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Assess awareness and perception among San Mateo 

County residents of:

• Peninsula Clean Energy brand

• Benefits, obstacles to adoption, and purchase interest 

in Electric Vehicles

Objectives
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• Random sample of all households in San Mateo 

County

• Letter invitation from San Mateo County Office of 

Sustainability

• Response rate: 8.3%

• 19-minute self-administered online survey offered in 

multiple languages (English, Spanish, Mandarin, 

Tagalog)

Approach

Affiliation with OOS provided an opportunity to capture 

“unaided awareness” BUT likely introduced some 

degree of pro-environment bias into the sample
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• Sample was “normalized” to better reflect population

• Resulting sample: 2,261 residents

• The margin of error for a total sample of 2,261 at the 

95% confidence level is +/- 2.0% but is slightly higher 

for subgroups

• Surveys were completed April 7 to April 29, 2020

Approach (continued)



Brand 
Awareness,
Perception
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• 34% total awareness 

o Inclusive of 11% unaided

• Of those who are aware, 63% had a favorable perception

• Brand perceptions are fairly well-aligned with our mission 

and messaging 

• Top priority for an “electricity provider” is lower rates; all 

other priorities far behind in importance

• 85% of respondents agree (58% strongly agree) with the 

statement: “I believe our community should prioritize efforts 

to do our part to reduce greenhouse gas emissions.”

Brand Awareness, Perception
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Brand Perceptions
Our intended messages are getting across (among those who are 

aware)
Is working to improve the environment

Provides cleaner energy than other electricity providers

Offers programs that benefit the environment (help you be "greener")

Is a reliable provider of electricity

Is a public agency in San Mateo county

Is innovative

Charges lower rates than PG&E

Supports local jobs and the local economy

Understands and responds to customer needs

Is financially strong

Is a company division/branch of PG&E

65%

58%

56%

53%

42%

40%

37%

32%

26%

10%

10%

1%

2%

1%

2%

6%

2%

16%

1%

4%

3%

45%

33%

41%

42%

45%

52%

58%

47%

67%

70%

88%

45%

TRUE

FALSE

NOT SURE

Q9 - For each statement, please indicate if you think it is true or false about Peninsula Clean Energy.

Base: Aware of PCE (n=770) 
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Energy Provider Priorities
The highest priority for an electricity provider among all San Mateo County residents is 

lower electric rates

• Nearly half (48%) rank low rates as their #1 priority

• Just 17% rank cleaner sources #1, followed by renewable investment (10%), storage (10%) and 

environmental benefits (9%)

Lower electric rates

Cleaner energy sources

Offers programs that benefit the environment 

(or to help you be “greener”)

Invests in renewable energy generation

Offers solar + storage solutions to provide 

electricity during power shutoffs

Local jobs and economic activity

Offers programs that promote 

electric vehicles or EVs

Offers programs that promote converting household 

appliances from natural gas to electric

11%

16%

17%

17%

14%

10%

7%

3%

15%

22%

15%

14%

17%

7%

4%

3%

48%

17%

9%

10%

10%

3%

2%

2%

74%

56%

42%

41%

40%

20%

14%

8%

3rd 2nd 1st

Q7a - If a provider of electricity to your home could offer all the advantages listed below, which three 

would be most important to you? 

Base: Total Sample (n=2,261) 

Ranked

Priorities
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• Our brand awareness has plenty of upside for 

improvement 

• Perceptions of Peninsula Clean Energy are favorable 

among those who are aware

• Improvement needed on the perception of lower cost 

electricity

• Opportunity to improve awareness and favorability 

among non-whites and renters

Implications



Electric 
Vehicles
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Objective:

• Assess awareness and perception among San Mateo 
County residents about electric vehicles, including 
benefits, obstacles to adoption and purchase interest

Respondents:

• Survey questions on this topic were presented only to 
those respondents who were:
o Licensed drivers and

o Primary decision maker for vehicle purchases

EV Awareness, Perceptions
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Persuasion Monitor™– EV / Plug-in Hybrid EV

Almost all respondents to the EV survey were aware of EVs and view them favorably. 

However, most rate themselves as lacking in familiarity. This dip indicates a need for 

more information, especially to address barriers to adoption.

14%

9%

29%

94%

43%

85%

51%

10%

Aware Familiar Favorable Would
 Consider*

Now
Use

* Would Consider includes those who would 

consider an HEV, the other metrics are for 

BEV and PHEV only.

8

9

10

The base for this chart and all remaining slides in this section is Licensed 

Drivers who are Vehicle Decision-makers, not all SM County households.

Rating on 

scale of 1-10 

where 10 is 

extremely 

likely

Metrics are particularly strong in 

households with >$100K in income and 

among homeowners
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Licensed Drivers / Decision Makers

EVs have the lowest emissions of all cars 13%

EVs save the most money on fuel 13%

Rebates, tax credits and other incentives are available 

to those who purchase EVs
16%

EVs let me use the carpool lane as a single driver 20%

Most new electric vehicles can go 200 miles on a single charge 19%

It costs less to drive and maintain an EV than a 

standard gasoline-powered vehicle
20%

EVs can be plugged into a standard wall outlet 24%

Perceptions of EVs
High percentages of respondents agree with most factual statements about EVs 

but are less certain about total cost of ownership and ability to charge in a 

standard wall outlet.

27%

29%

37%

25%

33%

29%

15%

50%

44%

34%

38%

27%

26%

19%

77%

73%

70%

63%

60%

54%

35%

Agree Somewhat

Agree Strongly

QEV3 - Please indicate your agreement with the following statements about plug-in electric vehicles (EVs ). 

Base: Licensed Drivers and Decision Makers (n=1,777) 

% Agree % Not SurePerceptions of Plug-In EVs

Educational 

opportunity
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Motivators Licensed Drivers / Decision Makers

Pricing Of Vehicle

Miles Per Charge

Rebates / Incentives

Convenient Charging Stations

Environmental Factors

Cost Of Use

Maintenance Cost

Reliability

EV Motivators & Barriers
• Purchase price and miles per charge are motivating consideration.

• Fear of running out of battery and inability to charge are the biggest barriers, 

followed by purchase price.

32%

25%

14%

14%

15%

8%

6%

3%

33%

22%

5%

8%

10%

7%

8%

10%

New

Used

QEV12 - If you were in the market for a NEW/USED vehicle, what are two or three things that might motivate you to consider getting an electric vehicle?

QEV13 - If you were in the market for a NEW/USED vehicle, what are two or three things that might be a concern to you when considering an electric vehicle?

Base: Expecting to buy/lease a new/used car (n=1,111 / 404) 

Barriers Licensed Drivers / Decision Makers

Range / Run Out Of Battery

Lack of Convenient Charging Stations

Too Expensive

Maintenance Cost

Reliability

Charging Time

Safety

Lifetime Of Battery/ Condition

36%

25%

24%

7%

6%

5%

4%

4%

25%

15%

17%

8%

5%

2%

3%

18%

New

Used
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• Residents are strongly aware of EVs and view them 

favorably

• Opportunities exist for education about operating costs 

and charging

• As of April 2020, 1 in 4 residents were considering 

buying a vehicle in the next year

• Opportunity to influence used vehicle buyers toward 

EVs

Implications
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• Possible opportunity to add to consumer priorities by 

emphasizing the importance of safety and reduced 

emissions inside the home

• Widely held belief that natural gas works better for 

cooking presents a communications and education 

challenge especially among upper income households

Implications


