recommending
whether to move to
stage two.

We are here.

Stage two

Qualitative
research in
Melbourne, Sydney
and Auckland. In
total we will run
either 6 or 12
gualitative
discussion groups,
and 6 paired in-
depth shopper
experience
interviews.

Phase five
Analysis and
reporting

Analysing the
findings from the
qualitative research
and bringing these
together with the
reflections from the
contextual scan
into a full draft and
final report
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Who we spoke
to...

Quotas were set on age,
gender and location.

Male

Female

>34 years

35 -54 years

55 + years

Location Splits

NSW n=120
VIC n=100
QLD n=80

SA/NT n=35
WA n=45
TAS n=10

ACT n=10

Achieved
N=414

n=200

n=213

North Island n=300 n=292
Metro North Island n=200 n=191
South Island n=100 n=122

Metro South Island n=75 n=76
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Key Findings.

What role do labels play in the purchase decision?

<» Qver nine in ten Australian and New Zealand consumers consider purchasing energy efficiency globes to be important to them,
sentiments are stronger in Australia than New Zealand. While three quarters of consumers consider themselves to be well informed

about the range of light bulb options available. The decision making process in store is very short suggesting not all factors are taken
into account.

Among both Australians and New Zealanders, cost efficiency, necessity for a particular light fitting and habit are the most common

factors in purchase decisions. Energy efficiency is a main priority when considering CFL and LED bulbs, as well as LED
downlights.

Overall, Australians are more likely than New Zealanders to replace their light bulbs twice per year or more. The divide is most
pronounced for incandescent decorative bulbs, which are changed substantially more often by Australians. The most frequently

replaced across both countries are traditional and candle/fancy round incandescent bulbs, while the least often replaced are the
LED and linear fluorescent tube bulbs.

Participants judge value for money relatively consistently, regardless of country. This is perceived to be best in LED bulbs and
linear fluorescent tubes in accordance with their low rate of bulb change. New Zealanders, however, predominantly see traditional
incandescent GLS bulbs to be cost efficient despite reporting them to be the most commonly replaced. On the other hand,
incandescent decorative lights and halogen downlights are seen as providing poor value for money by many participants.

Given hypothetical price points for a variety of bulbs, participants indicate that they would be most likely to purchase traditional
incandescent GLS bulbs (priced at $1 each) and halogen bulbs (priced at $3 each). Conversely, fewer are willing to buy LED
bulbs or downlights (priced at $10 each). It would be useful in the qualitative research to further explore the price thresholds at
which specific types of bulbs become too expensive.

" »+ colmar brunton.
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Key Findings.

Is labelling information likely to encourage shoppers to purchase energy efficient light bulbs over standard bulbs?

In purchasing a replacement light bulb, the most prominent deciding factors across both groups are price, familiarity, and quality.
Nine in ten Australians consider it to be important for light bulb packaging to communicate the power (W), the light omitted and the
expected lifespan of the light bulb (88%, 86% and 85% respectively). Four fifths of Australians also considered it important for the
energy efficiency and claimed incandescent equivalence to be printed on packaging (81% and 80% respectively). Three quarters
would also like to see the estimated annual electricity cost reflected on packaging (76%).

Australians and New Zealanders show variation in the types of bulbs they intend to install when another needs replacement. More
Australian than New Zealand respondents indicate that they would choose CFL bulbs and halogen bulbs, while New Zealanders
show a preference for traditional incandescent and LED bulbs. Perhaps a reflection of the market, Candle/fancy round/decorative

incandescent bulbs and halogen downlights are not often desired as replacements, but are still more popular among Australians
than New Zealanders.

When considering how important certain types of information are on light bulb packaging, energy consumption of the globe, the light
output and the expected lifespan of the globe are the most important inclusions across by New Zealand and Australia. While having a
dimming feature and compatibility is less important for purchasers in either country.

The ease with which information is identified on light bulb packaging

<> When testing the labels for clear communication of energy efficiency we find that preference is mixed. Label B is preferred by three in
ten, however a quarter prefer Label D and a fifth prefer Label C. When reflecting on behaviour a high proportion believe most of the

Labels would influence their behaviour, however only two thirds feel this way about the most technical design of Label E. See page 80
for an introduction to each label tested.

<> When testing the labels for clear communication of energy saving AND cost saving we find that the majority prefer label D ‘Lighting

Facts’, three quarters of both Australians and New Zealanders believe this label would influence their decision to purchase a light
bulb.

. »+ colmar brunton.
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Purchase
Behaviour.
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Energy Efficiency Is of high
importance to Australian L e
and New Zealand e e
consumers.

Lower than
NZ
Higher than v
ANz
AUS (n=436) 19% ()
NZ (n=414) 29%
m Extremely important =Very important Quite important = Not very important ® Not at all important
A Significantly HIGHER compared v Significantly LOWER compared
to total at 95% confidence. to total at 95% confidence.
Q1. How important is it to you that your light bulbs are energy efficient? _
1 v+ colmar brunton.
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The majority of AUS and NZ Consunirs cuttntly purchasivg orey
consumers feel well informed effciont ightbulb less requently
about the light bulb options

avallable.

AUS (n=436)

NZ (n=414)

m Extremely well informed = Very well informed  Quite well informed = Not very well informed m Not at all well informed

A Significantly HIGHER compared v Significantly LOWER compared
to total at 95% confidence. to total at 95% confidence.

Q2. How well informed do you feel about the light bulb options available to you?

5 »+ colmar brunton.

Base: All respondents



On the W"]()Ie’ Australian and Three fifths of both Australian and New

Zealand consumers consider the process of
. choosing a light bulb to be at least quite
New Zealand consumers find the etz and s )
2 1 1 While one in six New Zealand consumers
I Ig ht p U rC q aSI n g p rOceSS q u Ite find the process to be at least quite difficult
and one fifth of Australian consumers feel
e asy_ the same (21%)

AUS (n=436) 16% 32% 23% 19%
NZ (n=414) 14% 38% 23% 14% Yo
m Extremely easy Very easy Quite easy Neither easy nor difficult Quite difficult = Very difficult  mExtremely difficult

A Significantly HIGHER compared v Significantly LOWER compared
to total at 95% confidence. to total at 95% confidence.

Q8 How easy or difficult do you find the process of choosing a light bulb?

16 colmar brunton
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A third of AUS consumers take
u n d e r tWO m I n Utes tO C h Oose Australian consumers take more time
their light bulbs. G e

Lower than

V Nz

AUS (n=436)

NZ (n=414)

E Less than one minute

= One to under two minutes ~ Two to under three minutes

“ Three to under five minutes = Don't know

= More than five minutes

A Significantly HIGHER compared v Significantly LOWER compared
to total at 95% confidence. to total at 95% confidence.

Q9.Generally speaking, how much time would you spend reviewing the options and choosing a
17 light bulb?

7+ colmar brunton.
Base: All respondents



Many Australians and New Zealanders research the

type of light bu

b they are going to purchase before

they leave the house, however two fifths conduct no
research at all prior to heading to the store.

AUS (n=436)

A Significantly HIGHER compared v Significantly LOWER compared
to total at 95% confidence. to total at 95% confidence.

E Yes, Always

mNo

NZ (n=414)

m Yes, Always

Yes, Sometimes

Yes, Sometimes
mNo

VW Total Base
Infrequent light bulb
consumers are significantly
less likely to conduct any
research before leaving the
house

Q10 Do you seek out information/conduct research on the type of light bulb you need before you

18 leave home?

Base: All respondents
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Purchasing

Information &
Importance.
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Information displayed
on the packaging is
key for the purchasing
decision.

A fifth of purchasers seek advice
from staff as they make their
purchase.

Australians and New Zealanders
use similar information to make
their light bulb purchases.

A Significantly HIGHER compared v Significantly LOWER compared
to total at 95% confidence. to total at 95% confidence.

7%
Information on the packaging

79%

20%

Assistance from staff

17%

14%

Other printed/marketing material
at the store

15%

mNZ (n=414)
12%

| =
None of these AUS (n=436)

Q11 What information do you base your purchasing decision on?

20
Base: All respondents

colmar brunton



Price

Energy efficiency and

73%
74%

price are the key T s I
att”bUteS th at b“égf(;”jgg)ers e _42%

purchasers believe to
Influence their Lumens (brghtness)

44%
9%

- L} 24%
decision. e [
22%
24%
Colour temperature -
1%
Energy efficiency is significantly more important Brand -6%
to consumers who always buy energy efficient 20%
light bulbs, while in New Zealand specifically et 6%
price is the most important driver in light bulb besignistyle 19%

choice for those who sometimes consider this
option. Colour rendering (CRI) r B NZ (n=414) mAUS (n=436)
1%
Other
2%
0%
A Significantly HIGHER compared v Significantly LOWER compared None of these
to total at 95% confidence. to total at 95% confidence. I 1%

Q12 Which of the following, if any, is important to you when choosing a light bulb?
21 Base: All respondents colmar brunton
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D a4 WV To AUS ®

CFL (Compact Florescent Light)

Australian consumers
buy a wider range of
globes compared to

New Zealand.

33%

21%

31%  AToNZ

CFLs are the most commonly purchased light LED downlight
bulbs in Australia and New Zealand. However

Traditional Incandescent GLS remaining popular

with two fifths of New Zealanders. LED light bulb

29% AToNZ:

29%

26%

Australians are significantly more likely to

purchase halogen light bulbs, LED downlights,

linear fluorescent tubes and decorative Linear fluorescent tube
incandescent globes than consumers in New
Zealand. As traditional incandescents remain on
the market in NZ, demand for halogen light bulbs
Is low as the product is not readily available.

14%

9%

Halogen downlight
21%

Incandescent: decorative
10% A To NZ:

42%

- o Traditional incandescent GLS
A Significantly HIGHER compared v Significantly LOWER compared

to total at 95% confidence. to total at 95% confidence.

Not Available in B NZ (n=414)
AUS m AUS (n=436)

23 Q13. Which of the following types of light bulbs do you buy for use in your home? colmar brunton
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Specific light fitting
requirements are the
MOoSt common reason
New Zealanders
purchase incandescent
GLS.

Two fifths of New Zealanders purchase
traditional incandescent GLS out of habit, as it is
what they have always bought (41%).

One quarter make this choice because they are
the cheapest option available (24%) and one in
ten have never considered switching globe type
(11%).

A Significantly HIGHER compared v Significantly LOWER compared
to total at 95% confidence. to total at 95% confidence.

(_,

L4

| = a

-

It's what I've always bought for the specific
light fitting

Cheapest option

I've never thought to change the type of bulb

It the most cost effective light bulb option

It's the only option for the fitting | need i.e.
bayonet, screw

It is the most efficient option

It's the best quality light bulb available

It's the only option for my dimmable lights

I've never considered buying another type of
bulb

Other

B NZ (n=150)

Not Available in
2% AUS

1%

25 Q14. Why do you buy Traditional incandescent GLS?
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Incandescent:
candle/fancy round.

The reasons for purchasing
Incandescent candle or fancy
round bulbs focus on habit and
the specific lighting need.

Findings are similar for
purchasers in Australia and New
Zealand.

It's what I've always bought for the specific
light fitting

It's the only option for the fitting | need i.e.
bayonet, screw

0,
I've never thought to change the type of bulb l
: 5%
Cheapest option
6%

It's the only option for my dimmable lights l

. - _ %
It is the most efficient option - - AToNZ

- . 0%
It's the best quality light bulb available . 2% A ToNZ

5% mNZ (n=58)

It the most cost effective light bulb option
3% B AUS (n=126)

I've never considered buying another type of 0%

bulb . 30 M ToNZ
Significantly HIGHER compared Significantly LOWER compared
A to total at 95% confidence. v to total at 95% confidence. Other 10%
5%
26 Q14. Why do you buy Incandescent: candle/fancy round? COlmar brun‘ton



Incandescent:
decorative Lights.

4

It's the only option for the fitting | need i.e.
bayonet, screw

31%

It's what I've always bought for the specific

New Zealand purchasers primarily buy light fitting 34%
decorative incandescent bulbs out of necessity
for a specific fitting (31%), while habit is the most It the most cost effective light bulb option 0%
common reason among Australians (34%).
. . . I've never thought to change the type of bulb
Habit is the second most cited motivator for New g J P 10%
Zealanders at one-quarter (25%). Similarly, one- s the best auality liaht bulb available
. . uall | u val
fifth of Australians buy these bulbs out of Auatiy g 0%
neceSSity (20%)- I've never considered buying another type of
bulb 0%
Cheapest option 0%
p p . 2%
0% =
It's the only option for my dimmable lights ’ "NZ (n=16)
B 2% m AUS (n=41)
. . . 0%
It is the most efficient option
0%
Significantly HIGHER d Significantly LOWER d 13%
A Sty HoHER o Sy LoweR o o [
27 Q14. Why do you buy Incandescent: Incandescent: decorative Lights? colmar brunton



CFL (Compact
Florescent Lights).

Cost-effectiveness is a primary motivator in both
countries, with one-fifth of Australians and one-
guarter of New Zealanders citing this as a reason for
purchasing CFL bulbs (21% and 26% respectively).

One-fifth of Australians and slightly under one-quarter
of New Zealanders indicated that they bought these
out of habit. Efficiency was also a reason for
approximately one-fifth of both groups.

A Significantly HIGHER compared v Significantly LOWER compared

to total at 95% confidence. to total at 95% confidence.

It the most cost effective light bulb option

It's what I've always bought for the specific
light fitting

It is the most efficient option

I've never thought to change the type of bulb

Cheapest option

It's the only option for the fitting | need i.e.
bayonet, screw

I've never considered buying another type of
bulb

It's the best quality light bulb available

It's the only option for my dimmable lights

Other

26%

23%
0%
9%

21%

9%
9%
9% A To AUS

mNZ (n=159)

L 2% = AUS (n=199)

28

Q14. Why do you buy Incandescent: CFL (Compact Florescent Lights)?
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Halogen light bulbs.

The most common reason for buying halogen
bulbs among one-quarter of Australian and one-
third of New Zealand purchasers was habit (26%
and 32% respectively).

Efficiency was the next most common reason as
selected by one-seventh of both groups (14%
each).

It is important to note that, when considering
Halogen bulbs, purchasers are half as likely to
choose the most efficient option, as they are to
follow habit.

A Significantly HIGHER compared v Significantly LOWER compared
to total at 95% confidence.

to total at 95% confidence.

It's what I've always bought for the specific
light fitting

It is the most efficient option

It the most cost effective light bulb option

It's the only option for the fitting | need i.e.
bayonet, screw

I've never considered buying another type of
bulb

Cheapest option

It's the best quality light bulb available

I've never thought to change the type of bulb

It's the only option for my dimmable lights

Other

14%
14%
13%
11%
11%
13%

8%

6%
8%
6%
5%

90, M ToNZ

0%

B Ao

8% mNZ (ﬂ:79)
m AUS (n=121)

Q14. Why do you buy Halogen light bulbs?

colmar brunton



Halogen Downlights.

Once again, most purchasers of halogen
downlights reported doing so out of habit, as
reported by two-fifths of New Zealanders (43%)
and one-third of Australians (33%).

Slightly under one-fifth of both Australian and
New Zealand respondents did not know of

another option except halogen downlights for
their light fixture (19% and 18% respectively).

]

It's what I've always bought for the specific
light fitting

It's the only option for the fitting | need i.e.
bayonet, screw

It the most cost effective light bulb option

I've never considered buying another type of
bulb

I've never thought to change the type of bulb

It is the most efficient option

It's the only option for my dimmable lights

mNZ (n=75)
Cheapest option B AUS (n=87)
It's the best quality light bulb available
1%
Significantly HIGHER compared Significantly LOWER compared
A to total at 95% confidence. v to total at 95% confidence. Other ' 9%
30 Q14. Why do you buy Halogen downlights? colmar brun‘ton



LED light bulbs.

Over one-third of New Zealanders
and two-fifths of Australians
purchased LED bulbs because they
were the most efficient option (36%
and 41% respectively).

The next most common reason for
Australians was cost-effectiveness at
one-fifth (22%). Fewer New
Zealanders cited this (14%).

Habit was a motivator for substantially
more New Zealanders at one-sixth,
compared to one-twelfth of
Australians (17% compared to 6%).

A Significantly HIGHER compared v Significantly LOWER compared
to total at 95% confidence. to total at 95% confidence.

. . . 36%
It is the most efficient option
41%

It's what I've always bought for
the specific light fitting

It the most cost effective light
bulb option

It's the best quality light bulb
available

It's the only option for the fitting |
need i.e. bayonet, screw

It's the only option for my
dimmable lights

I've never considered buying
another type of bulb

m NZ (n=109)
mAUS (n=102)

I've never thought to change the %
type of bulb 3%

0%
Cheapest option . A ToNz
. -

3%

31 Q14. Why do you buy LED light bulbs?

colmar brunton



LED downlights. ‘

It's what I've always bought for the specific 30%

light fitting

23%
_ ) _ _ o It the most cost effective light bulb option ’

When purchasing LED downlights, Australians cited efficiency

reasons more often than New Zealanders, and vice-versa for

habit and cost-effectiveness.

It is the most efficient option
28%

For three-tenths of New Zealanders and one-quarter of
Australians, habit was a primary motivator (30% and 24%
respectively). Economical reasons were also more prevalent
among New Zealanders at one-quarter, compared to
Australians at one-fifth (23% compared to 18%).

It's the best quality light bulb available

It's the only option for the fitting | need i.e.
bayonet, screw

Efficiency was a priority for over a quarter of Australian It's the only option for my dimmable lights
purchasers, while the same was true of one-fifth of New . .
Zealanders (28% and 21% respectively). I've never considered buying another type of

bulb

I've never thought to change the type of bulb

Cheapest option

A Significantly HIGHER compared v Significantly LOWER compared 9% A To AUS
to total at 95% confidence. to total at 95% confidence. Other 301
0
mNZ (n=87) mAUS (n=120)

32 Q14. Why do you buy LED downlights? colmar brunton



Linear fluorescent
tube lights.

Australians and New Zealanders cited similar
reasons for buying linear fluorescent tube lights,
with habit and necessity being the most common of
these.

Approximately one-fifth each of Australian and New
Zealand purchasers indicated that they did so out
of habit (41% and 38% respectively).

Slightly fewer, at around one-quarter each,
believed it was the only option for their fitting (25%
for Australians and 23% for New Zealanders)

A Significantly HIGHER compared v Significantly LOWER compared
to total at 95% confidence.

to total at 95% confidence.

It's what I've always bought for the specific
light fitting

It's the only option for the fitting | need i.e.
bayonet, screw

I've never thought to change the type of bulb

Cheapest option

It is the most efficient option

It's the only option for my dimmable lights

It the most cost effective light bulb option

I've never considered buying another type of
bulb

Other

25%
23%

14%

4%

4%

7%
2%
1%

0%
7%

0%

B s

6%

0,
11% m NZ (n=56)

m AUS (n=97)

Q14. Why do you buy Linear fluorescent tube Lights?

colmar brunton
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Traditional
Incandescent GLS.

19%

15%

14%
13%

5%

At least once Once every Once every Twice ayear Once a year

per month 2-3 months 3-6 months

mNZ (n=150)

Q15. Generally speaking, how often do you need to replace Traditional incandescent GLS?

36
Base: All respondents

Overall, a fifth of New Zealanders replace their
traditional incandescent GLS bulbs every 3 months or
more often.

Half replace their incandescent globes at least twice a
year (47%).

One-fifth replaced them once per year (19%), while
one-sixth did so every 2-3 years (17%).

17%

I i

Every 2-3
years

15%

Don't know

Less often

Not Available in AUS

colmar brunton



Two-fifths of Australians change their candle/fancy
round bulbs twice per year or more often (41%).

I nCandescent Slightly less than half report doing so once per year or
candle/fancy round.  =s¢™

New Zealanders’ responses reflected slightly less
frequent changes, with under one-third changing their
bulbs twice a year or more and more than half doing
S0 once a year or less (29% and 55% respectively).

24%

At least once Once every Once every Twice ayear Once ayear Every 2-3 Less often Don't know
per month 2-3 months 3-6 months years

mAUS (n=126) mNZ (n=58)

Q15. Generally speaking, how often do you need to replace Incandescent: candle/fancy round?
a7 colmar brunton

Base: All respondents



Australians generally changed their decorative

. incandescent bulbs more frequently than New
Incandescent: Zealanders

I One-fifth of New Zealanders changed their bulbs twice
decorative.
per year or more often (19%) compared to nearly one-

half of Australians (46%).

Conversely, changing bulbs once a year or less was
reported by two-fifths of New Zealanders (63%), while
two-fifths of Australians said the same (39%).

44%

At least once Once every Once every Twice ayear Once ayear Every 2-3 Less often Don't know
per month 2-3 months 3-6 months years

mAUS (n=41)  mNZ (n=61)

Q15. Generally speaking, how often do you need to replace Incandescent: decorative?

38 | colmar brunton
Base: All respondents



Rates of CFL bulb change were similar for Australian

C I: L (CO m p aCt and New Zealand respondents.

Around a quarter of both groups reported changing

Floresce nt L|g htS) ) their bulbs every 2—3 years, making this the most

common rate (24% and 26% respectively).

Australians were twice as likely as New Zealanders to
leave 3 or more years between changing their CFL
bulbs (22% vs. 11%).

26%

At least once Once every Once every Twice ayear Once ayear Every 2-3 Less often Don't know
per month 2-3 months 3-6 months years

mAUS (n=199) mNZ (n=159)

Q15. Generally speaking, how often do you need to replace CFL (Compact Florescent Lights)?
3s colmar brunton

Base: All respondents



Australians report more frequent halogen bulb changes
than New Zealanders, though five times as many New
Zealanders changed them at least once per month (5%

Halogen light bulbs.  comparedto 1)

Over one-third of Australians changed their halogen bulbs
twice per year or more (36%), while under three in ten
New Zealanders said the same (28%). Conversely, slightly
more New Zealanders changed their bulbs once per year
or less compared to Australians (54% compared to 45%).

23%

At least once Once every Once every Twice ayear Once ayear Every 2-3 Less often Don't know
per month 2-3 months 3-6 months years

mAUS (n=121) mNZ (n=79)

Q15. Generally speaking, how often do you need to replace Halogen light bulbs?

Sase colmar brunton
ase: All respondents
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Halogen downlights were changed less often than
halogen light bulbs across both groups.

H al Og en d own I | g htS _ Around one-fifth of both Australians and New

Zealanders changed their downlights twice per year or
more often (23% and 20% respectively).

New Zealanders were slightly more likely to change
their bulbs once per year or less often, at almost
three-quarters (72%). Two-fifths of Australians
reported the same (60%).

29%

17% 17%

At least once Once every Once every Twice ayear Once ayear Every 2-3 Less often Don't know
per month 2-3 months 3-6 months years

mAUS (n=87) mNZ (n=75)

Q15. Generally speaking, how often do you need to replace Halogen downlights?

a colmar brunton

Base: All respondents



One in nine New Zealanders and one in five
Australians reported changing their LED bulbs twice

L E D | |g ht b U I bS per year or more (11% and 20% respectively).

Almost the same proportion of both groups, however,
reported doing so once a year or less frequently
(62%).

33%

At least once Once every Once every Twice ayear Once ayear Every 2-3 Less often Don't know
per month 2-3 months 3-6 months years

mAUS (n=102) mNZ (n=109)

Q15. Generally speaking, how often do you need to replace LED light bulbs?
2 colmar brunton

Base: All respondents



While Australians are more likely to report more
frequent bulb changes, few changed their LED

L E D Down I | g htS downlights twice per year or more (14% of Australians

and 3% of New Zealanders).

Australians most commonly change their bulbs every
2—3 years, while New Zealanders most frequently
report doing so less often than this (26% and 34%

respectively).

34%

0% 0%
At least once Once every Once every Twice ayear Once ayear Every 2-3 Less often Don't know
per month 2-3 months 3-6 months years
B AUS (n=120) B NZ (n=87)
Q15. Generally speaking, how often do you need to replace LED downlights?
3 colmar brunton

Base: All respondents



Across both countries, linear fluorescent tubes were

L|near ﬂuoresce nt changed relatively rarely.

Three-fifths of Australian and seven-tenths of New Zealand
tu be participants changed their linear fluorescent tube bulbs
every 2-3 years or less (63% and 70% respectively).

One-quarter of Australians and one-fifth of New
Zealanders changed them once per year or more (25%
and 21% respectively).

38%

35%

At least once Once every Once every Twice ayear Once ayear Every 2-3 Less often Don't know
per month 2-3 months 3-6 months years

mAUS (n=97) mNZ (n=56)

Q15. Generally speaking, how often do you need to replace Linear fluorescent tube?

44 colmar brunton

Base: All respondents
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Nine in ten New Zealanders believe that they receive

Trad |t| On al at least good value for money from their traditional
Incandescent G LS incandescent GLS globes.

NZ (n=150) 49%

m Excellent = Very good Good = Not very good m Not at all good

Not Available in AUS

Q16. How would you rate the value for money that you get from Traditional incandescent GLS?

46 »+ colmar brunton.

Base: All respondents



Incandescent candle/fancy round globes are also

I Ncan d esce nt assessed to be good value for money by the majority,

by six-sevenths each of Australians and New

Can d |e/faﬂ Cy FO U n d . Zealanders (86% each).

o N .

]J/

e

B

AUS (n=126) 45%

N
i

m Excellent = Very good Good = Not very good m Not at all good

Q16. How would you rate the value for money that you get from Incandescent: candle/fancy
round?

»+ colmar brunton.
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Decorative incandescent globes are perceived to have
the least value for money of all globes: one-quarter of

I n Can d eSCe nt New Zealanders and one-fifth of Australians assessed

- this negatively.
d eCO ratlve " New Zealanders, however, are more likely than

Australians to report very good or excellent value
(44% vs. 31%).

NZ (n=16) 31%
N
o= T
AUS (n=41) 49% é
m Excellent = Very good Good = Not very good m Not at all good
Q16. How would you rate the value for money that you get from Incandescent: decorative? -~ l -b
7+ colmar brunton.
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Compact fluorescent lights were seen to be good
value for money by over nine-tenths of both Australian
C F L (CO m paCt and New Zealand respondents (91% and 92%

- respectively).
FIO rescent ng htS) ) One in seven respondents within both groups reported
excellent value for money from these globes (14%

and 13% respectively).

NZ (n=159) 44% 0
AUS (n=199) 44% 6
m Excellent = Very good Good = Not very good m Not at all good

Q16. How would you rate the value for money that you get from CFL (Compact Florescent

Cights)? »+ colmar brunton.

Base: All respondents



Over nine-tenths of New Zealanders and Australians
both feel positively about the value for money they

H a|0gen Ilg ht bu I bS . receive from their halogen light bulbs (94% and 92%

respectively).
NZ (n=79) 47% 0
AUS (n=121) 52% 0
m Excellent = Very good Good = Not very good m Not at all good

Q16. How would you rate the value for money that you get from Halogen light bulbs?

»+ colmar brunton.

Base: All respondents



Halogen down lights are slightly less well-received,
particularly by New Zealanders. While four-fifths of
this group perceive good value for money, one-fifth do

H aloge N Down I |g hts _ not (81% and 19% respectively).

Perceptions were marginally more positive among
Australians, five-sixths of whom feel positively in this
area (85%). One-sixth believe the value for money
they receive is poor (15%).

NZ (n=75) 43%

e
s

%"\, 'S
17, XX
( \ /

1

AUS (n=87) 52%

m Excellent = Very good Good = Not very good m Not at all good

Q16. How would you rate the value for money that you get from Halogen downlights?

o »+ colmar brunton.

Base: All respondents



Approximately one-quarter of both Australian and New
Zealand respondents perceive LED bulbs to provide

- llent value f 24% and 28%
LED light bulbs. espoctely) A e

A sense of poor value is expressed by one in twenty
respondents within both countries, among the lowest
rates of all bulbs (5% and 6% respectively).

NZ (n=109) 34%

AUS (n=102) 40% ()

m Excellent = Very good Good = Not very good m Not at all good

Q16. How would you rate the value for money that you get from LED light bulbs?

e "+ colmar brunton.
ase: All respondents
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LED down lights are perceived to provide good value
by most; over nineteen in twenty Australians and New

I_ E D DOW[‘] I |g hts ] Zealanders reported this to be the case (95% and

94% respectively).

These were seen to have the best value for money by
New Zealanders overall, equal with LED light bulbs.

N I
- I

m Excellent = Very good Good = Not very good m Not at all good

NZ (n=87)

AUS (n=120)

Q16. How would you rate the value for money that you get from LED Downlights? s l b
7+ colmar brunton.
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Australians assessed fluorescent tube bulbs to have
- the greatest value for money of all bulbs, with over
L inear ﬂ uoresce nt nineteen in twenty believing this to be good to
excellent (96%).
tube.

New Zealand participants were somewhat less

positive, with nine in ten receiving at least good value
(91%).

NZ (n=56) 30%

AUS (n=97) 42%

o

m Excellent = Very good Good = Not very good m Not at all good

Q16. How would you rate the value for money that you get from Linear fluorescent tube?

| »+ colmar brunton.
Base: All respondents
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Five-sixths of New Zealanders s indicate that, were

Trad |t|0na| traditional incandescent GLS bulbs $1 per piece on

average, they would be at least quite likely to

i nCandeSCe nt G LS ] purchase them (86%). One in ten felt neutrally on the

matter (10%), while less than one in twenty were
unlikely to purchase at this price (4%).

[ .
NZ (n=150) 19% 10%
|
\r'_
m Extremely likely = Very likely Quite likely
Neither likely nor unlikely = Quite unlikely = Very unlikely

Not Available in AUS

Q17 If the average price for Traditional incandescent GLS light bulb is $1, how likely or unlikely
56 would you be to purchase this bulb? PO S colmar brunton_

Base: All respondents



Australians were generally less resistant than New

In can d escent: Zealanders to the thought of buying incandescent
candle/fancy round bulbs at $2 each, with one in
Can d |e/faﬂ Cy FO U n d . twenty of the former and one in seven of the latter

indicating they would be unlikely to consider this.

NZ (n=58) 19% 12% .
\&
‘tk' \1
N
AUS (n=126) 35% 10% (] I @il
m Extremely likely = Very likely Quite likely
Neither likely nor unlikely = Quite unlikely = Very unlikely

Q17 If the average price for Incandescent: candle/fancy round light bulb is $2, how likely or unlikely
57 would you be to purchase this bulb?

™

»+ colmar brunton.

Base: All respondents



The price point of $7 for decorative incandescent
bulbs is more appealing to New Zealanders than

I N Can d e Sce nt " Australians. Two-fifths of New Zealanders felt that

] they would be at least very likely to purchase at this
d ecorative. price (38%), while one in eight Australians shared this
level of agreement. The majority of the latter group felt
that they would quite likely buy at this price (12% and
51% respectively).

NZ (n=16) 25% 31% 19% 13%
AUS (n=41) 5% 51% 27% 5%
m Extremely likely Very likely Quite likely
Neither likely nor unlikely Quite unlikely = Very unlikely

Q17 If the average price for Incandescent: decorative light bulb is $7, how likely or unlikely would

58 you be to purchase this bulb? colmar brunton

Base: All respondents



CFL (Compact
Florescent Light).

NZ (n=159) 26%

AUS (n=199) 25%

m Extremely likely
Neither likely nor unlikely
m Extremely unlikely

Very likely
Quite unlikely

33%

36%

The majority from both Australia and New Zealand
would buy CFL globes at $4 per piece: around three-
guarters of each felt they were at least quite likely to
do so (74% and 72% respectively)

New Zealanders more commonly felt that they were

unlikely to purchase at this price (8% compared to 4%
for Australians).

20% 4% 0

23% 2%%0

Quite likely
= Very unlikely

59

Q17 If the average price for CFL (Compact Florescent Light) bulb is $4, how likely or unlikely would

you be to purchase this bulb?

Base: All respondents

colmar brunton



Halogen light bulb.

NZ (n=79)

AUS (n=121)

m Extremely likely
Neither likely nor unlikely
m Extremely unlikely

= Very likely
= Quite unlikely

Among both New Zealanders and Australians, most
were at least quite likely to buy a $3 halogen bulb
(81% and 75% respectively).

New Zealanders more commonly reported that they
were extremely likely to do this at one-quarter
compared to one-tenth of Australians (24% compared
to 11%).

25% 14% ()

34% 21%

o

Quite likely
= Very unlikely

60

Q17 If the average price for Halogen light bulb is $3, how likely or unlikely would you be to

purchase this bulb?

Base: All respondents

»+ colmar brunton.



$4 was more agreeable as a halogen downlight price for New
Zealanders than Australians. Three-fifths of Australians were at least
quite likely to consider purchasing at this price, while the same was true

- of three-quarters of New Zealanders (59% and 73% respectively).
Halogen Downlights.

The proportion who felt themselves unlikely to do so, however, was
approximately the same in New Zealanders and Australians (11% and
10% respectively). Almost a third of Australians felt neither likely nor
unlikely (31%).

NZ (n=75) 29% 31% 16% 8%
w—r
AUS (n=87) 17% 33% 31% 6% 6 i 4
m Extremely likely Very likely Quite likely
Neither likely nor unlikely Quite unlikely = Very unlikely

m Extremely unlikely

Q17 If the average price for Halogen downlight bulb is $4, how likely or unlikely would you be to
61 purchase this bulb?

colmar brunton

Base: All respondents



Across both countries, around two-thirds of
respondents were at least quite likely to purchase a

LED I|g ht bu I b $10 LED light bulb (68% of New Zealanders, 63% of

Australians).

Of all participants, one-seventh from each country felt
at least quite unlikely to purchase (14% each).

NZ (n=109) 20% 33% 18% 10% 0
AUS (n=102) 21% 28% 24% 9%
m Extremely likely Very likely Quite likely
Neither likely nor unlikely Quite unlikely = Very unlikely

m Extremely unlikely

Q17 If the average price for LED light bulb is $10, how likely or unlikely would you be to purchase
62 this bulb?

Base: All respondents
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LED Downlights.

NZ (n=87) 17%

AUS (n=120) 17%

mExtremely likely
Neither likely nor unlikely
mExtremely unlikely

34%

33%

Very likely
Quite unlikely

While a relatively even three-fifths of Australians and two-
thirds of New Zealanders would spend $10 on an LED

downlight globe (60% and 67% respectively), some divide
can be seen in the proportions who were resistant to this.

One-sixth of Australians were at least quite unlikely to buy
LED downlights at this price, more than double the one-
fourteenth of New Zealanders who indicated the same
(16% compared to 7%).

26%

24%

Quite likely
= Very unlikely

7%

11%

Q17 If the average price for LED downlight is $10, how likely or unlikely would you be to purchase

63 this bulb?

Base: All respondents
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Linear fluorescent
tube.

NZ (n=56) 23%

36%

Slightly more New Zealanders than Australians felt
that they would be at least quite likely buy a linear
fluorescent tube bulb at $10 (77% compared to 65%).

Moreover, one-quarter of Australians compared to
one-tenth of New Zealanders felt neutral on the matter
(24% vs. 11%), and the strength of likelihood among
those Australians who would consider buying at this
price was generally lower.

11% 4%

L i
AUS (n=97) 20% 31% 24% 6%
m Extremely likely Very likely Quite likely
Neither likely nor unlikely Quite unlikely = Very unlikely
Q17 If the average price for Linear fluorescent tube is $10, how likely or unlikely would you be to
64 purchase this bulb? colmar brunton .

Base: All respondents



19%
CFL (Compact Florescent Light): $4
30%

Replacement bulb
p refe frences Halogen light bulb: $3

19%

23%
When asked to indicate which bulb they would LED light bulb: $10

choose when replacing an existing one in their home,
some differences emerge between Australians and
New Zealanders. LED downlight: $10

The most popular choice among Australians were
CFL bulbs at almost one-third (30%), while this was
true of one-fifth for New Zealanders (19%)- Incandescent: candle/fancy round: $2

New Zealanders most commonly desire traditional

incandescent bulbs, with over one-quarter choosing

these (28%). LED bulbs were the second most Halogen downlight: $4
popular choice at slightly under one-quarter (25%).

Comparatively, Australians selected LED bulbs one-

sixth of the time (16%). 0% mNZ (n=414)

Incandescent: decorative: $7
Overall, halogen downlight, decorative incandescent
and fluorescent tube bulbs were the least popular
choices across both countries, though more
Australians select these compared to New

8%

11%

3%

10%

g,

0,
4% mAUS (n=436)

_B

1%
Linear fluorescent tube: $10
2%

Zealanders.
A Significantly HIGHER compared v Significantly LOWER compared Traditional incandescent GLS: $1 Not Available in
to total at 95% confidence. to total at 95% confidence.

AUS

Q18. The next time you replace one of the main light bulbs in your home, which one of the following
65 would you choose? Please choose one of the options that best fits your experience. colmar brunton

Base: All respondents
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Replacement.
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Traditional
Incandescent GLS.

For New Zealanders, price is the
most critical factor in choosing a
replacement globe for an
iIncandescent GLS, with two-thirds
indicating this (63%).

Familiarity is considered the most
important by one-fifth of
respondents (20%).

(
LS
| = &

Familiarity 20%

Quality 9%

Recommendations, durability and Recommendation by someone I 4%
brand are not primary
considerations for the vast majority NZ (n=115)
S 0 | | n=

of New Zealand purchasers. Durability gl 3%

Significantly HIGHER compared v Significantly LOWER compared Brand ‘ 1%

to total at 95% confidence. to total at 95% confidence.
Q19 The next time you replace the Traditional incandescent GLS in your home, which one of
67 the following would have the greatest influence on your decision? COlmar brunton

Base: All respondents



Incandescent:
candle/fancy round.

In choosing an incandescent
candle/fancy round bulb to replace
another, price and familiarity are
the most important influences
overall. Australians are slightly
more likely to prioritise price (49%
compared to 43% for New
Zealanders), while New Zealanders
more commonly value familiarity
(43% compared to 31%).

Durability and brand are not a
factor for any New Zealand
purchasers, while the same is true
of recommendations for all
Australians.

-

1 S

Price

Familiarity

Quality

Durability

Brand B NZ (n=14)
I 2% m AUS (n=45)

. 7%
Recommendation by someone

A Significantly HIGHER compared v Significantly LOWER compared you trust 0%
0

to total at 95% confidence. to total at 95% confidence.

Q19 The next time you replace the Incandescent: candle/fancy round bulb in your home,
68 which one of the following would have the greatest influence on your decision? COlmar brunton

Base: All respondents



Incandescent:
decorative.

Unlike traditional and candle/fancy round
incandescent bulbs, recommendations
from trusted people are a factor in
choosing decorative incandescent bulbs.

Price is also important to New Zealanders.

0,
Recommendation by someone S0%
you trust

0%

Quality
26%

0%

Familiarity
21%

50%
Price

0%
Brand mNZ (n=2)
5% mAUS (n=19)
0%
A Significantly HIGHER compared v Significantly LOWER compared Durab|l|ty
to total at 95% confidence. to total at 95% confidence. 0%
Q19 The next time you replace the Incandescent: decorative bulb in your home, which one of
. . NS
69 the following would have the greatestinfluence on your decision* COlmar brunton

Base: All respondents* very small base, findings are indicative only



CFL (Compact
Florescent Light).

The priorities of Australian and New
Zealand buyers are relatively similar
in regards to CFL bulbs.

Price is considered the critical factor
by almost half of New Zealanders and
two-fifths of Australians (45% and
39% respectively). Familiarity is
Important to around one-fifth of each
group, slightly more so for Australians
(18% and 20% respectively).

Similarly, more Australians than New
Zealanders favour durability (17%
compared to 10%).

Recommendations and brands are not

considered important by the majority
of respondents.

A Significantly HIGHER compared v Significantly LOWER compared
to total at 95% confidence. to total at 95% confidence.

Recommendation by someone

45%
Price

18%
Familiarity
20%

Durability
17%

18%
Quality

4%

m NZ (n=80)
mAUS (n=129)

9%

4%
Brand

Q19 The next time you replace the CFL (Compact Florescent Light) in your home, which one

70 of the following would have the greatest influence on your decision?

Base: All respondents

colmar brunton



Halogen light bulbs.

Once again, considering replacing a
halogen light bulb, just over half of New
Zealanders and two-fifths of Australians
believe price to be the greatest influence
on their decision (53% and 43%
respectively).

This is the most significant element,
followed by familiarity and quality for
Australians (17% and 16% respectively)
and quality and recommendation for New
Zealanders (13% each).

Brand is not a consideration for many
respondents of either country.

Price

Quality

Familiarity

Durability

53%

3%

16%

17%

11%

12%

13%

Recommendati?n bty someone B NZ (n=55)
you trus 0%
2%
Brand
Significantly HIGHER compared Significantly LOWER compared
A to total at 95% confidence. v to total at 95% confidence. 1%
Q19 The next time you replace the Halogen light bulb in your home, which one of the following
. o
71 would have the greatestinfluence on your decision COlmar brunton

Base: All respondents



Halogen downlights.

Australians and New Zealanders vary in their
priorities when choosing halogen downlights,
particularly in areas of price and
recommendation.

Price is most important factor for over one in
three Australians (35%) compared to one in
fourteen New Zealanders (7%). Similarly,
guality is the primary consideration for one in
fourteen New Zealanders, while one in five
Australians indicate the same (7% and 21%
respectively).

New Zealand purchasers value
recommendations and familiarity the most
(36% each). One-eighth of Australians
prioritise the former, while one-quarter choose
the latter (12% and 24% respectively).

e

7%
Price
35%

36%
Familiarity

|r (@

24%

Quality
21%

. %
Recommendation by someone 36%

ou trust
y 12%

1

14%
Durability

0%

Brand
Significantly HIGHER compared Significantly LOWER compared _
A to total at 95% confidence. v to total at 95% confidence. mNZ (n_14)
mAUS (n=34)
Q19 The next time you replace the Halogen downlight in your home, which one of the
. . NS
72 following would have the greatestinfluence on your decision COlmar brunton

Base: All respondents** low base size



LED light bulbs.

Priorities are relatively consistent across
both countries in regards to LED light bulb
selection.

Quality and price are near even as the

most common choice: three-tenths of

Australians see these as the most Quality

Important (30% each), and the same

proportion of New Zealanders say the

same (29% and 28% respectively).

Durability is a critical factor for one-quarter l
Brand

28%
Price
30%

29%

30%

1l-

5%
Durability
27%

of each group (25% of Australians, 27% of
New Zealanders).

Few respondents of either country believe _

. . . ion by someone
brand, recommendation or familiarity to be you trust
the most important to their choice.

mNZ (n=97)

— - Familiarity
A Significantly HIGHER compared v Significantly LOWER compared
to total at 95% confidence. to total at 95% confidence.

Q19 The next time you replace the LED light bulb in your home, which one of the following
73 would have the greatestinfluence on your decision? COlmar brunton

Base: All respondents



LED Downlights.

Quality is considered important by two-
fifths of Australians, compared to under
one-third of New Zealanders (39% vs.
29%). They are also more commonly
concerned with durability, with one-fifth
viewing this as critical (20%).

New Zealanders prioritise price more
frequently than Australians do (26%
compared to 20%), and the same is
true for recommendations (21%
compared to 16%).

Familiarity and brand are considered
the least critical across both countries.

A Significantly HIGHER compared v Significantly LOWER compared

to total at 95% confidence. to total at 95% confidence.

Quality

Durability

Price

Recommendation by someone

you trust

Familiarity

Brand

3%

4%

39%

20%

26%

21%

mNZ (n=34)

74

Q19 The next time you replace the LED Downlight in your home, which one of the following

would have the greatest influence on your decision?

Base: All respondents

colmar brunton



Linear fluorescent
tube.

One-third each of New Zealanders perceive
quality, durability and recommendations to be the e 0%
greatest influence on their purchase decision (33%

each). While no Australians consider
recommendations important, one-quarter prioritise

38%

durability (25%) and two-fifths prioritise quality A 38%
(38%).

Price is a deciding factor for a further two-fifths of Durability

Australians, whereas no New Zealanders indicate

that they would choose this type of bulb based on 0%

price (38% vs. zero). Brand

0%
No respondents of either country are swayed

significantly by brand and familiarity (zero each). Recommendation by someone _ 33%
you trust
0%
0%
Significantly HIGHER d Significantly LOWER d Familiarity
igniticantly compare Igniticantly compare o
A to total at 95% confidence. v to total at 95% confidence. 0% mNZ (n ‘?:)
B AUS (n=8)

Q19 The next time you replace the Linear fluorescent tube in your home, which one of the

75 following would have the greatestinfluence on your decision? COlmar brunton

Base: All respondents** very low base size results are indicative only



Light Bulb

Packaging.
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»-»

Australian consumers place the most importance on

knowing the wattage of light bulbs.

%

Important
Energy used by the bulb (Wattage) 31% 27% 9% 88%
Nine in ten Australians consider it to be
important for Iight bulb packaging to Light output emitted by the bulb 35% 29% 12986 86%
communicate the power (W), the light
. ] Expected lifespan of the light bulb 33% 26% 12%% 85%
omitted and the expected lifespan of b b ’ ! ’ ’ °
the ||ght bulb (88%, 86% and 85% Energy efficiency (lumens per Watt) 31% 32% 15"/(2%' 81%
respectlvely). Claimed incandescent equivalence e.g
. ) equivalent to a 60W bulb . 26% 33% 17%3%' 80%
Four fifths of Australians also , \
considered it important for the energy Estimated annual energy cost 24% 31% 19% 4‘%’ 76%
efficiency and claimed incandescent Colour temperature (warm/cool) E— e 24% &l 67%
equivalence to be printed on packaging
(81% and 80% respectively). Standby energy used by the bulb 21% 33% 24% 5% 66%
Three quarters would also like to see Disposal information 16% 31% 28% B%M 58%
the estimated annua_l eIeCt“CIty cost Transformer/converter compatibility information 18% 25% 33% 6944 53%
reflected on packaging (76%).
. Beam angle 14% 25% 38% 1L455% 45%
Over one quarter of Australians do not
consider the ability to dim the bulb or its Whether the light bulb can be dimmed 14%  19% 28% 12% 44%
Compatib”ity information to be an Dimmer compatibility information 14% 19% 31% 12% 42%
important inclusion on packaging (27% Pty ’ ’ ’  — °
and 28% respectlvely). Colour Rendering Index (CRI) 11% 20% 46% 1£%:15% 37%
= Extremely important Very important
Quite important Neither important nor unimportant
Quite unimportant = Very unimportant
m Extremely unimportant
Q20-Q33. Thinking about the information that might be printed on a light bulb pack; please indicate
77 how important each of the following items of light bulb information is most important to you? COlmar brunton

Base: All Australian respondents N=436



»-»

Bulb lifespan Is the most important piece of information

on packaging for consumers in New Zealand. .

In line with the needs of Australians,
nine in ten New Zealanders consider
the expected lifespan of the bulb,
energy use in wattage and the light
emitted by the bulb to be important
inclusions on light bulb packaging
(89%, 87% and 86% respectively).

Four fifths of New Zealanders also
considered it important for the energy
(80%). While three quarters would also
like to see the estimated annual
electricity cost reflected on packaging
(76%)).

One third of New Zealanders do not
consider the ability to dim the bulb, nor
do three in ten, consider a bulbs
dimmer compatibility information to be
an important inclusion on packaging
(27% and 28% respectively).

Expected lifespan of the light bulb
Energy used by the bulb (Wattage)
Light output emitted by the bulb
Energy efficiency (lumens per Watt)

Estimated annual energy cost

Claimed incandescent equivalence e.g.
equivalent to a 60W bulb

Colour temperature (warm/cool)
Standby energy used by the bulb

Disposal information

Transformer/converter compatibility
information

Colour Rendering Index (CRI)
Beam angle
Whether the light bulb can be dimmed

Dimmer compatibility information

m Extremely important
Quite important
Quite unimportant

B Extremely unimportant

Important

30% 37% 8oal, 89%
31% 31%  10%¢. 87%
33% 35% 11w 86%
31% 28% 16% 3.  80%
24% 32% 18% 438 75%
23% 31% 23% 3ok 71%
25% 25% 28% 5%% 63%

17%  31% 31% 9§ 56%

18%  26% 21%  9%6ky 56%
11% 21% 41% 8NN  39%
0% 23% 44% 8UB0Y  38%
9%  23% 40% 12%6%, 37%

109D 34%
1I0REED  32%
Very important

Neither important nor unimportant
= Very unimportant

11% 15% 32%

10% 15% 37%

78

Q20-Q33. Thinking about the information that might be printed on a light bulb pack; please indicate

how important each of the following items of light bulb information is most important to you?

Base: All New Zealand respondents N=414

colmar brunton
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The majorlty Of Au StrallanS However, one in ten New Zelanders (11%) and one in seven
and NeW Ze a|anders (15%) report a level of difficulty in finding light bulb energy

efficiency information.
currently find it easy to find

bulb energy efficiency
iInformation.

% %
Difficult | Easy

NZ (n=414) 18% 36% 27% 10%

° 11% . 61%
AUS (n=436) 19% 35% 26% 11% 0 15% i 59%
m Extremely easy Very easy Quite easy Neither easy nor difficult
Quite difficult = Very difficult m Extremely difficult

Q34. How easy or difficult is it for you to find information on the energy efficiency of light bulbs?

Sase colmar brunton
ase: All respondents
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The survey tested two statements with
consumers...

+ Clearly communicates the energy efficiency of the light bulb.

+ Clearly communicates the energy saving and cost saving of the light bulb.

Consumers were then asked to identify which of five labels most clearly communicates each statement.

LED MR16 Lamp

Performance

Luminous Flux 576 Im

Luminous Efficacy 71 Im/W
INPUT POWER BW
TSt voLinGE MauAC

Colour
Corelated

4.54- 8
350 Im
15000

HOURS

Instant
Full Light

—_———————————
[ [ENERG 12

Heprua - EVEPYELQ

m

Mastor LodsporLV D 15-T5W 830 AR111 400

\A
D 3

16 kWh/1000h

Lighting Facts rersun
|

Brightness 800 lumens

Estimated Yearly Energy Cost $1.14
Based on 3 hralday, 11¢MWh
Cost depands on rates and use

Life
Based on 3 hralday 22.8 years
Light Appearance
Warm Cool
H s J
3000 K
Energy Used 9.5 watts

O

O,

LED STAR CLASSIC A 40
EZAYLED/TE 4.5W

350 1Im - 78 Im/W

2700 K
= warm white F1R4T &

<0.5 s = Instant full light

non-dimmable A%
100,000

0.0mg ->0.4

220-240V - 50/60 Hz

®
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Label which most clearly communicates the energy efficiency
of the light bulb

Although no label was
preferred by the majority,
Label B most clearly
communicated energy
efficiency information.

Three in ten Australians and New Zealanders chose
Label B as having the greatest clarity in communicating
energy efficiency information (31% and 32%
respectively).

32%

31%

Label D was agreed by one quarter of both Australians
and New Zealanders as most clearly communicating
bulb efficiency (25% and 24% respectively).

LED MR16 Lamp

Labels C and A were favoured by up to one fifth of
citizens in either country, however Label Cwas Y [= ===
preferred by a greater proportion of New Zealanders
(21% compared with 16%). While Label A was

preferred by Australians (19% compared with 16%).

Only small proportions preferred Label E in either
country (9% in AU and 7% in N2).

mNZ (n=414) mAUS (n=436)

81

Q35. Thinking about the information above, please rank the labels from 1 to 5, where 1 = the label that most
clearly communicates the aim and 5 is the label that least clearly communicates the aim. COlmar brunton

Base: All respondents



%Definitely

Labels B and D are the
most likely to influence
consumer behaviour In
either country.

Nine in ten Australians (90%) and four fifths (80%)
of New Zealanders believe that Label B definitely

Estimated Yearly Energy Cost $1.14
Based on 3 hes/day, 11gKAWh

Cost depends on rates and use

Life
Based on 3 hrafday 22.8 years

Light Appearance
‘Warm

000K

Energy Used 9.5 watts

AUS (n=134)

NZ (n=134)

AUS (n=111)

NZ (n=101)

55% Q%F

51% 16% I

46%

59% GO/IA
11%Io

/ probably

would

7%

78%

90%

80%

would or probably would influence their decision © ~] AUS(=70) 59% 16%*’ 81%
. . A 3 «

about the type of light bulb they were purchasing. =
Similar proportions in both Australia and New - NZ (n=85) 52% 18% . 73%
Zealand agree that Label D would either definitely =~ ---------------mm-mmmmmmo oot
or probably influence their behaviour in choosing a ! )
: | Aus(n=82) 55% 22% § 90%
light bulb for purchase (90% and 87% @ - I
respectively). 3
Label E was the least likely to influence a o NZ (n=65) 45%15°/°l87%
consumers’ decision when purchasing light bulbs,
however the majority of those who preferred Label AUS (n=39) 49% 31% 69%
E still believe it would be likely to influence their
behaviour.

NZ (n=29) 41% 24% 66%

m Definitely would Probably would
Not sure = Probably would not
m Definitely would not
Q36. Looking at this label <DISPLAY RANK 1>, if this was available on all light bulb packaging, to what extent
would this influence your decision over which light bulb to purchase?
o2 Y ¢ P colmar brunton

Aim: Clearly communicates the energy efficiency of the light bulb

Base: All respondents
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Label which most clearly communicates energy saving and

cost saving of the light bulb

However, energy and cost
saving information Is
communicated most clearly
by Label D for the majority.

58%

Half of Australians and three fifths of New Zealanders
chose Label D as having the greatest clarity in
communicating both energy and cost saving
information to consumers (52% and 58% respectively).

Label B was agreed by one fifth Australians and one in
seven New Zealanders as most clearly communicating
the saving capabilities of bulbs (19% and 14%
respectively). While one in eight, in both Australia an
New Zealand felt the same about Label A.

Both Labels C and E were favoured by the smallest
proportions, one in ten agreeing Label C was the
clearest for energy saving information (11% each), and
less again for Label E (6% AU and 5% N2Z).

mNZ (n=414) ®WAUS (n=436)

83

Q37. Thinking about the information above, please rank the labels from 1 to 5, where 1 = the label that most
clearly communicates the aim and 5 is the label that least clearly communicates the aim. RANDOMISE. COlmar brunton

Base: All respondents



D a4 %

Definitely /
probably
would
Labels B,C or D are the o e R ol o
m OSt I I ke |y to I nfl u e n Ce jé%::;:'—:%t NZ (n=239) A7% 18% I 66%
consumer behaviourin e
; B AUS (n=82) 48% 20% Io 7%
both countries.
i NZ (n=57) 58% 16% I 79%
Three quarters of both Australians and New n ____________________________ e
Zealanders believe that Label B definitely would or o
probably would influence their decision about the oo | AUS (n=55) 51% 29% 2|° ’
type of light bulb they were purchasing (77% AU @ Bemr
and 79% NZ). A similar proportion feel the same NZ (n253) — 0% I 74%
about Label D (75% AU and 77% NZ) and LabelC  _______________________BMEESSSooooew|

(74% each).

Label A was considered to strongly influence the @
purchase behaviour of up to seven in ten
Australians (69%) and New Zealanders (66%).

Again, Label E was the least likely to influence a

AUS (n=46)

75%
59% 20% ﬂ ’

NZ (n=46)

consumers decision when purchasing light bulbs, AUS (n=26) 35% 38% l 58%
however the majority of those who preferred Label
E still believe it would be likely to influence their 5300
behaviour. NZ (n=19) 32% 42% I ’
m Definitely would Probably would
Not sure = Probably would not

m Definitely would not

Q38. Looking at this label <DISPLAY RANK 1>, if this was available on all light bulb packaging, to what extent
would this influence your decision over which light bulb to purchase? COlmar brunton

Aim: Clearly communicates the energy saving and cost saving of the light bulb
Race: All reenondente



Understanding

of Technical
Terms.
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Two fifths of Australians and half of New Zealanders claim to
understand Lumens, and most commonly associate it with words such
as brightness, intensity, output and measure.

AUS (n :436) m @fl ioht TEOMIVJSAHL[ I muxmm u\m ﬁ/t”m”ﬂ/gf(

\9
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ans
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i
m
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C/)

o o®

= c\\m

Of the two fifths of

Australians who 5>
could define N/,

lumens, words

P
%%
r 6L0B 7
= 4/ IS st
AR SN B [ Uy )
S 5’ ,E‘ & S ; * %Go
N, B o4 £

' sga\u.\\“‘”‘ aunsva
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S
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D -4
commonly used = 5, o 2
include... = i
®m Can define lumens ~ ®Don't know &NU S N

nmn %
Ligyy ”B[ DIFFERENT “?&\\smucm@ lumihnus% %

\\W“E““S sumr/f}’f‘»\@“ &\ \n'{l"é’“e‘:en e ‘. \.‘!x /:m

W =3
NZ (n=414) ahﬂ\e gtera!llah {j’ 6 % b&js%\.\%a %%%
BRIGH ER /d’ NCE

Of the half of New S8 S i omy @& S 22.%;,
Zealanders who J °= i t &m N e A%

could define A> ?; t /\\\ 2 m&?‘,\

lumens, words T 77 i I"'Ia fm<, . % > QURER 2:p

commonly used & r””\ G"r’*’&,"z-_‘%%§

include... - fe—-l,a 7 /”?‘% ‘”%/\ g'%érng
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Q3. Please briefly describe what you understand by the term lumens, in relation to light bulbs.
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One quarter consider sy -
umens to refertothe "m0 .
orightness of their light 7 I
oulbs.

A quarter of New Zealanders (25%) and a similar
proportion of Australians (24%) understand the
term to refer to the brightness of the globe. Visible light / Light given to the area

Similarly one in ten of both Australians and New
Zealanders consider lumens to refer to the light

Light intensity

Light

Efficiency

Saves electricity / Costs less

Wattage / Light energy / Power required / r 3%

emitted or output of the globe (9% NZ and 8% Strength of the light 3%
AUS). e
. 0%
A smaller proportion consider the term to refer a Candle equivalent |
measure or unit of light produced (5% NZ and 4% _ _ 1%
AUS). Luminescence of the bulb / luminous flux 0% mNZ (n=414)
A greater proportion of Australians than New power | 8:/”3 " AUS (n=436)
Zelanders do not know what the term lumens | 0(;
means in relation to light bulbs (58% compared Wires in the bulb / Filaments 00/:
with 49%).
Other I 2%
2%

0,
Don't know 49%
58%

Q3. Please briefly describe what you understand by the term lumens, in relation to light bulbs.
o7 colmar brunton
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The majority understand Watt to be related to energy
consumption, power used and brightness.
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Q4. Please briefly describe what you understand by the term Watt, in relation to light bulbs.
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Some confusion exists
for consumers for Watt

In relation to bulbs

A quarter of New Zelanders and three in ten
Australians believe Watt refers to the power
consumption or amount of energy a light bulb
uses (27% and 29% respectively).

However, a fifth in New Zeeland and one in six
Australians consider Watt to refer to the
brightness or intensity of the light (18% and 16%
respectively).

Additionally over one in ten believe Watt to be a
unit of power in relation to light bulbs (11% NZ
and 9% AUS).

Compared to other terms tested, fewer in either
country report they do not know the definition of
Watts (17% NZ and 24% AU).

Power consumption / Amount of energy or
electricity used

Brightness / Intensity

Power / Unit of power

Strength / Strength of the light globe / Power
of the light globe

Amount of light produced / Emitted

Energy needed to power the bulb

Output / Output of power / Energy output

Unit of energy or electricity / Energy

Strength of light

Cost implications / Saving energy

Energy capacity

Amount of current it draws / Produces

Unit of power / Power strength / Power
output

Other

Dont know

m L
2
>

S

LR
o\oo

mNZ (n=414)

mAUS (n=436)

S UUEE e——
[EEN =
r o P & e
LT 2R &S

o
=3

4%

°3I
S

17%

24%
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Q4. Please briefly describe what you understand by the term Watt, in relation to light bulbs.

Base: All respondents
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Two fifths believe colour temperature to refer to the warmth
or temperature of the globe, specific colours such as white
and yellow In particular.
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Q5. Please briefly describe what you understand by the term colour temperature, in relation to
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One guarter consider
colour temperature to
refer to the tone or
shade of the light.

One in ten New Zealanders and Australians
believe colour temperature to relate to the colour,
tone or shade of the light (11% each).

A smaller proportion of both New Zealanders and
one in eight Australians believe the term to refer to
cool and warm lighting (8% and 6% respectively).

Less than one in twenty also associate colour
temperature with other features including,
whiteness, softness, harshness, physical
temperature, or warmth of the light.

Colour / Tone / Shade of light

Cool and warm lighting

Whiteness of the light / Shade of white
Physical temperature of the bulb

Yellow light is warmer / softer

White light is cold / More harsh / Clearer
Yellow and white (or blue) light
Brightness

Energy efficiency / Wattage / Power use

Softer / Warmer light or brighter light

Warmth or softness VS brightness or
clearness

Mood / Ambiance of the light
Warmth of the light

Strength of light

Other

Dont know

4%

1% B NZ (n=414)

mAUS (n=436)

54%
58%
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Q5. Please briefly describe what you understand by the term colour temperature, in relation to

light bulbs.
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Two fifths to one half claim to understand lumens per Watt, however the
descriptions are less coherent, ranging across light and power.
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Q6. Please briefly describe what you understand by the term lumens per Watt, in relation to light
bulbs.
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There iS |eSS Clarity Light output per energy used m/o 0
around the termanIOQy Brightnei\smlosl;[;(?[nogitlri]g()hfttheIight/ . 12%
of lumens per Watt.

Efficiency of the globe / Cost 5%
efficiency 50
A fifth of New Zealanders understand lumens per . %
. Light output / Power output
Watt to refer to the light output per energy used 4%

(18%), while one in eight Australians understand
the same (12%). LZ%

L . . Energy consumption
A similar proportion of Australians however

understand the term to refer to the amount of

light or brightness a light bulb produces (11%). Wattage of the bulb / More watts
An eighth of New Zealanders also understand results in less efficiency I
this to be true (12%).

One in twenty consider the term to refer to the Power
cost efficiency of globe (5% each).

The majority in either country however admit Strenath
they do not know what the term lumens per Watt g 0% mAUS (n=436)
means (53% NZ and 60% AUS).

mNZ (n=414)

Other

Don't know

Q6. Please briefly describe what you understand by the term lumens per Watt, in relation to

light bulbs. colmar brunton
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Conclusions.

What role do labels play in the purchase decision?

<» Qver nine in ten Australian and New Zealand consumers consider purchasing energy efficiency globes to be important to them,
sentiments are stronger in Australia than New Zealand. While three quarters of consumers consider themselves to be well informed

about the range of light bulb options available. The decision making process in store is very short suggesting not all factors are taken
into account.

Among both Australians and New Zealanders, cost efficiency, necessity for a particular light fitting and habit are the most common

factors in purchase decisions. Energy efficiency is a main priority when considering CFL and LED bulbs, as well as LED
downlights.

Overall, Australians are more likely than New Zealanders to replace their light bulbs twice per year or more. The divide is most
pronounced for incandescent decorative bulbs, which are changed substantially more often by Australians. The most frequently

replaced across both countries are traditional and candle/fancy round incandescent bulbs, while the least often replaced are the
LED and linear fluorescent tube bulbs.

Participants judge value for money relatively consistently, regardless of country. This is perceived to be best in LED bulbs and
linear fluorescent tubes in accordance with their low rate of bulb change. New Zealanders, however, predominantly see traditional
incandescent GLS bulbs to be cost efficient despite reporting them to be the most commonly replaced. On the other hand,
incandescent decorative lights and halogen downlights are seen as providing poor value for money by many participants.

Given hypothetical price points for a variety of bulbs, participants indicate that they would be most likely to purchase traditional
incandescent GLS bulbs (priced at $1 each) and halogen bulbs (priced at $3 each). Conversely, fewer are willing to buy LED
bulbs or downlights (priced at $10 each). It would be useful in the qualitative research to further explore the price thresholds at
which specific types of bulbs become too expensive.

o5 »+ colmar brunton.
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Conclusions.

Is labelling information likely to encourage shoppers to purchase energy efficient light bulbs over standard bulbs?

In purchasing a replacement light bulb, the most prominent deciding factors across both groups are price, familiarity, and quality.
Nine in ten Australians consider it to be important for light bulb packaging to communicate the power (W), the light omitted and the
expected lifespan of the light bulb (88%, 86% and 85% respectively). Four fifths of Australians also considered it important for the
energy efficiency and claimed incandescent equivalence to be printed on packaging (81% and 80% respectively). Three quarters
would also like to see the estimated annual electricity cost reflected on packaging (76%).

Australians and New Zealanders show variation in the types of bulbs they intend to install when another needs replacement. More
Australian than New Zealand respondents indicate that they would choose CFL bulbs and halogen bulbs, while New Zealanders
show a preference for traditional incandescent and LED bulbs. Perhaps a reflection of the market, Candle/fancy round/decorative

incandescent bulbs and halogen downlights are not often desired as replacements, but are still more popular among Australians
than New Zealanders.

When considering how important certain types of information are on light bulb packaging, energy consumption of the globe, the light
output and the expected lifespan of the globe are the most important inclusions across by New Zealand and Australia. While having a
dimming feature and compatibility is less important for purchasers in either country.

The ease with which information is identified on light bulb packaging

<> When testing the labels for clear communication of energy efficiency we find that preference is mixed. Label B is preferred by three in
ten, however a quarter prefer Label D and a fifth prefer Label C. When reflecting on behaviour a high proportion believe most of the

Labels would influence their behaviour, however only two thirds feel this way about the most technical design of Label E. See page 80
for an introduction to each label tested.

<> When testing the labels for clear communication of energy saving AND cost saving we find that the majority prefer label D ‘Lighting

Facts’, three quarters of both Australians and New Zealanders believe this label would influence their decision to purchase a light
bulb.

o »+ colmar brunton.
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Recommendations.

Purchasers are open

to energy efficiency

Challenge old habits

Make the connection
between frequency

of purchase and
value for money

Must haves for
future labels

-» The majority of consumers consider themselves well informed about light bulb options and the vast

majority consider energy efficiency important to them. Therefore the development of a label that
present this information is key to consumers as they spend little time in store and need to match
products to their own research quickly and accurately.

<> As habit is a strong influence over in-store decision-making it will be important to explore what can be

done on pack to break old habits and shape new ones. As the in-store purchase decision is fast it may
be that additional communications are required here.

<> There is currently a disconnect between high frequency purchase and up-front price of low-cost bulbs.

In the qualitative research it would be useful to explore what role packaging can play in highlighting
the benefit of less frequent purchase from energy efficient bulbs.

<» Any future light bulb packaging should include information pertaining to the energy use, energy

efficiency, light output and lifespan of the globe inside. These three pieces of information are
considered the most important in similar proportions across countries. Consumers should therefore be
consulted to ensure this information is communicated as clearly as possible.

Consumers consider Label D to communicate information on both energy efficiency and cost saving
clearly, while Label B is also effective in these endeavours it is less likely to clearly communicate
energy efficiency information. Therefore further investigation into particular aspects of these labels is
required to find out what particular characteristics are aiding consumers in their interpretations.
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Sample
demographics.

Language Spoken

Yes
AU E No, English
(n=436) only
m | prefer not to
answer
Yes
NZ m No, English
(n=414) only

m | prefer not to
answer

D1. Do you speak a language, other than English at home?

Education Level

Year 8 or below

Year 9 or equivalent

Year 10 or equivalent

Year 11 or equivalent

Year 12 or equivalent

Still attending school

Trade certificate or apprenticeship

Diploma, certificate etc

Bachelor or Honours degree

Post-graduate qualifications (e.qg.,
Masters, PhD)

Other

| prefer not to answer

30%

mAU (n=436) ®NZ (n=414)

D2. What s the highest level of education you have attained?

101 Base: All respondents

Please note: the respondent populations skews towards the more highly educated when compared to ABS data.
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Sample
demographics.

Household Income

$1-$799 per week ($1-$41,599 per

year) 31%

$800-$1,599 per week ($41,600- 31%

$83,199 per year)

$1,600- $2,000 or more per week 32%

($83,200-$104,000 or more per year)

No income
Negative income

| prefer not to answer

B AU (n=436) ®NZ (n=414)
D5. Roughly, what is your household income before tax?

Rent status

I live at home with family

I rent the home | occupy

52%

I own/jointly own my own home

| prefer not to answer

mAU (n=436) ®NZ (n=414)

D4. Which of the following best describes your situation?

102 Base: All respondents
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QUESTIONNAIRE

SURVEY INTRODUCTION
Hislko aned tharnis for agreeing bo to Mis survey! W aporeciate your time and walle your answers.

Just follow the promgds In e sunvey to answer the questions, and If you need 1o talk 1o amyone
piease don hesliate 1o contact us.

Please click on “nesd” o enter the surey.
SCREENER

ATK ALL MR
=1 EMPLOY
1. Firsty, could you plaase Indicate If you, o anyone you know well, are employed
oy...

1.An ad agency o are Invoived In advertsing In anywary

IF 1,2 £40R 61N 51, ABORT

AEE AL SAMPLE OMLY, OE-NUM (0-3533)
S2AUPCETCODE
S2AL. Pizase enter your posicone In the space balow

1

HIDDEN
d32AU_CITY. LOCATION CLASSIFICATION

Syaney

MEW otner Man Sydney

Meiboume

Victona other than Meloume

Ensbane metropolkan arca

Cusansiand oimer than Brisbana metrpolian arsa

Aoeizide

South AusiTalla ofher Man Adelaide

Perth

10. Westam Austraila other than Perh

11. Danwin

12. Marthem Tamhory other than Cann
Habart

R e

14. Tasmania other than Hobart
15. Canbesma
16. ACT oulside Canberma

WEZAU_SPLITE LOCATION:
1. Mietm (Codes 1 OR 3 0R 5 0R 70R 8 OR 11 OR 13 0R 15)
2. Regional (Codes 2 OR 4 OR 6 OR B OR 10 OR 12 OR 14 OR 15)

DOEE_ Light bulls lateling questionnaire INTERMAL REVISION 1 4-11-15 E‘Dlmﬂr br unton 2
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CHECH QUOTAS

5241)_STATE
1. MW [CODE 1 OR 2)
2. WIC [CODE 3 DR 4)
3. CLD[CODE 5 ORE)
4. SA(CODET ORE)
5. WA[CODE 5 OR 10)
6 TAS [CODE 12 OR 14)
7. NT({CODE 110/ 12)
& ACT {CODE 15 OR 18)

L5K NZ SAMPLE OHNLY, 5R
SE2NZ LOCATION
G2NE In which one of the folowing areas do you Ihea?

1. Auckland

2. Welingion

3. Dther loeation on the North lskand
4. Canterbury Incluging Chiistchuren
5. Dthar location on the South Island

4S2NZ_SPLITS. Location:
1. Miedro {NZ Codes 1,2.4)

2. Reglonal {NZ Coges 3.5)
CHECK QUOTAS

PROGRAMMING NOTE: IN FINAL DATA FILE PLEASE INCLUDE OME VARLABLE MERGING AL
ANDNZ METROVREGIOMAL

CHECK QUOTAS

AEH ALL. SR
53, Pleaee Indicate how you iderty your gender.
Pisasa aslact one of the options balow.

1. Mae

2. Femde

3. Cther

CHECK QUOTAS
ASK ALL OE MUM RANGE 189
your

[ = L B T LR

CHECK QUOTAS
ASKALL SR

55 ROLE

55, Wich of the folowing best describag your i In buying IighEng progucts for your househoid?

1.1 am the main buyer
2| joiny share e bunying with anothar househokd member
2. | S2i0iom 00 2Ny bying

4.1 nEver bury ay ighang products

IF 3 0R 4 IN &5, ABORT

AZH ALL SR
=5 NOMREECTOR
5. Which of the foicwing best describes your atfude to purchasing energy eMident light bulbs™ An
energy efficlent Bght bulb Inciudes LEDs, Compact Fluorescen Lamps (CFLs), and Inear Fuorsscent
fubes. They do nct Include hakogen lampe.

1.1 cumently buy enengy eMicient light buls

2. | sometimes conskier buying enengy eMoent Ight bubs

2. | dorit by energy efdent light bulbs

IF SUCCESSFUL, CONTINUE

DOEE_ Light nally |ateling quesiionnaire INTERNAL REVISION 1 4-11-15 E‘Dlmar br untﬂn 3 DOEE_ Light belly laeling questionnaire INTERNAL REVISION 1 4-11-16 E‘Dlmar br untﬂn 4
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MAIN BODY OF QUESTIONNAIRE

AZH ALL SR
2 INFORMED
2. How well Imformed do you el about the Bght bulb options avalabie to you?

1. Extremedy wel Informed
2. Wery wedl Infomead

3. Quite well Informed

4. Mot very wall Informed

5. Not at all wedl Infomied

ASK ALL 3R
08 PROCESS EASE
28 How easy of dimcut do you find the procsss of choosing 3 light bub?

ASHALL SR

09 Generally speaking, how much tme would you spand reviewing the options and choosing 3 light
bulb?

1. Less than one minke

2. 0One Yo under two minutes
3. Two 0 under three minutes
4. Three bo unger five minutes

5. Don't krow
RANDOMISE ORDER THAT G335 15 SHOWH
ASK ALL OE ASK ALL SR
@3 LUMENS Q10 RESEARCH
3. Piease riefly describe what you understand by the e lumens, In reiation to kght bulbs. Q10 Do you seek out Informationiconduct research an the: type of light bulb you need Defore you
— 1 1. Yee — Always
7. Dion't Krow 2. e - Sometimes
3. Mo
ASK ALL, OE
04 WATTS ASH ALL. MR
@4, Please briefly descrbe what you understand by tha term Watt, In relation i light bulbes. Q11 DECIZION
@11 Wnat Information do you base your purnchasing decision on?
L 1 1. Information on the packaging
97. Don't know 2. Other printed'marketing mateal at the stors
a.mmmm
ASH ALL OE 95 None of thesa SR
@5 COLOURTEMPERATURE
Q5. Piaase briefly descrine what you ungderstand by the ferm colour tempesature, In relation to ight
Dulds.
— 1
37. Don't know
ASK ALL, OE
05 LUMENSPERWATT
6. Please briafly describe wihat you undersiand by the term lumens par Walt, In relation fo light
1
37. Don't know
DOEE_ Light bl labeling guestionnaire INTERNAL REVISION 1 4-11-18 Eﬂlmar bruntﬂn DOEE_ Light bedl labeling questionnaire INTERMAL REVISION 1 41118 Eﬂlmar bruntﬂn E
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ASK ALL MR, RANDOMISE BUT ANCHOR CODES 55 AND 36
Q12 IMPORTANT
@12 Which of the foliowing. It any, is Important i you when choosing 3 kght bub ?

10. Colour rendering (CRI)
95, Mone of these SR

9E. Other, please speclty

AZHK AL SAMPLE OMLY, INSERT IMAGES NEXT TO EACH ANSWER CODE, MR
Q124U WHATELNY
12 Whilch of the Tollowing types of light bulbs o you buy for use In your home?

. Incandescent: candietancy round
. Incandescent: decoraiive

. CFL {Compact Fiorescent Light)
. Halogen light bult

R g0

AZKNZ SAMPLE OMLY, INSERT IMAGES NEXT TO EACH ANSWER CODE, MR
C3NZ WHATBLY
12 Whiich of the Tollowing types of lght bulbs o you buy for use In your home?

ASK SEPERATELY FOR EACH CODE SELECTED AT @13, SHOW UP TO THREE CODES FROM

@13 IN LOOP, IF MORE THAN THREE CHOOSE LEAST FILLED CODES, SR
Q4 WHYBLY
4, Wiy do you buy <iesisube?

It's what I've always bought for the specific [ight #tEng
I've nexver thowght o change Me type of bub

I've never considered Duying another type of bula

It the most cost eMacdve light buld opfon

It's the only opton for my dimmabie
Irsmemgnpumfnrﬂentﬂrglnae?ghawtam
It's the best qualty light buls avallabie

. It Is the most eMcen option

1. Cheapest opton

3. Other, please spedfly

LD E8 = h Ch B b

DOEE_ Light bl labeling questionnaire INTERNAL REVISION 1 4-11.16 colmar br unton

25K SEPERATELY FOR UP TO THREE CODES SELECTED AT @13, 3R
Q15 REPLACE
©15. Genaraly speaking, how ofian do you Fead to replace <isdsute7

1. At least once par montn
2. Once evary 2-2 months
3. Onee evary 3£ months
4. Twice a

< once aje

6. Every 2-3 years

7. Less often

29, Don't know

AZK SEPERATELY FOR UP TO THREE CODES SELECTED AT @13, 3R
QIEVFM
Q1E. How wouid you rate the valus for monsy Mat you get from <exisute7

ASK SEPERATELY FOR UP TO THREE CODES SELECTED AT @13, 3R
QIT PRICE
Q17 ¥ the average price for <text sute- ignt oulb Is . how Ity or urilkely would you be fo

purchass this bulb?
1. Extremedy llkety
5. e ey

4. Natmer Ikely nor unilkely

5. Qulte unikely
6. Wery urilziy
7. Extrefraymlteiy
ASK AL SAMPLE OMLY, 3R
Q1BAL CHOICE
1E. The maxt main | bk In which of the foliowl
L L i S v r e g
8. Incandescent: I'I:I.rH‘.-
7 Incanesemnt. assorani &
&. CFL {Compact ng'l-
5. hunéenlmmnc
4. Halogen down '
3. LED Ignt buib:
2 LED:mmgti
1. Linesar i S E10
DOEE_ Light bl [abeling questionnaive INTERNAL REVISION 1 4-11-16 Eﬂlmarbruntﬂn g
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AZH NZ SAMPLE OMLY, 8R
Q1ENZ CHOICE

Q1E. The next fme you repiace: one of the makn ight bults I your home, which one of the foilowing
would you choose? Please choose one of the options that best s your experienca.

9. Tradional Incandescent G

8. Incandescent:

7. Incandescent:

CFL {Compact H;cesm-t Lignifisd

Tight bul

v 8
mmn:g

dowl

fi |

ASK ALL SR
Q18 REPLACE

13 The next fime you replace Me <TEXT SUB FROM CHOICE AT G1E> In your home, which one of
e foilowing would hawe the greatest INenc: on your decision?

i

B

8.
a.
4
3
2
1.

g

colmar brunton
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@

DOEE_ Light budly labeling guesthannaire INTERMAL REVISION 1 4-11-156

AZK ALL SR FOR Q20-033
Q20033 INFORMATIONIMPORTANT <20-33

Thinking abcurt the Irformation at might be prinied on 3 Night bulb pack; please Indicate how
Important 2ach of the Tolowing Hems of light buld Informaton I Most IMpartnt o you?

20, Light output emitied by e bul
21, Enangy usad by the bulb [Wattage)

22, Enangy eMidency {umens per Wat)

223, Estimated annual energy cost

24, Expectad If2span of the ignt bulb

C2E. Colour b

C2E. Colour Rengering Index (CRI}

-:'.‘E?.EeanmPE

Q2E. Clamed Incandescent equivalence 2.g. equivalant to 3 S0W bulb
Q2. Whether the Bght bulb can be dmmed

@30, Dimmer compatibilty Information

@31, Transformericonverier compatiolity Information

L5 ALL OE-HUM [1-5), RANDOMISE RANK

(35 LABELRANK1

035, Baiow are T Ideas that might be usad on light bull labets. Wie'te Interested In your Wews on Te
axtent io which e labsis achieve the kay aim:

+ Clearty communicaas the energy aMciency of M light bulo

Thinking about the Indomation above, piease rank the lEabels from 1 0 5, whare 1 = Me |abal hat
mmmnmmsmmmmmmmn alm.

L

colmar brunton. w»
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ASH ALL ER
Q36 IMPACT

@36, Looking at this labed <DISPLAY RAMK 1=, If this was avalabie on all ight bulb packaging, to
what extent would this influence your decision over which light bulb to purchas=?

1. Difinfisty would
2. Probabiy would

3. Mot sur

4, weould not
5. Diafinfiely wouid ot

AZK ALL, DE-HUM (1-5), RANDOMISE RANK
Q37 LASELRAMNK1

037, Baiow are Emmmﬁmmlmmhm We'ne Interested In your views on the:
axient fowhich Me labais achieve the key aim

+ Claarty communicaies the anengy saving and cost saving of Me lignt bub

Thinking abodun the Infmation above, piease rank the labels from 1 i 5, where 1 = e |abel hat
most cieany communicates the aim and 5 Is Me labal that least cleany communicates the alm.

@35, Looking at this labed <DISPLAY RAMK 1=, If this was avalable on all ight bulb packaging, to
what extent woid this Influence your decsion gver which light bub i purchasa?

colmar brunton
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DEMOGRAPHICS

W require some personal detalis from you so that we can understand the groups of
AT et Sedees The Snewers mwulmmwm

AZK ALL SR
01 ENGLISH
0. Do you speak alanguage, omer than English at home?

1. Yes
2. Mo, only
29| prefér not o answer

D2 What Is the highesst leved of education you have aiained?

1. ear & or balow
2. ¥ear § of equivalent
3. Year 10 of equivaant
4. ear 11 of quivaient

7. Trade cerificale or apprenticeship

&. Diploma, cenficate elc

9. Bachsior or Honowrs

10. Post-gradusie (&g, Masters, Pl

ASK ALL AL, SR

D3AL HOUSEHOLDINCOME

D3AL). What s the todal of all wages, salanes, Government Deneflis, pensions, allowances and other
Income Mat YOUR HOUSEHOLD ususlly receives before tax and supe@annuation deductons?

1. 51-5700 per week {$1-541,590 per year)

2. 5300-51,599 per week (541,600-533,190 per

2. 51,600- 52,000 or Mcee par week (553,200-5104,000 or maore per yaar)
4. Mo Income

5 Income
me nct i answer

A5K ALL HZ, 5R

DEMZ HOUSEHOLDINCOME

D3MZ. What [s the tolal of al salanes, Govemmeant benefits, pensions, alowances and other
Income that YOUR HOUSE Lsually receives before fam and superannuation deductons?

1. 51-5700 per week {$1-541,590 per year)

2. 5800-51,595 per week (§41,600-543,199
3. 51,600- 52, wnuépe;m{mm:ﬁ%umpawz:.
4, Mo Income

5. Megatlve Income
9. | prefer not o arEwer

ASK ALL ER
D4 RENT
D4, Which of The following best describes your shuation?

1. | Itve at home with family

2. | rent e home |

3. | cwniointly own my own home
95, Refuse 10 answer

colmar brunton. =
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DOEE_ Light buadly labeling greesthonnaire INTERHAL REVISION 1 4-11-15

CONCLUSION

Thank you, you have completed the suney.

A ks Is market research, It Is camed out In compllance with the Privacy Act and the Ifommation
you provided wil be used only for research purposes. The research project i being conducizd
on bahalf of the Department of Envircerment and Energy.

FINAL CLOSETERMINATION

Agaln, mark you for your patience In answerng Mese questions. This research has besn
congucted by Your Soure.

For questions about the Market Resaarch | 3= a whole, you can call the Market and Social
Ressarch Sockely's Surdey Ling on 1300 364

Thank yous for your ooinions.

Fizase clck "SUBMIT™ tD 5204 WOUF MESPONSES 10 Your SOure.

colmar brunton
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