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Introduction

The goal of this research project was to study aores’s behavior in decisions regarding residentiter
softeners. These decisions include the purchasgey removal, and replacement of such devicesedReh
identifies that there are three key constituentslived with residential water softeners: watelitigs, the private
industry, and the consumers. Conflicting interesid, sometimes, misguided decisions by the coestisu
contribute to increasing levels of salinity in watesources. Project analysis indicates that figmit reduction in
salinity levels can be obtained if individual irests for each constituency are re-aligned with agpntcompromise
required.

Based on extensive research and investigationsweéthr utilities (public agencies), water softepeviders
(private industry), and information from comprehigasnterviews with consumers, seven Key Princifles
derived and categorized into three categories: s@aent Interests, Behavioral Management, and Conications.
It is the principal investigators’ opinion thaty fany given geographical region where residentetiewsoftener
usage is a significant contributor to water resewgalinity level, through the implementation ofragram that
involves these seven Key Principles significaninggl reduction can be expected. The recommersd&dn items
for each of the seven Key Principles are statettail in the content of this project report and summarized as
follows:

Constituent Interests

1. Re-alignment of interests.

The three major constituents (consumers, utiligraies, and private industry) have different andinzes,
conflicting interests in regards to residential evegoftenersiconsumers enjoy the water softness; utility agencie
are concerned with the increasing salinity levets] industry is concerned with sustaining a vidlsiness.It is
possible and important that these interests béigeesl so as to allow and promote collaboration agnhe three
constituents in the reduction of salinity levels.

2. Emphasis should be on salt, not water softeners.

Focusing on the removal of softeners leaves thigyuaigency and private industry at odds with eattter. The
goal of the agencies should be on salt reductather than focusing solely on the removal of watdteners. This
change in strategy will allow industry to collab@avith the utility agency in jointly promoting imgving unit
efficiency and salt conservation.

3. Consumers are generally willing to use less saltvill not remove their water softeners.

Most consumers with existing water softeners atewiling to stop using or to remove their unitBut a significant
majority is willing to use their units more efficitly and some homeowners are willing to make peakson
compromises in the operation of their units. Thiktyiagency is more likely to convince three hehslds to each
use one-third less salt than one household to taijremove their softener.
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Behavioral Management

4. Consumers generally trust their utility agency.e®gency can influence behavioral change in conssime
Utility agencies have the trust of the public ahd &bility to modify consumer’s attitude towardsevasoftener use
and operation in the long run. They are considaredonest and reliable source of information a&sdurces for
the consumer, however agencies will need creataaswo market/promote themselves in the future.

5. Timed intervention of consumers is critical (Deaisintersections).

Consumer’s acquisition of a water softener gengmiturs at certain specific events, such as thehpe of a new
residence, the birth of a child, or marriage. Tinietervention at these particular events—which defined in this
study as “decision intersections”—can be partiduleffective in modifying consumer behavior.

Communications

6. Consumers are, at times, not informed and/or nesméd about the water softener’s impact.

The specific benefits and disadvantages of watiéersers are generally not well understood by coressmWith
better information available, consumers can makeerappropriate environmental and health choiceardigg
future use of water softeners.

7. The utility agency needs to establish reliable ¢teds of communication with consumers.

There are no consistent, reliable channels of coniration between consumers and the utility ageocy f
conveying information about water resource relésdes within their district. Utilities need totdemine a number
of potential strategies that can be used to comcatmiwith consumers regarding a broad array oesand
information that affect all constituents. The attuction of non-traditional “branding” issues tita utilities can
introduce and cultivate, such as increasing sglisjecific services that the utility provides comers (e.g.,
product use and efficiency information, rebate emgntive programs) creates a new and vital relatigp between
the utility and the consumer. It evolves new awsnin which to interact and inform customers amdatifocus.

1. Design of experiment

The focus of the research conducted in this stadydentered on individual consumer motivationstesrtls as
they related to the purchase and continued usesafential water softening devices. This reseaddpted an
individual-centered approach (focus was placedpetific individuals in one-on-one interviews), aingito gain a
personal perspective and more accurate opinions d@nsumers regarding decisions to purchase, eis@wve or
replace water softeners.

Initial research on consumer behavior (“ConsumeéraBers and Trends Surrounding the Use and Imgact o
Chloride-Based Water Softeners”, Kim Knight & DaddKung, Ph.D., Claremont Graduate University, dstg
2003) regarding this project explored the basituatts surrounding the use of chloride-based vwaifteners by
consumers utilizing group-centered and experiméntaimation gathering techniques. During the adstration

of the previous researctiata generation was accomplished through the fueews groups, questionnaires/surveys,
and a pilot incentive program designed to encouexiging softener owners to either remove theitsieind those
seriously committed to the purchase of a unit tuae newer, more efficient models. From theseueses
preliminary data from households regarding owngrsimd operation of chloride-based water softenes eaptured
and analyzed. The results of this data gatheraigted to the conclusion that consumers were iristeTd in
responding when asked about their true intention®anding the use and/or retention of a wateresifig device

in their home. Group pressures and motivationggala notable role in the attitudes of consumeplvlic, but
when given the opportunity to change out or sigatfitly upgrade their unit every softener owner actgd was
unwilling to part with them. These results motadthe need for a more individual-centered approauti\(idual-
focused research procurement) to gather data dratgerate opinions from respondents in subsequent
investigations.

After a review of the potential market researckralatives to be utilized, it was determined thatriost efficient
approach to securing meaningful data from consuifeethis project was to conduct extensive “oneenre
interviews” with existing softener owners or th@sgaticipants who were seriously interested in pasaig a
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softener (determined to be a purchase within thxé sig to twelve months). This method of evaluatisas selected
to test consumers’ loyalty to softeners and théiingness to change the operation of their unittheir
consideration of a purchase, given the impact afiased salinity levels in southern Californiaon€umers who
did not own or operate softeners and/or who weteadously committed to the immediate purchasa offiit were
not considered for evaluation in this researchesthe chances of these subjects changing theigrtubehavior
were not considered significant for purposes o gtudy.

As a result of the initial findings it was determéhthat approximately forty individuals who owniatend to
purchase residential water softeners would beedvid participate in one-hour interviews utiliziagtructured
interview format. Within this group, 30 particigarwould be selected who currently own water s@ftein their
residences and 10 participants would be included wbuld express the intention to purchase a watkerser
within the next twelve months. From a per cap#&edgraphic perspective the prospective group wadet
equally between households earning an annual inadralkove or below $65,000. Within each of the taebme
categories the participants were further divided households where the water softener was lessfthua years
old (5 of the 15 households) or more than four yedd (10 of the 15 households). The recruitiranpé
summarized in the following table:

Table 1: Designed recruiting quota for one-on-onaterview

Existing users Potential users
Softener <4 yrs old 5 N/A
Income above $65K Softener >4 yrs old 10 N/A
Total 15 5
Softener <4 yrs old 5 N/A
Income below $65K Softener >4 yrs old 10 N/A
Total 15 5
Total 30 10

The final determinant for selection was geographiel-of the group was from Orange County, Califarand half
was from the Inland Empire region of southern @atifa, comprising cities in portions of Los Angel8sin
Bernardino, and Riverside counties.

To supplement the individual sessions and the ghiens with empirical results, a total of thre¢adeapturing
dimensions were developed as follows:

One-on-one interview session questionnaieescript was developed to structure the condutli®fnterview. The
objective was to let the participants answer thestjans regarding their use of water softenersodinelr issues in an
open question environment unprompted and unaideddier to explore what was their “root” behavidach
interview was videotaped and at least two independeservers, along with a moderator, attended edietview
session taking detailed notes. This informatios wsed for qualitative analysis. The session fidagrxed in further
details later in this report.

General survey questionnairea general-purpose questionnaire was developeatiniie relevant data surrounding
each participant in terms of demographics, edueaper capita income, and information regarding tiosv
respondents acquired information and data for detisaking. Normally interviewees would beginifity out the
guestionnaire prior to their interview, if theyiaed early for their session, and complete it ptootheir leaving.

“Top two ranking” questionnaire-a short post-interview survey asking participantsank why they would or
would not be willing to compromise their use of ater softener was administered at the close ofhteeview.
Additional questions were also posed to intervieswegarding why they use a water softener, whatahe willing
to do to help alleviate the problem, and what adersitions went into the decision to purchase oransexisting
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unit in their home. The purpose of this questidraas to summarize participants’ opinions dutimg session
and code them into a database for future analysis.

2. The one-on-one interview

The one-on-one open question interview format weaekbped for the project to gain a personal petspgefrom
participants and to discover what they really tHawapout their continued or potential use of sddtews in the face
of evidence that increased salinity in local reegclvater was due in part to the continued use lofidle-based
water softeners. The experiment was designed &suane each participant’s level of commitment topharess of
reducing salinity. The objective of this experimesms to gain honest feedback from respondents their true
feelings about water softeners and their willingrn@sremove their unit or significantly modify hdtey operated it
in the future.

To develop a statistically diverse sample of pgotints for the study, residential databases wemared from two
different populations—Orange County through théssasce of the Irvine Ranch Water District and ltiland
Empire region through the use of independent madssarch sources.

A screening questionnaire was designed to userjunotion with the telephone solicitation for peipiants. Target
participant research was developed utilizing emgstlatabases (Irvine Ranch Water District) andtewddil market
research utilizing independent sources (the InEmgire region through outside market research ssjircCalls
were kept to a minimum time to identify potentittadees and enlist/secure their commitment tmattiee one-on-
one session. A financial incentive was offereddch potential interviewee to further secure thélimgness to
participate.

Once an individual was registered, a package oériads outlined above was mailed to each interveeaenfirming
their appointment and location. With every confitian for the one-on-one interview that was sernterviewees,
a compendium of reading materials outlining thdlehges resulting from the continued and increasadje of
chloride-based water softeners was included imthiting. Interviewees were asked to read the rigds$eprior to
their scheduled interview.

Two locations were selected for conducting therinésvs in order to accommodate the diverse pomragelected.
Meeting space at the Irvine Ranch Water Distrigduiarters building in Irvine and at the Clarem®raduate
University in Claremont was secured along with adjgy areas set aside for participants to waitl@ir interviews
and fill out surveys/questionnaires.

In order to thoroughly capture data from the in@ms a minimum of two independent observers wergleyad to
record the information provided by the interviewdasing each of the sessions. In addition, eachefnterviews
was recorded on videotape to allow observers tiewethe sessions should there be questions orictindl analysis
concerning any of the interviews.

Prior to the one-on-one interview, three “scripigfre developed for these approximately hour-lorsgisas, open-
ended in format, specifically designed to elicgpenses that would measure each participants’ioaatct the issues
of salinity and its treatment, and how much theyenwilling to do personally to help alleviate tlssue. Two
scripts were focused on those interviewees who wehad been operating a water softener in theidemce at the
time of the interview—in one case where the unit haen purchased independently and in the othervwhsre the
unit came with the purchase of the home (an “inkdtiunit). The third script was focused at thpaeticipants
who were seriously considering the purchase oftaser within the coming six to twelve months. Ael review

of the material sent prior to the interview preakt®ee main thrust of the session.

Interviewees were then guided through the readiatgrials previously sent to them and a brief syisopsthe
current challenges involving increased salinityvah emphasis placed on the impact of continuedvgattener
use might have on the issue. A series of openeeqdestions were then posed to participants askinipeir
feelings about operating their softeners and whiey tnight be able to do to help alleviate the peobl The
interview script allowed the moderator to probeteiaterviewee individually regarding their sendito the
potential crisis of softeners and salts, what djadty they might personally do to help reducersty with their
existing softener or possible purchase, and howhrpecsonal responsibility each participant wasimglito put into
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the operating or purchase decisions they would m&eeh interview was videotaped and at least thaeovers,
along with the moderator, attended each interviessi®n taking detailed notes. This information wsed for
qualitative study.

After completion of the interview individuals werequested to complete and turn in their generalesur
guestionnaire and the top-two ranking questionralilee the interview script, created for participamtho either
presently owned/operated a softener and thosevietezes who were seriously intending to purchasefi@ning
unit. Release forms for the taping were secureh feach of the participants and a stipend wasfpaitheir time
and assistance.

The analyses of the observations from the intersiame stated in the following sections.

3. Analysis of Findings

Since this study was mostly qualitative in nataaclusions were mainly drawn from interview sessio
observations. Analyses were then summarized frliosemwations of participants’ answers to each ofjtnestions.
Statistical analyses were conducted though thergks@rvey questionnaire and top-two ranking qoestaires.
Main findings of this experiment are listed below.

O Public Awareness
While the findings showed many opportunities fatisfidual interpretation and misinformation to exist
among water softener consumers, it representgarlapportunity to influence, educate, and hopgfull
modify consumer behavior by presenting them wittspasive factual information through various
informative channels and campaigns.

O Reduction of Use
Study results showed that regardless of the infiomgresented, most respondents were unwilling to
remove their units. However, consumers were fowitlthg to compromise their use of softeners byigk
one or a few options, which could reduce the ussatif The analyses showed that instead of ingigth
the complete removal of the unit, modifying the ao&vater softeners, such as using the unit more
efficiently, appeared to be the most successful teaffectively bring about the desired reduction i
salinity.

O Decision Intersections
The research found the decision to purchase a waftemer usually occurred at certain events thioug
the consumer’s life. Identifying these “decisiotersections” and performing active “timed intertien”
posed a significant opportunity for outside inflaes to affect or modify consumer behavior.

Q Life style Choices
Research found that health was a notable elementsififormation from respondents as it relatechtirt
purchase of a residential water softener. Conssismmnetimes misunderstood the potential benefids an
disadvantages to operating a softener in their hagrierelated to their physical well-being. Watélity
agencies could establish their role in health artdtion to address the importance of water isarashelp
consumers use water wisely.

The following sections explore the results in geeatetail.

3.1 Public Awareness

Analyses showed that individual interpretation andhisinformation exists among water softener aureand
potential users. Operation or purchase of a veatftener at times wdsased on misunderstood information and
purpose.
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Water utility agencies could benefit from achievipgblic awareness”, which could be defined aspsmamers who
possess an understanding of water softening systeritselates to resources for product and pracéssnation—
the intended use of the devices (including theiithtions), how they function, and what effect tieye on the
environment and (potentially) public health.” Bydrmation messaging (developing specific and tadje
marketing programs, language, and materials gaareards the consumer and their habits/tendencieg}r utility
agencies could expect to change consumer attitalutag the importance of making responsible purclgasi
decisions and properly maintaining water conditignéquipment, which were important to the watditwti
agencies’ ability to achieve collaboration with samers in solving salinity and other water-relgteablems.

Medium of Information (or information messaging)

Information available to consumers varied greatigyaerning the types of residential water softering processing
systems. While respondents used a variety of reeswhen seeking information on water softenirgjesys, there
was no primary source uniformly identified whenekvhere they searched, or would investigate ffimrimation.
Understanding how consumers collect information et knowledge of water softening systems israpdrtant
step in identifying the “messaging” or “languagkat is incorporated at the tactical level of marigstrategies.

In attempting to recognize alternative ways in Whsonsumers looked for information and identifiedemtial
venues for messaging (other than suppliers, whe waked first as sources of product informatiorirduthe
interview), respondents were asked how they leaafedit water softeners and the water conditionnoggss. This
was incorporated into the interview process taeat a credibility threshold on the informationytimeceived. For
example, does “credible information” require sdfémfact or will recommendations from a friend family
member suffice? (Table 2 below summarizes thdteelsBurprisingly, the second most prominent way new
owners and those intending to purchase soughtrivdtion (with the exception of those who stated thag “grown
up” with a water softener and were familiar with @apabilities), was through speaking with familyreéends or
experiencing softened water somewhere outsidedheeh Further inquiry with the respondents ledrto a
understanding of wheconsumers think about purchasing a water softettieis is discussed in detail under
Decision Intersections in Section 3.3 of this répor

Industry suppliers were the most logical sourcafifrmation to the consumer, although results stizat there has
been a limited amount of factual information avaliégawhen considering the purchase of residentiadémwa
softeners—more specifically, issues surroundingrenmental impact and potential harmful health effe There
was no mandatory regulatory requirement or expiectdbr disclosure by suppliers, and it appeared the
information was not mentioned or provided whenghexluct or service was presented to the consuiiany
respondents claimed they were never informed, oe weaware (and subsequently shocked—as noteé in th
videotaped footage of the interviews conducted)mihey learned of the potential damage to theitthead the
local environment their residential water softermtentially could be causing. This was also rafevto consumers
who intended to purchase a unit and their subsequitimgness to consider alternative (i.e., norectue)
softening systems increased once they were inforni®ee Section 3.3 “Decision Intersections” fotaile of these
findings).

Table 2: Information resources before purchase

% of total responses
Local Water District 5%
Water softener suppliers 31%
Home improvement stores 12%
Somebody you know 26%
Media (TV, website) 26%
Total 100%

Calculating which respondents received the coirdotmation before purchasing a water softenaras
determined that only 17% of those we interviewed been told about the resources noted above. More
importantly, 83% of consumers with whom we inteweel were given no information or misinformation Klea3
below summarizes the results). This statistis@nés a significant opportunity for utility agersie determine
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ways to “reach out” to consumers and develop dioglship whereby they are viewed as a resourceréible
information. This effort is intended to help conarsimake better choices should they decide to peech

Table 3: Summary of information resources before prchase

% of total responses

Good information 17%

No information or misinformation 83%

Because consumers view utility agencies as crediibleces, they have an apparent expectation tiigestwould
provide them with neutral, factual information. | Ather sources cited were perceived by interviensese
potentially biased or inaccurate, assuming thatrtfegmation these sources were providing was ititerest of
promoting their own product or service. While timformation was viewed as somewhat suspect, coesiin
many cases accepted the “data” without fully redgag all of the options available to them. Mambrtantly,
when respondents were asked where they would gaffiimation, only 5% of the target audience chitgewater
agency as a resource. This finding suggests twapim consumer information gathering: (1) thiéitytagency is
not playing a vital, integral role as an informati@source to the consumer, and (2) there is anegitof time
compression (a significant lack of time) when resleimg and making a final purchase decision orpéme of
consumers, causing them to default to the inforonatey are provided by those whom they perceive as
“knowledgeable”.

Intended use

In an effort to gain insight on why individuals cidter the purchase of water softening systemsttampt was
made to identify the major reasons why consumersght they needed a water softener. While thesenmasingle
response that dominated, there were importantrdiffees between those respondents who already cawvatker
softener versus those who intended to own. Thentwtivators for owning or wanting a water softemere that
the unit “extends the operational life of home &opdes and clothing” and that conditioned wateel§egood.”
Table 4below summarizes the three main reasons why conswme water softeners.

Table 4: Why use/consider a water softener

Intended owners Existing owners
(% of total responses) (% of total responses)
Economically motivated 64% 60%
Holistically motivated - feels good 36% 30%
Healthier (inaccurate perception) 0% 10%
Total 100% 100%

“Extending appliance and apparel life” is a relely easy concept for consumers to understand ienfilaee. This
motivation is_economicallgriven in that there is a perception that a watdétener saves them money in the long
run. Perceived savings were communicated as #hefusss laundry detergent, softened water wasreais
clothes — colors and fabrics, and that it minimipe&liminated the build up of calcium and magnesiaside
residential plumbing and household appliances.ofthese concepts translated into monetary valaeiigs) in the
eyes of consumers and contributed to the percefitetra water softener was a good investment.

The “feels good” category was a bit more complidatequantify and varied greatly between softevemars and
the audience who “intended to own”. It was obseémyet the owners of water softeners (both chloaide non-
chloride) were acutely aware of how the water "fet their skin. This feeling was communicatedraze holistic
in nature and was considered tactile and pleaseirglflome softener owner respondents stated tyatélcognized
a significant difference in water “quality” whenethwere away from home, and communicated dissatisfafor
the way it felt on their skin.)
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Finally, some respondents who owned softeners caortadehat, in their mind, conditioned or softenestev was
“healthier"—a significant misperception that appsetar be confined to a small population and shoeleéésy to
clarify and educate with the proper messaging afatation provided to the public.

How water softeners function—the “black box”

While respondents were aware of the location oftater softener in their residence and understbatisome sort
of “salt” was added to the unit in order to makeperational, there was little understanding relatehow the unit
functioned on a day-to-day basis for most individwsarveyed. In their minds, it was some sort afjin “black
box.” Few participants knew specifically how thaita operated and others perceived the softenpesation as
simplistic and somewhat mysterious—"you simply galt in and it makes a noise every other night One
respondent referred to their softener as beingtta like black magic”. It is interesting to notieat many
respondents had spent, or were planning to speadsands of dollars on a water treatment/wateesft) system
and few knew what notable operating features thegitem included (timer versus sensor, a bypasg ypbtassium
and/or sodium-capable system, easily programmableg,the system was plumbed to the water delivesiesy) or
how to program the unit so that it operated in fficient or high-performance manner. This “bliredth” behavior
on the part of consumers regarding the operatiamadér softeners provides another substantial appiby for
utility agencies to influence and significantly nifydhe purchase process by providing existing poténtial
softener owners a checklist of questions to askwhechasing a water softener.

Gender issues also played a notable role in thétsefsom interviews as it related to the operatdthe softener.
The first observation was that men in the housetee generally responsible for operation of thig, imcluding
the purchase and addition of salt to the unitgéirbecause of the physical labor involved in$porting and
loading the salt). Some of the female respondgtated they “... don’t go near the unit, | just knetvere it sits in
the garage.” However, if they were offered dethd#ad thorough instructions on how to operate tifieser more
efficiently, most women respondents stated theyldvbe willing to adjust or operate the unit themsslif it were
as simple as described. Both men and women pgaatits stated they would be willing to allow theater agency
or a representative from the utility in their hontegvaluate and possibly adjust their units feager efficiency.

Environmental damage and potential health risks

As noted earlier in this study, most consumersmatal they were never informed at point of purchasel(ring any
of their research utilizing manufacturers’ sited amsources) of the possible environmental damagetential
health risks associated with water softeners. I&irto the respondents in previous research, [yaatits expressed
surprise when they learned of the damage chlonftersers were said to be causing the environmienspite of the
evidence that pointed to the negative effects afinaed water softener use by consumers and even wfifiered
incentives to remove their existing units or replteem with high-efficiency units, consumers wetgaordinarily
reluctant to part with their water softeners. didiion, health concerns regarding the ingestiosaffened water
and hypertension did not seem to dissuade owngrgitance to give up their appliance. Even theathof
mandatory removal or curtailment of use did litbedissuade owners from considering changes to ¢heient
behaviors. Consumers were bothered by their dartdn to environmental damage, but as previousareh
pointed out, there appears to be a significanetaftl cost associated with clearing social constsen

The research concluded that environmental readons do not change a consumer’s behavior. Mogsicgzants
claimed an economic rationale for not changing kieinda need to recoup a significant monetary itwent—
anywhere from $300 to over $3,000) and would prifavait until their units became inoperative orentthey had
received their “perceived” return on investmentdoefremoving or modifying a softener. This peraddime was
not formally calculated in this study, although thder the unit in place, the more likely consumeese to consider
an environmentally friendly option if there wasemsonable inducement.

In addition to environmental concerns most respotsdeere equally surprised to discover that thed/mever been
informed about the increased sodium content iresefil water. While most participants had a revess&osis or
carbon filter attached to their cold water linefie kitchen for drinking and cooking, they statledtthot knowing
about all of the potential health risks could hbeen a problem. One respondent, who had beenadiadrwith
high blood pressure, shared that she was goingktber doctor why no inquiry had been made by l@garding

the presence of a water softener in the home aseatal source of sodium in her diet. It woulgagr that another
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source of reliable communication with the publicicbbe via the medical community as a crediblehlyigffective
medium for discussing medical consequences invgletioride softeners and drinking water in the home

It is important to note at this juncture is, thdtile chloride water softener users were not readshange or
surrender their unit, both environmental and heiakbes that were now known by participants prochpte
willingness on their part to consider alternatiyesg., a “green” water softener) when the time céomreplace. This
“flexibility” on the part of the consumer is criitand should be considered when planning the rgessteategies.
Consumers will not see or hear relevant decisi@stisg information until they are ready for thessage or find
themselves in need of the product or service beffeged. This particular "decision intersection”donsidered a
“conversion fringe” market—those who convert or mpa their behavioeventually ontheir termsand timeline for
making the purchase. This presents another sigmifiopportunity to change and/or modify the corestsn
decision-making process

Summary

As identified in the previous research study, aalithated further with the research conducted is ghoject, the
findings show many opportunities for individualénpretation and/or misinformation to exist amongew~aoftener
consumers. While the wide range of interpretaisaimoublesome, it represents a larger opportuniinfluence,
educate, and hopefully modify consumer behavigpiagenting them with persuasive factual informatigii
interviewees welcomed the fact-sheet that theyivedeprior to their interviews and commented onithportance
of it coming from a neutral, trusted source. Cidemwater softener owners commented that they wale
preferred to have the information provided befivey had made such a significant investment oin timits. Those
intending to purchase softeners felt they would hevwable to research their acquisition better aaklena more
“informed” decision before purchase. They did mmtwever, commit to completely eliminating a chiteribased
softener from purchase consideration.

Recommendations

Changing consumer attitudes about the importanoceasing responsible purchasing decisions and plpper
maintaining water conditioning equipment are kegstablishing the role of the water utility as agamization
committed to more than merely providing competityariced, clean, safe water to customers. Agenka@ve the
unique opportunity at this point in time to takevadtage of their role as an unbiased provider forimation that
the public can use in purchase and lifestyle deassibut utilities will have to radically changeithrelationship
towards consumers and adopt a more customer-fiigmdhctive approach when dealing with the puldlithie
immediate future and beyond.

Utility agencies have an extraordinary opportutityaccomplish three very important objectives:

O Objective 1. Establish channels of communicatidth tihe consumer
Because consumers do not normally consider thdenveaency top-of-mind for information about water
softeners, chances are, they do not consider tbeotHer important issues as well. Building relathips
with the consumer can have long-term benefits.other water issues and challenges emerge, (ones
requiring consumer support) the mind-share willhbeen established through the salinity program and
can continue as the utility is identified as “thested resource for any and all information regaydiater.”
These channels will need to be consistent and aohster an extended period of time and should be
utilizing unique communication vehicles. Stufferdhe water bill alonevill not accomplish the objective
of “getting the message across” to consumers.

Q Objective 2: Influence consumer behavior regardimgjor purchases
Information about water softener performance, praperation, and maintenance of the unit is scance
oftentimes inaccurate. Other utility agenciesvaesved as a credible source of information andrare a
tremendous amount of influence on the consumetisdder. Providing the correct information, at the
right timepresents the possibility of “intersecting” the comer’s purchase decision-making process
before the actual purchase is transacted.

O Objective 3: Demonstrate community leadership
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The expectations of consumers regarding what thiiies can and should be communicating to anidglo
for them continues to rise. Ultility agencies haseently recognized the importance of brand devabpt
and management in building their relationships withsumers—in spite of the unique “monopoly” that
utilities possess with the public. The interactimtween provider and the customer has become more
consumer-friendly via the Internet, important imf@tion announcements, special rebates and offers,
programs for resource conservation, etc. (e.g.tifeon California Edison’s and Southern CaliforniasG
Company’s recent campaigns geared towards buiktimggthening customer relationships). Companies
not offering these services and programs will nfigsty struggle to gain consumer recognition anpgpsart
when it is needed. Managing public perceptionubioa relationship with consumers will be more
important as resources become limited. Consunenms been shown to be more likely to participate at
greater levels to meet more demanding conservatifgctives when programs were well-defined,
effectively communicated, and goal-oriented.

Increased public awareness and consumer participesin be accomplished through the use of somk afrtae
following tactics:

Q

Public Education—Water Awareness Campaign

Information delivered to the public on water iss(ies, salinity, effective use and availabilityp\a
specifically themed campaign is more likely to beamed over time. In addition to consistent mtnie
materials and messages, a “mascot” or characteisthasociated with the program could be an effect
way to gain “buy in” from consumers. Smokey theB&Voodsy the Owl, and Chief Iron Eyes Cody are
notable examples of such a practice.

Website and 800# Consumer Information Hotline

Set up a website or add to an existing site fosaorers to access and obtain information on water
softeners and other pressing issues surroundingr\aat salinity. The website should consist of
informative factual information on the effects cditer softeners to the environment and the potemtialth
risks for consumption, how to adjust a chlorideesoér to use less salt and how to choose a softenin
system. A toll-free telephone line could also bedito supplement the website and answer moreipgess
questions from the public.

Provide information—"How to Choose a Softener"—d-awvay Brochure

Design and develop a brochure to distribute aslke“away” for consumers. The materials should be
designed for use at all potential venues of exlabi public events where utility agencies are priesgrhe
brochures could be used on a regional or larges hi&slesigned with a “clean” panel for imprintitige
relevant contact information.)

Elementary & Middle School Education

Focus on creating collateral materials that aréggdesl and written specifically for a younger audien

This model was used in law enforcement agencids avitharacter named “McGruff”, the canine sleuth.
“mascot” could be developed to keep the program arabie and fun. Include information on the valfie o
water as an asset and pertinent environmentalsgeug., the potential damage caused by pesticides,
fertilizers, salinity, and animal waste runoff).

Water Softener Placement list

Work with industry to develop a comprehensivedisthloride-based water softener owners, ideally
capturing owner information on units over 4 yedds aContact information where factual materiatsnfr
the water utility can be sent would be vital. Tiwsuld be a targeted attempt to intersect and atthy
influence repurchase behavior.

Mobile Marketing program

If the consumer will not take time to contact tjilagencies, then the agencies should be prepate#e
the information to the consumer. A mobile markgtimogram—one that travels to schools, local malls,
fairs, local sporting/community events, and othnmunity-oriented venues—could be established to
educate the local population on the value of watgpprtant issues concerning conservation, andrwate
softeners among other vital water-related issues
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O Health/Retirement Industry Messaging
Enlist the support of the medical community to delithe message of the potential health risks
surrounding the consumption of water softened bgride-based units. The information could be
distributed via take-away brochures or other appatp vehicles. Organizations such as AARP could
provide similar communication to the senior popolaor other “at risk” populations (e.g., heartipats).

O Mass Messaging (Mobile Campaign)
Consider promoting website and hotline number mfation in areas that can be viewed by commuters.
Mass transit locations, such as Metrolink, busssited shelters, or billboards are traditional aotebiptially
effective modes of advertising. Visuals for thegyaom will need to have enough “impact” to captime t
attention of traditionally pre-occupied commute@ther opportunities could be identified as consume
profiles are developed—e.g., if 60% of softener exsrhave pets, a possible venue such as Petco or
Petsmart could be a distribution point for additibimformation. (Consider potential health risks pets
consuming softened water?)

Q Community Presence
Utility agencies should partner with local commyratganizations (chamber of commerce, Kiwanis,
Rotary, Jaycees) and political representativesitdfarce the importance of this issue to the comitgun
and use local venues and events to speak pubboytahe voluntary reduction program. Activitiesh
as a speaker’s bureau, multimedia presentatiosshools, and community event sponsorship lend
themselves to more effective grass roots involvaraad marketing to the local cities and their
populations.

3.2 Reduction of Use

The previous study explored consumers’ willingrtesgive up their chloride-based softeners and deteng
whether the damage the units were causing to thieoement was enough to encourage consumers tersier
(most likely with a monetary incentive) or stopngstheir units altogether. Study results showed tbgardless of
the information presented, most respondents wendling to remove their units without a “mandatoryan
initiated by the water agency. While a ban onftlere sale of chloride softeners would certairdptribute to the
long-term reduction of salinity, it would not soltlee immediate problem of reducing current levé¥ore
importantly, consumers were not pleased at thepgiciof local government interfering with their g@nal choices
where it concerned water treatment processes itatibally had been considered acceptable options.

This study was designed to re-frame and assesotiseimer’s thinking around the concept of “reductid use”.
This concept theorizes that if water agencies coaltvince twoconsumers to “voluntarily” use half the salt they
current consume in their water softeners, it wdadahe equivalent of the removal_of artdoride-based softener
from the population. The research concluded thiatapproach was clearly the best alternative galegory
behavior and was perceived by consumers as aisigmify less painful option to banning softenerkwever, to
understand the levels of consumers’ willingnessampromise (use less salt) and to attempt to ifjeati
“language” to which they might respond when creapuablic messaging was critical to developing derahtive
program of salinity reduction involving water safegs. Furthermore, developing additional undeditanof
consumers’ underlying motivations for their initilrchase was equally important for us to comprehédrhe
results from the interviews uncovered some of gazsons, perceived or real, people used or wantest s@fteners
in their homes. Further research was conduct@tetdify differences in user behavior.

Options for reduction of use

Identifying consumers’ willingness to compromisel avhat they were willing or unwilling to do was amportant
step in defining the target audience with the higlopportunity for behavioral change. Respondfmtthis
research study were divided into two groups—"engstisers” of water softeners and "potential users"an

effort to observe differences between the two gsoufo further segment the audience respondents asged why
they would or would not be willing to compromiseithuse of softeners, and were provided specifiacgon of
use options for doing so (see below). Further sggation allowed cross tabulation against age nreahildren in
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the household, and other factors providing the dppéty to dissectand &sociatespecific audience characteristics
that help when choosing which marketing mediumslvast reach the intended audience.

During the course of the interviews each participeas introduced to the idea of making some lefisharifice as
a result of helping to reduce salinity due to tperation of water softeners. Five specific optiotese presented:

Removal of the unit from the home

Replacement with a high efficiency unit

Using less salt in the operation of a new or exgstinit

Adjusting the timer (on applicable models) to extéime period between regeneration
Re-plumb the unit to the hot water line only

| Iy Ry ]

The approach of this research was to specificaligis the level of willingness on the part of eamimstituency to
consider or execute a number of behavior modificesti

Existing users—how they will compromise and what d&cts their choices

Once interviews were completed the results wereegiaged into two major factions: (1) results freristing water
softener owners, and (2) results from potential ewn Of the responses from existing owners, sgymicent
(70%) of respondents who owned a chloride-basdeésef were willing to participate in at least mfdhe
“reduction of use” options mentioned above, twedeecent (12%) would completely remove the unit dred
remaining eighteen percent (18%) were willing tolaee their existing unit with a high efficiency de (Table 5
below summarizes the results.) Of the seventygmer&0%) willing to actively participate in at Eane reduction
selection, the predominant options selected wéghooking up the softener to the hot water offly adjusting the
timer to regenerate less often, and (3) a (reltgt@mmitment to replace their older units with higfficiency
models (See Tablelelow for a summary of results.)t is important to note that respondents who stated
willingness to replace an existing softener withigh-efficiency model, would only be willing to stowhen they
felt the economic life of the existing unit wasaeidied and/or when the unit expired.

Table 5: What existing users are willing to do

% of total responses
Remove their unit 11%
Replace with high efficiency unit 19%
Use less 70%
Total 100%

Table 6: What existing users are willing to do (spefic options for “use less”)

% of responses
Use less salt 17%
Adjust timer 30%
Turn unit off 20%
Operate on hot water only 33%
Total 100%

Willingness to use less was also correlated t@ateeof the user. The younger (31-45) and oldet)(6@e groups
surveyed were more willing to reduce their useattf than the middle age group (46-59). (Table[dwe
summaries the results.) Of the nearly 40% middkegroup respondents not willing to compromisesa less,
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many commented that because they recently foundgélkes “empty nesters”, and had spent time seicrgfifor
their children, they simply were not interestea¢@mpromising. Conditioned water was perceivedoasesvhat of a
deserved luxury at this point in their lives andytlwould likely not be a recommended target audi€at |least
initially) for agencies, since conversion cost (tlost of getting the consumer to significantly nfgdieir behavior
relating to the use of water softeners) would e very high.

Table 7: The effects of age relating to behavior ntlification
31-45| 46-59| 60+

Not willing to compromise use of chloride-based avat

softener 9% 38% [ 29%
Willing to compromise use of chloride-based water
softener 91% 63% | 71%

Other elements of participants’ willingness to coampise related to whether or not there are minddi@n in the
household and level of income.

As noted in Table 8 below, however, respondentsawitchildren in the household appear significantly enor

willing to compromise on water softener use thanrdgspondents witbhildren. This is an important understanding.
As noted in an earlier segment of this report,yeeohditioning and information is critical to fueibehavior. The
possibility to change consumer behavior may theeséxist by utilizing elementary and middle schadsa vehicle
for distribution of informational material regardimnvater and salinity issues. The information wddsent home
via the child and delivered directly to the pareimereasing the likelihood of review thereby cregtincreased

awareness.

Table 8: The effects of children relating to behawir modification

No Children Have Children
Not willing to compromise chloride-based water
softener 31% 55%
Willing to compromise use of chloride-based water
softener 69% 45%
Total 100% 100%

Income also appeared to have a significant effeganticipants’ willingness to compromise. Wateftesner
owners in the lower income bracket (<$65,000) viess willing to compromise on their units’ operatithan
owners in the higher income bracket (>$101,000pl@ 8 below summarizes the results). This was ey due
to the greater financial commitment that a watdtesiing unit represented as a percentage of incorhé stronger
purchase commitment would lead to participantsstaace to remove or modify their units, particlyauring the
early years of their operation in the home. Whilgher income bracket participants were equallyaint to part
with their units, they appeared more willing to smer modifications since this posed less of anfoma burden to

them.

Table 9: The effects of income relating to behaviomodification

<$65,000 $66,000-100,000 >$101,000
Not willing to compromise chloride-based
water softener 57% 50% 33%
Willing to compromise use of chloride-
based water softener 43% 50% 67%
Total 100% 100% 100%
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Good Citizenship

As respondents were interviewed many stated theiitapce of doing the “right thing” and likenedattheir
participation in voting and being a good citizers. thAis trend emerged, an effort was undertakedentify whether
or not the willingness to compromise the use obtewsoftener had any relationship to participatiodesirable
societal activities. Respondents were subsequaskigd to provide detailed information on theirtipgration in
voting, charitable giving, recycling, and voluntegr While overall participation in positive sotakactivities
appears to be important, there are some differemepsring further study to be conclusive. (Tabeto Table 13
summarizes the results from this study.) Additlomaearch would therefore be recommended to gaiater
insight as to the reasons behind these findings.

Table 10: The effect of age relating to voting

31-45 46-59 60+
Do not vote 18% 0% 14%
General only 0% 0% 14%
General & primary 82% 100% 71%
Total 100% 100% 100%

Table 11: The effect of age relating charitable ging

31-45 46-59 60+
No 27% 13% 0%
Yes 73% 75% 100%
N/A 0% 13% 0%
Total 100% 100% 100%

Table 12: The effect of age relating recycling

31-45 46-59 60+
No 0% 25% 0%
Yes 100% 75% 100%
Total 100% 100% 100%

Table 13: The effect of age relating volunteering

31-45 46-59 60+
No 36% 25% 57%
Yes 64% 75% 43%
Total 100% 100% 100%

Why participants are willing to compromise

According to the interview results (see Tableb®fow) most respondents were not told at the tifrucchase that
rising salinity levels could eventually negativetypact the environment, and thereftiney did not feel completely
responsible for the current rising salinity probtem

Table 14: Why participants are willing to compromise
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Own Intend to own
(% of total responses) (% of total responses)
Not aware of the problem 30% 56%
Right thing to do 14% 0%
Safer for environment 48% 44%
Don't want to “look bad” 3% 0%
Health concerns 5% 0%
Total 100% 100%

Fromthetable above both water softener owners (50%) amsktintending to own (44%) expressed a genuine
concern about the environmental damage their amigbt be causing and were willing to contributetsolution.
They viewed “using less” as an effective altermativa way that their needs could still be met whileytwould still
feel good about doing the right thing for the eamiment.

Early conditioning

Early conditioning of the consumer is consideretioal to changing user behavior. For respondeitits owned a
water softener, one of the most important readoeg tised it was to “feel bettef8eeTable 4 in Section 3.1). The
longer a consumer experienced softened watertithieger the emotional connection to the softendrthe less
likely they were to remove the unit or even compisanits operation by using less salt. The oppdrwon which
utility agencies should focus would be to begindiog consumer awareness very early in consumiees |
Recognizing earlier comments about educating anlédgnd young consumers (See recommendations uadgors
3.1: Public Awareness), utilities would be wellast if they focused efforts on early school edusationcerning
water conservation, water quality, and salinityugttbn as a way of “preventative medicine”. Dis@ging
unstructured or irresponsible softener use in yqeaple and public awareness education as a laongselution
should be cornerstones of any salinity reducti@gmm introduced.

Potential owners

With proper timing and information, the ability ttfluence the consumer’s purchase decision appedrs
possible. From Tables 15 and 16 below, while tiweree no respondents who were seriously investigdtie
purchase of a softener willing to refrain from gyia unit, 29% of those surveyed were at leasingilio consider
an alternative softening technology once they weaee aware of the damage to the environment. fihmpy
focus for this particular audience wanting a watgtener was economic (extending appliance lif@)the 71%
who remained insistent on purchasing a high efiicjechloride softener (regardless of the informagioovided)
40% were willing to hook up the softener to the Wwater line only.

Table 15: What are potential owners willing to do

% of responses
Not buy 0%
Buy an environmentally friendly unit 2904
Buy a high efficiency chloride unit 71%
Total 100%

Table 16: What are potential owners willing to do gpecific options for “buy a high efficiency
chloride unit”)

% of responses

Buy a high efficiency chloride unit & use less salt 20%
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Buy a high efficiency chloride unit & adjust timter extend

regeneration time 20%
Buy a high efficiency chloride unit & turn off wheway for

extended periods of time 20%
Buy a high efficient chloride unit & hook up to hetter only 40%
Total 100%

Summary

Consumers are willing to compromise their use dbritie-based water softeners for environmentaloeasnd
concerns. Instead of insisting on the completeorexrhof the unit, using the softener more efficigappears to be
the most successful way to effectively modify cansu behavior and bring about the desired redudticalinity.
Identified options for reduction of use include) feplacement with a high efficiency unit, (2)ngless salt in the
operation of a new or existing unit, (3) adjustihg timer (on applicable models) to extend thequkebetween
regeneration, and (4) re-plumb the unit to theviater line only. The establishment and adminigtresf a
“voluntary reduction” program has the ability toveaan immediate impact on salinity levels in armbad the
southern California area. The following recommeiwstes are therefore proposed.

Recommendations

The results of the research point to a large-sedlegness on the part of consumers to activelstipgoate in some
sort of organized program to help reduce salinitiie development of a voluntary salinity reductiampaign by
water utilities would be a logical next step inegffively approaching the public with new and acabl& behaviors
surrounding any continued use of chloride-base@&msfteners.

Consumers, the water conditioning industry, andegoment need to create convenient, effective waysdch
consumers, capture information, and create datalzaseerning the households with water softenersierol
established units, newer units with improved tedtgppand units serviced by an independent servipplger
(portable exchange). As units and householdsdamified and targeted, a comprehensive programldiie
implemented that could include most, if not alltloé following aspects.

Q A water softener "tune-up" program
A program to service softener units already planatie home should be implemented. This project
should target older, less efficient softeners tis& too much salt or units that are currently irpprty
programmed to accurately and effectively conditiater for the current residents. The lead orgaioiza
for such an endeavor most likely would be the loeater or sanitation agency since many respondents
expressed a distrust of manufacturers or servieggers conducting an unbiased evaluation of tvailer
quality and the fear of being pressured into buyiag and likely unneeded equipment. It should dtedh
that the utility’s active endorsement of a progmraight be enough to calm consumers’ concerns about
working solely with manufacturers and service pdevs. One service provider is offering this sesvic
locally for a fee of $35. A similar program wasdaocted in Lake Geneva, WI with the Culligan
organization and the local water agency with altiegureduction of salinity of approximately 15%.

a Manufacturer/ Supplier Conditioning
Encouraging suppliers to use the water agency'satézh initiative to strengthen their existing cuser
relationships would allow for the development dbmmation flow between the consumer and the supplie
Enlisting companies such as Culligan and Rayndfey the same tune up program to their existing
customer base when servicing existing units ordhosieed of repair and capturing information about
these households would aid in the creation of teeef database which could be used for follow-up
research and sampling.

O Voluntary Reduction Program
Agencies could offer generic instruction to theinstituencies on “how to . . .” for using less saltheir
water softening, re-plumbing the softener to hotewanly, extending regeneration times on timetsjme-
programming their units to more accurately reftaet number of home residents and the amount ofrwate
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to be softened, and tips for [non] operation whem&owners are away for extended periods (applies
primarily to older units).

Utility agencies need to take the lead in providiogsumers with accurate, informative facts ablogtcurrent
problems with increased salinity, its sources, &hét the public can be doing to alleviate the pgobl The
research has shown that citizens want to be pdheofolution, particularly where environmentaliss are
concerned. Inviting them to actively participatesblving the salinity “crisis” will allow both g@rnment and
industry to partner with the consumer to voluntanilodify existing behaviors in a way that allows fieajor to little
or no significant sacrifice on the part of the aomsr.

3.3 Decision Intersections

One of the more interesting facets of the reseianablved trying to determine when major decisionking events
took place where the decision to purchase a wafterer was concerned. As interviews continueddeeper
study of the level of consumer awareness develagpgdificant patterns began to emerge surroundiegts that
“triggered” the consideration or purchase of a watdtener. These “trigger events” we have defiagddecision
intersections” (i.e., the moment the consumer és@nted with the opportunity and motivation to mak#hoice).
This “intersection” poses a significant opporturfity outside influences to affect or modify consurbehavior.
Message content, the medium in which it is delidesnd the location in which it is placed offertitist
opportunities to positively intervene on behalthod utility in the consumer decision-making process

What “triggers” a consumer to consider or purchasedperate a water softener?
During the course of this study it was noted thatitiea of purchasing a water softener was ustralyered by a
significant life event. Three specific events tretked high with the research on respondents were:

Q The purchase of a home
Q The imminent arrival of a child into the household
Q Marriage

Specific results were tracked from the survey isvear to the question of what influenced consunmeitchase or
continue operation of a water softener. Tabledl@dw summarizes the resultSixty percent (60%) of respondents
stated that they considered a softener purchaaepscific result of moving into a new residenceefinancing and
almost half (46%) decided to continue the operatiban existing unit merely because it came withtibuse.
Besides replacement of an inoperable unit, theémite of friends/neighbors/family in the purchase onit was
considered significant. This translates to eadigservations that recommendations by others wemmportant
aspect of the consumer purchase decision-makirgepso Consumer education should take on everegreat
importance as a result of these findings sincentiatesoftener purchasers place so much importandbe

opinions of others.

Table 17: What triggers a consumer to consider/purtase a water softener

Potential owners Existing owners

(% of responses) (% of responses)
Moving/Refinancing 60% 31%
Visiting friends or family 0% 0%
When something breaks 20% 0%
Friends or family mentioning 20% 15%
Time of year 0% 0%
Came with the house N/A 46%
Other 0% 8%
Total 100% 100%
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Timed Intervention — Softener Owners

Timing of the information, or what we refer to dsrfed intervention”, appears to be a critical comgat when
influencing behavioral change (See Table 18 beld®f)those respondents who “inherited” a watereswdt (i.e.,
the softener came with the purchase of their hati€)100%) were willing to compromise by choosirtdesst one
of the options presented to reduce salt use. ddnirasted against participants who had made batatie decision
to purchase a softener; only 50% of respondente wéling to compromise by choosing one of the sadtuction
options offered during interviews. This findingplies a greater emotional involvement and connadticheir
softener as a result of a deliberate purchase eh@isus a unit that was in place at the time afdpurchase.

Table 18: “Inheritance” of a water softener vs. sdtpurchased

% of participants who are willing to compromise
their use of water softener

Came with the house 100%

Purchased independently 50%

Economic reasons also appeared to contributedadtionale. When acquiring the unit independerhfthe house
purchase, there seemed to be a higher level ofemeas by participants regarding the expense caitidyensuring
that the unit's useful economic life was closeulh &mortization before abandoning the unit or lgaivilling to
modify their usage behavior. The decision inteisacand the likely opportunity for interventiontiithis
particular population would be when the unit stapp@rking altogether or was in need of repair.cdntrast, those
who “inherited” the unit were significantly lessrowected to the thought of using the softener utitecurrent
regeneration schedule or even retaining it at Bflere was much more openness to changing thetagreaod the
appliance regardless of the age or modus operduié anit.

To further explore when intervention may take pJaespondents were asked whether or not a realicagent, or
the previous owner had made them aware of thesuetistence at the time of purchase. Table 19 shberesults.
Sixty-seven percent (67%) of respondents saidtkigatinit had been promoted as a featured ameniy e home
was purchased.

Table 19: How consumers are informed about the exisnce of the unit at the time of purchase

% of participants
Offered by the builder 0%
Informed by owner/agent 67%
Discovered on own 17%
Other 16%
Total 100%

The willingness to remove a softener or to compsanain its operation appears to be related to theabv
emotional investment the consumer has made dunmgurchase process. Respondents who investéficgigh
time, energy and an independent outlay of casts@egpart of a home’s purchase price) were muchniiisg to
compromise than those who “inherited” their uniliscan be deduced based on participants’ respahs@asy their
interviews that the cost of the “inherited” softesis buried in the purchase price of the house ratatjve to the
total price, its specific value was viewed as inffigant.

Timed Intervention — Intend to Own

As stated earlier, seventy-one percent (71%) @faedents “intending to own” a water softener stabed they
might not be are willing to refrain from buying hloride softener despite the information that wasented to
them during the course of the interviews (¥able 15 in Section 3.2). However, if they werertake the purchase,
they would definitely be willing to participate a“reduction of use” compromise option. Twentyenjpercent
(29%) of the participants were willing to consider alternative technology in their choice of units.
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Summary

Pro-active and time-sensitive messaging for padensers is critical to behavior modification. Base most
consumers tend to filter advertising or messagimgfproduct until they are interested in purchgsinis
recommended that the utility agencies create brorglhing and visible messages that will createrstemt
“undercurrent of awareness” that would allow théeptial softener owner to hear the message onftihedting i.e.,
when they commence serious research and evaluatothe purchase of a water softener.

Recommendations

A media “presence” within the community on an omgpibasis will create a higher level of awarenegtefalinity
issue, which should translate to a higher levelafsumer response and message recall. By pldwéngtitity
agencies’ message at the consumer’s decision-makiegection point(s) the likelihood of behaviochlnge is
enhanced and the agency has a better opportunitpdify consumers’ behavior within the decision-mngk
timeline. Some of the more important locationsdasider are:

O Home Improvement Centers
Displays and collateral materials where softengeder heaters and dish & clothes washing appliaaces
displayed are logical locations. These are higffitrareas where consumers are captive and already
possess the mindset of improving or repairing theines.

O Baby stores
Retail establishments that cater to infants are lalgical locations for messaging concerning water
softeners. Information about the health issuesnding softeners and correcting possible
“misinformation” about what the units can and carshmfor water quality, purity, and cleanliness sldo
be available to expectant parents.

Q Shopping Malls
While probably consisting of a smaller potentiadli@gnce, the food court and common areas of thigtioc
were mentioned in respondent interviews as wortisickering. A thorough assessment of shopper
demographics should be undertaken if this is todysidered a viable channel of consumer marketing.

O Home Shows & Expos
Logically a utility would conduct the same messggapproach as was utilized for home improvement
centers. Audiences at these venues are givingusecionsideration to major changes in their homes.

O Realtors/Agents
Utilities should seriously consider actively intening in the removal of water softeners when a éohiat
has one comes up for sale. Since homeowners wherited” a softener for the first time were somatvh
ambivalent about using or removing the unit, it \ddoe in the utility’s best interest to have thétun
removed at the time of sale. An incentive progreith realtors and agents when listing homes, piiogid
a cash payout to sellefsr the removal of chloride-based water softempeiar to the sale of the home,
would provide a way to remove units from the comityuwithout confronting existing softener owners.

Q Homebuilders & Developers
Developers currently offer water softeners as tufed amenity in many new homes and housing
developments. Since the primary motivation foritteusion of up-scale additions is higher profit
margins, utilities should work with builders to edep alternatives that provide comparable profiigbi
but without similar detrimental effects on the wateed. At the very least developers should begsly
dissuaded from including softeners in any packdggptions.

3.4 Lifestyle Choices

Health was a notable element of misinformation fitbearespondents as it related to their operati@aweater
softener in the home. As discussed in the “pudli@reness” segment of this research, ten perce#i)(af softener
owners claimed that water softeners were associgtadetter health. Some respondents perceiveid Water
softener as “healthy”, although there was nevdhyraeclear description given as to what “healtihgally meant to
them. It appeared to be associated with wateitgualthough the there was little to no awareriedbe minds of
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participants of the potential unhealthful elementhis perception possibly may be driven by howdpiai suppliers
and manufacturers are marketing these products.rdgearch supports the view that point-of-purchaeeketing
and advertising likely contribute to this percepticSome advertisements for softeners and portaddleange
service incorporate visuals of infants and younmili@s, possibly implying that a softener is a rexbdddition to a
healthy family unit and can contribute to the healt the family purchasing the unit or acquiring $oftener
service. In order to statistically validate thigobthesis, further research would need to be uakient But there is
enough potential misinformation being provided trsant serious work on the part of utilities toreat the
perspective being marketed by suppliers.

Recommendations
When participants were made aware of the poteiméialth risks associated, they were offered suggesfor
channels of this information. Those that elicitiee strongest response were:

O Health expos & fairs
Local HMO'’s or media companies usually sponsorelagivities where consumers attend to seek retevan
health information.

Q Health or retirement industry representatives
The movement for consumers to take more respoitgifait their healthcare is gaining momentum and
more people are searching independently for knogdexh how to improve their health and lifestyle.
Many of these organizations publish informatiorraldhures; free to the public in doctor’s officesgent
care centers and hospitals. Additionally, they rasp have websites with informational links that
consumers could use as a resource for informaticem effort to promote overall wellness within the
community.

Messaging through medical professionals, healthoareéiders or retirement organizations (e.g., HMO's
AARP, etc.), may be an effective way to communi¢h&epotential health risk of drinking softened erat
These organizations and their representativesieveed as credible sources of information and cdp he
the utility agencies by informing their audiencesiway thatomplementandsupportsthe agency’s
public message(s).

O Public relations effort with local network TV statis
Expert medical advice is regularly offered on theréeng news segments. Topics that are of publerést
and would have an impact on the consumer’s healildde utilized in “sound bite” segments, incluglin
salinity.

Q Utility agency resident health & nutrition expert
A utility could consider the creation of a corperadentity around a nutrition or health expert that
addresses the importance of water and correlasiges. They might create public health messadiogta
the effects and importance of water in the bodgt,dind nutritional elements, (e.g. sodium, lead,
carcinogens etc.) This could be an outside natrigt, MD, or possibly a group of MD’s willing torite
articles for the utility.

These articles could also serve as a potentidbfaral PR releases to consumer publications (Shape,
Health & Fitness, etc.) that are always lookingtfealth facts or stories of special interest tdude in
their publications.

4. Conclusions

The research has shown that forcing consumers ke maignificant change in their behavior as ited to their
use of water softeners through traditional chanseth as mandatory regulation is, at times, arientfe approach
for utility agencies to take. It also will provokegative re-actions from consumers in respedteautility agency
and deny them of benefits that they desire. Ytidigencies should view the goal of decreased satimiough the
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adoption of an approach stressing immediate butestathanges by more individuals making smaller bieha
modifications and planning more significant grassts major consumer behavioral changes and actedera
technological advances in the long run. By allapimnsumers to voluntarily “adapt” to achievabladogor,
reinforced with consistent messaging, the utilggmacy increases the probability of creating the ifremtilonger
term behavior ultimately desired. In addition]ittiagencies should invite the collaboration af/pte industry to
accomplish the goal of salinity reduction in watesources. Private industry has made significasttrtological
improvements in terms of more efficient use of Balesidential water softeners in past few yeaib\aill continue
to develop new technology towards even more efficénd environmentally friendly units in the futur€hrough
collaborations among the three constituents, ytiigencies can operate within salinity level regmients, while the
private industry can continue to sustain a viakhisifiess, and consumers can continue to reap tleditsesf using
residential water softeners, all on a voluntaryivas

Based on the analyses of collected data and infasmaeven Key Principles, classified in threecsie
categories—communications, behavioral managemedtcanstituent interests—form the basis of findiagd
recommended actions stated above.

Communications
O Consumers are not informed or misinformed regarttiegoenefits and risks of residential water saten

O Utilities are well advised to develop themselveas iesources for information regarding softeneit an
other water-related issues with consumers.

Behavioral Management
O Utility agencies are in a unique position to infige behavioral changes in consumers by providiog &
information and being involved within the communréty a visible resource.

O Utility agencies need to provide pertinent inforinatto consumers as they reach “decision intersesti
when considering actions or purchases involvingewlieatment. Such consumer-based focused magketin
efforts will most likely take targeted and broadséd communications programs from the utility with a
consistent message.

Constituent Interests

O Emphasis needs to be placed on reducing the ambsatt used by softeners, not necessarily on the
number of softeners being operated.

Q Consumers, ultimately, are willing to use less aatf make modifications to their units, plumbingg a
possibly their lifestyles. But softener ownergesally long-time users, will not give up theiritsnrexcept
in the direst of circumstances.

a In order for any meaningful long-term change tcetplace there needs to be a “realignment of intg€res
between consumers, the utility agencies, and thertreeatment industry. While each of these ctunestits
has different objectives that they pursue, it app#@at many of their divergent interests candalier
certain common objectives (e.g., a common intdresteen consumers and agencies on improving the
environment, a common desire for water softenimgises between consumers and the water treatment
industry). ldentification of areas of commonalityvhere objectives can be consolidated, provides an
opportunity for all three areas of focus to colledie, i.e., to seek solutions to solve the saliisisye.

To accomplish these goals utility agencies musirbegating lasting partnerships with consumersangte
industry today. The idea of realigning interestsA®en the three constituencies—consumers, indwusidy
government—is a new approach to behavior modificaéind one that may be easier to accomplish tham, oot
all, of the traditional approaches attempted te dat

Many utility agencies have discounted the valueasi-traditional “branding” because the consumeltyemes not
have a choice in the service with which they amvigled (water, gas, electric, etc.). Howevers ihow recognized
that branding and building customer relationshiggs\véally important to the long-term success dlitytagencies
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and should be viewed as a way to preserve the fmodgooperation of the consumer in the future.reéMo
specifically, the introduction of non-traditionddranding” issues that the utilities can introdund aultivate, such
as increasing salinity, specific services thatutikity provides consumers (e.g., product use dfidiency
information, rebate and incentive programs) createew and vital relationship between the utilitglahe
consumer. It evolves new avenues in which to &eand inform customers and direct focus. Ingusin be
equally responsive to consumer needs such as greffisiency ratings and more open communicatioouab
knowledgeable and effective operation of their piad.

Using the issue of salinity (or water availabilityater quality, or any other related issue) wheeas of
commonality can be established within the threestiturents provides the opportunity for all partiesreatively
collaborate on solutions that will ultimately fosstronger and more successful working relatiorsrapd
ultimately successful solutions to many of todayater issues.
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