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EXECUTIVE SUMMARY  
 

 

Objective:  The purpose of the research was to determine views and opinions of Traverse City Light & 

Power (TCL&P) customers on services received.  Customers first rated overall satisfaction, which was 

followed by items assessing satisfaction with various characteristics of TCL&P service, including the 

importance of and an effectiveness rating for each characteristic.  Additionally, survey items addressed 

customer service, sources of information, additional services, interest in web-based information, and 

interest in renewable power generation resources.   

 

Methodology:  A telephone survey was conducted with a random sample of TCL&P residential and 

commercial customers.  The final sample included 564 respondents, with 338 residential customers 

and 225 commercial customers, for an overall margin of error of +/- 4.0%.  Margin of error by 

customer type is +/- 5.2% for residential and +/- 6.0% for commercial. 

 

Key Findings: 

 The majority of respondents (96%) reported some level of satisfaction with the service provided by 

TCL&P, with 56% indicating they are ñSatisfiedò and 40% indicating they are ñVery Satisfied.ò 

 

 Of four service characteristics assessed, respondents most often reported responsiveness to 

restoring power after outages and providing reliable electrical service ñVery Important.ò  The 

service characteristics respondents most often rated ñExcellentò with regard to TCL&Pôs 

performance include providing reliable electrical service and responsiveness to restoring power 

after outages, respectively.  Additional analysis identified providing electricity at low cost as the 

characteristic with the largest negative gap for both residential and commercial customers. 

 

 The majority of respondents (58%) indicated they had not had contact with a customer service 

representative within the past year.  Of those respondents indicating they had contact with a 

customer service representative within the past year, the majority indicated they were ñVery 

Satisfiedò with the outcome.  

 

 The majority of respondents (71%) indicated they had not had contact with a field representative 

within the past year. Of those respondents indicating they had contact with a field representative 

within the past year, the single largest group indicated they were ñVery Satisfiedò with the 

outcome.  

 

 Approximately 36% of respondents indicated they had seen an advertisement in the newspaper 

within the last year; 31% indicated they had seen a TCL&P advertisement on television within the 

last year; and 13% reported hearing an advertisement about TCL&P on the radio within the last 

year. 

 

 The single largest group of respondents (38%) indicated their primary source of local news is 

television, while 34% indicated their primary source is the newspaper.   

 

 The single largest group of respondents (44%) indicated ñBill insertsò are the best way for TCL&P 

to successfully communicate information to them. 

 



 

 
Northwestern Michigan College               Page 3 
Research Services 

 The single largest group of respondents (36%) indicated they ñAlwaysò read the TCL&P bill 
inserts, while 44% indicated they ñOftenò or ñOccasionallyò read the inserts.  Respondents 

indicating they ñNeverò read the bill inserts most frequently cited ñNot interested,ò ñDo not see 

bill/handled by other departmentò or ñNo timeò as the reason why (38%, 24%, and 22% 

respectively). 

 

 Approximately 13% of respondents reported they have visited the TCL&P web site. 

 

 When asked what type of information they would like made available on the TCL&P website, 

respondents expressed the highest level of interest in information on ways to improve energy 

efficiency, rate information and  information on renewable energy (53%, 46%, and 45%, 

respectively, indicating ñVery Interestedò). 

 

 With regard to additional services, 65% of respondents indicated they are ñVery Interestedò or 

ñSomewhat Interestedò in TCL&P offering Cable Television Service, while 60% expressed some 

level of interest in Internet Service and 66% expressed some level of interest in Internet 

Billing/Account Payment Service. 

 

 The majority of respondents (85%) indicated, in their opinion, TCL&P should invest in renewable 

power generation resources, such as wind and solar; 44% of respondents indicated TCL&P should 

invest in biomass facilities. 

 

 The majority of respondents (84%) indicated they would support building another windmill in this 

area.   

 

 Approximately one-third (32%) of respondents indicated they are ñVery Supportiveò of TCL&P 

building three to four new local renewable power plants.  

 

 The single largest group of respondents (48%) indicated they would not be willing to pay an 

additional $20 per month for ten years to fund a 10-year program to bury power lines, while 29% 

indicated they would be willing to pay and 23% were uncertain. 

 

 When asked to prioritize a number of projects as justification for additional rate increases, the 

majority of respondents (57%) identified ñInvesting in renewable energy including solar or windò 

as their top priority. 

 

 The majority of respondents (68%) indicated they ñCanôt recall/Donôt knowò of any way, in 

addition to providing electricity, TCL&P invests in the community.   

 

 The majority of respondents (77%) rated TCL&Pôs image within the community ñVery Positiveò 

or ñSomewhat Positive.ò 
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TRAVERSE CITY LIGHT & POWER  

2009 CUSTOMER RESEARCH 

 
 

1.0 OVERVIEW  

 

 

1.1  Objective 

 

The purpose of this research was to determine the views and opinions of Traverse City Light & 

Power (TCL&P) customers on services received.  Customers first rated overall satisfaction, which 

was followed by items assessing satisfaction with various characteristics of TCL&P service, 

including the importance of, and TCL&Pôs effectiveness rating on, each characteristic.  

Additionally, survey items addressed customer service, sources of information, additional services, 

interest in web-based information and support for various renewable power generation resources.   

 

1.2  Methodology 
 

A telephone survey was conducted with a randomly selected sample of Traverse City Light & 

Power customers.  A list of customer names and telephone numbers was provided by TCL&P 

representatives and sample identification was conducted by Research Services.  The list of 

residential and commercial customers provided totaled 10,639; sample selection was based upon 

8,406 unduplicated customer names (7,000 residential; 1,406 commercial) with contact 

information.  Based upon a population of 8,406 customers, a sample of 367 is required for a 95% 

confidence level and +/- 5% margin of error.  

 

The final sample included 564 respondents, with 338 residential customers and 225 commercial 

customers, for an overall margin of error of +/- 4.0%.  Margin of error by customer type is +/- 

5.2% for residential and +/- 6.0% for commercial. 

 

Surveys were conducted from June 1 to June 23, 2009.  Up to six attempts were made to contact 

randomly selected customers; time of day (9:00 am to 12:00 pm, 1:00 pm to 4:00 pm, and 6:00 pm 

to 9:00 pm) and day of week (Monday through Saturday) varied.  From June 18 on, respondents 

were screened for age 44 and under to more closely align sample age distribution with City of 

Traverse City demographics and TCL&P senior rate participation.  

 

Survey data were analyzed using SPSS for Windows.  Analyses include descriptive statistics for 

each survey item and a series of cross-tabulations conducted with select variables to assess 

significant relationships, including comparison of 2009 with 2007 data when appropriate.  

 

Tables and graphs
1
 throughout the report illustrate results.  The survey instrument is included in 

Appendix A. 

 

 

 

 

                                                 
1
 It should be noted that X-axis scales vary due to range of response on individual variables. 
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2.0  SURVEY RESULTS 

 

2.1  Demographics  
 

Demographic information collected includes length of time as a Traverse City Light & Power 

customer and age.  In addition, respondent gender was recorded.  The following tables display 

results. 

 

 How long have you been a TCL&P customer? 

 Residential Commercial Overall 

 %  (count) %   (count) %   (count) 

Less than 1 year 7.1%   (24)   1.4%   (3) 4.8% (27) 

1 to 5 years  27.6%   (93)  17.6%   (39) 23.6% (132) 

6 to 10 years  14.8%   (50) 14.4%   (32) 14.6%   (82) 

Over 10 years 50.4%   (170)  66.7%   (148) 57.0%   (319) 

 

 

 

 

 

 Gender 

 Residential Commercial Overall 

 %   (count) %   (count) %   (count) 

Male 42.3%   (143) 50.2%   (113) 45.4%   (256) 

Female 57.7%   (195) 49.8%   (112) 54.6%   (308) 

 

 

 

 

 

 

 

 

 Age (What year were you born?) 

 Residential Commercial Overall 

 %   (count) %   (count) %   (count) 

18-24 years 2.7%   (9) 2.3%   (5) 2.5%   (14) 

25-34 years 14.4%   (48) 6.3%   (14) 11.2%   (62) 

35-44 years 10.8%   (36) 20.4%   (45) 14.6%   (81) 

45-54 years 17.1%   (57) 29.4%   (65) 21.9%   (122) 

55-64 years 21.0%   (70) 29.9%   (66) 24.5%   (136) 

65 years and older 34.1%   (114) 11.8%   (26) 25.4%   (141) 
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2.2  Overall Satisfaction 
 

Respondents were first asked to indicate, overall, how satisfied they are with services provided by 

Traverse City Light & Power.
2
  The following table and graph display results for residential and 

commercial respondents independently, and for all respondents combined.   

 

 

Overall, how satisfied are you with the services provided by TCL&P?  

 

 
Residential Commercial Overall 

Very Satisfied 57.6% (194) 54.0% (121) 56.2% (316) 

Satisfied 37.7% (127) 43.8% (98) 40.0% (225) 

Undecided 3.3% (11) 2.2% (5) 2.8% (16) 

Dissatisfied 1.2% (4) 0.0% (0) 0.7% (4) 

Very Dissatisfied 0.3% (1) 0.0% (0) 0.2% (1) 

 

 

 
 

 

There was not a statistically significant difference in the level of satisfaction between residential 

and commercial customers. 

 

                                                 
2
 Comparative data by year is not included due to a change in item administration; in 2005 and 2007 respondents were 

asked to rate overall satisfaction with service provided by their ñelectricò utility, as opposed to TCL&P specifically. 

56%

40%

3%
1% 0%

58%

38%

3% 1% 0%

54%

44%

2% 0% 0%
0%

10%

20%

30%

40%

50%

60%

70%

Very Satisfied Satisfied Undecided Dissatisfied Very Dissatisfied

Graph 1.  Overall, how satisfied are you with the services provided 

by Traverse City Light & Power?  

Overall Residential Commercial
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2.3  Service Evaluation 

 

The next series of items asked respondents to indicate the importance of several service 

characteristics and then to rate TCL&Pôs effectiveness on these characteristics.  The following 

tables and graphs display the results by year and customer type. 

 

Questions 4 and 5.  Please indicate how important providing electricity at low cost is to you, 

and then rate your electric company on this characteristic. 

 Residential Commercial Overall 

Providing electricity at low cost 2007 2009 2007 2009 2007 2009 

 % 

(count) 

% 

(count) 

% 

(count) 

% 

(count) 

% 

(count) 

% 

(count) 

 

 

Very 

Important  

81.2% 

(251) 

87.9% 

(297) 

84.5% 

(120) 

88.4% 

(198) 

82.3% 

(371) 

88.1% 

(496) 

 Somewhat 

Important  

17.2% 

(53) 

10.9% 

(37) 

14.8% 

(21) 

10.7% 

(24) 

16.4% 

(74) 

10.8% 

(61) 

 

Importance 
Undecided 

1.0% 

(3) 

1.2% 

(4) 

0.7% 

(1) 

0.4% 

(1) 

0.9% 

(4) 

0.9% 

(5) 

 Somewhat 

Unimportant  

0.6% 

(2) 

0.0% 

(0) 

0.0% 

(0) 

0.4% 

(1) 

0.4% 

(2) 

0.2% 

(1) 

 Very 

Unimportant  

0.0% 

(0) 

0.0% 

(0) 

0.0% 

(0) 

0.0% 

(0) 

0.0% 

(0) 

0.0% 

(0) 

 
Excellent 

12.3% 

(38) 

16.9% 

(57) 

7.7% 

(11) 

6.7% 

(15) 

10.9% 

(49) 

12.9% 

(73) 

 
Above Average 

22.7% 

(70) 

25.1% 

(85) 

19.7% 

(28) 

23.6% 

(53) 

21.8% 

(98) 

24.5% 

(138) 

Effectiveness 

Rating 
Average 

47.7% 

(147) 

34.6% 

(117) 

52.1% 

(74) 

40.9% 

(92) 

49.1% 

(221) 

37.1% 

(209) 

 
Below Average 

4.9% 

(15) 

2.1% 

(7) 

4.2% 

(6) 

2.2% 

(5) 

4.7% 

(21) 

2.1% 

(12) 

 
Poor 

2.3% 

(7) 

1.2% 

(4) 

2.8% 

(4) 

0.4% 

(1) 

2.4% 

(11) 

0.9% 

(5) 

 
Donôt Know 

10.1% 

(31) 

19.8% 

(67) 

13.4% 

(19) 

25.3% 

(57) 

11.1% 

(50) 

22.0% 

(124) 
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While cost importance ratings do not vary significantly from 2007 to 2009, effectiveness ratings do 

significantly interact with year.  Specifically, 2009 respondents were more likely to rate TCL&P 

ñExcellentò or ñAbove Averageò on this characteristic, while 2007 respondents were more likely 

to assign ñAverage,ò ñBelow Average,òor ñPoorò ratings. 

  

83%

15%

2% 1% 0%

81%

17%

1% 1% 0%

88%

11%

1% 0% 0%
0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

Very Important Somewhat 

Important

Undecided Somewhat 

Unimportant

Very 

Unimportant

Graph 2.  Providing electricity at a low cost: Importance

2005 2007 2009

15%

22%

47%

5% 3%

8%
12%

23%

48%

5%
2%

10%13%

25%

37%

2% 1%

22%

0%

10%

20%

30%

40%

50%

60%

Excellent Above 

Average

Average Below 

Average

Poor Donôt Know

Graph 3.  Providing electricity at a low cost: Effectiveness

2005 2007 2009
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Similarly, importance assigned to providing electricity at low cost does not vary significantly by 

customer type, but effectiveness with regard to this characteristic does significantly interact.  The 

following graph illustrates the increased likelihood of residential customers to rate TCL&P 

ñExcellentò on this characteristic and commercial customers to assign an ñAverageò rating. 

 

 
     

 

 

Additional service characteristics assessed include providing reliable electric service, 

responsiveness to power outages, and support of local non-profit and community groups.  The 

following tables and graphs compare current 2009 data with 2005 and 2007.   

 

Effectiveness ratings with regard to each of these three characteristics vary significantly from 2007 

to 2009 (see Section 3: Cross-Tabulations); neither importance nor effectiveness ratings 

significantly vary by customer type.  

 

 

  

17%

25%

35%

2% 1%

20%

7%

24%

41%

2% 0%

25%

0%

5%

10%

15%

20%

25%

30%

35%

40%

45%

Excellent Above Average Average Below Average Poor Donôt Know

Graph 4.  Customer Type

Providing electricity at a low cost: Effectiveness

Residential Commercial
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Questions 6 and 7.  Please indicate how important providing reliable electrical service (that is, 

with few power outages and surges) is to you, and then rate your electric company on this 

characteristic. 

 Residential Commercial Overall 

Providing reliable  

electrical service  
2007 2009 2007 2009 2007 2009 

 % 

(count) 

% 

(count) 

% 

(count) 

% 

(count) 

% 

(count) 

% 

(count) 

 

 
Very Important  

89.3% 

(274) 

88.8% 

(300) 

96.5% 

(137) 

92.9% 

(208) 

91.5% 

(411) 

90.4% 

(509) 

 
Somewhat 

Important  

9.4% 

(29) 

10.9% 

(37) 

3.5% 

(5) 

6.7% 

(15) 

7.6% 

(34) 

9.2% 

(52) 

Importance Undecided 
0.7% 

(2) 

0.3% 

(1) 

0.0% 

(0) 

0.4% 

(1) 

0.4% 

(2) 

0.4% 

(2) 

 
Somewhat 

Unimportant  

0.3% 

(1) 

0.0% 

(0) 

0.0% 

(0) 

0.0% 

(0) 

0.2% 

(1) 

0.0% 

(0) 

 
Very 

Unimportant  

0.3% 

(1) 

0.0% 

(0) 

0.0% 

(0) 

0.0% 

(0) 

0.2% 

(1) 

0.0% 

(0) 

 

 
Excellent 

45.7% 

(139) 

58.9% 

(199) 

48.6% 

(69) 

49.3% 

(111) 

46.6% 

(208) 

55.1% 

(311) 

 Above Average 
34.2% 

(104) 

30.5% 

(103) 

34.5% 

(49) 

37.8% 

(85) 

34.3% 

(153) 

33.3% 

(188) 

Effectiveness Average 
17.1% 

(52) 

8.0% 

(27) 

12.7% 

(18) 

10.7% 

(24) 

15.7% 

(70) 

9.0% 

(51) 

 Below Average 
1.0% 

(3) 

0.0% 

(0) 

2.1% 

(3) 

0.4% 

(1) 

1.3% 

(6) 

0.2% 

(1) 

 Poor 
0.3% 

(1) 

0.3% 

(1) 

0.0% 

(0) 

0.0% 

(0) 

0.2% 

(1) 

0.2% 

(1) 

 Donôt Know 
1.6% 

(5) 

2.4% 

(8) 

2.1% 

(3) 

0.9% 

(2) 

1.8% 

(8) 

1.8% 

(10) 
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Graph 5.   Providing reliable electrical service: Importance

2005 2007 2009
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Graph 6.  Providing reliable electrical service: Effectiveness

2005 2007 2009
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Questions 8 and 9.  Please indicate how important responsiveness to restoring power after 

outages is to you, and then rate your electric company on this characteristic. 

 Residential Commercial Overall 

Responsiveness to restoring 

power after outages 

 

2007 
 

2009 
 

2007 
 

2009 
 

2007 
 

2009 

 % 

(count) 

% 

(count) 

% 

(count) 

% 

(count) 

% 

(count) 

% 

(count) 

 Very 

Important  
89.0% 

(274) 

89.9% 

(303) 

97.9% 

(139) 

92.8% 

(207) 

91.8% 

(413) 

90.9% 

(510) 

 Somewhat 

Important  

10.1% 

(31) 

8.6% 

(29) 

2.1% 

(3) 

5.8% 

(13) 

7.6% 

(34) 

7.7% 

(43) 
 

Importance 
 

Undecided 
0.3% 

(1) 

1.5% 

(5) 

0% 

(0) 

1.3% 

(3) 

0.2% 

(1) 

1.4% 

(8) 

 Somewhat 

Unimportant  

0.3% 

(1) 

0.0% 

(0) 

0.0% 

(0) 

0.0% 

(0) 

0.2% 

(1) 

0.0% 

(0) 

 Very 

Unimportant  

0.3% 

(1) 

0.0% 

(0) 

0.0% 

(0) 

0.0% 

(0) 

0.2% 

(1) 

0.0% 

(0) 

 
 

Excellent 
36.1% 

(110) 

43.2% 

(146) 

38.7% 

(55) 

35.6% 

(80) 

36.9% 

(165) 

40.2% 

(227) 

 Above 

Average 

30.2% 

(92) 

25.1% 

(85) 

27.5% 

(39) 

33.3% 

(75) 

29.3% 

(131) 

28.4% 

(160) 
 

Effectiveness 
 

Average 
16.1% 

(49) 

6.2% 

(21) 

16.9% 

(24) 

8.9% 

(20) 

16.3% 

(73) 

7.3% 

(41) 

 Below 

Average 

0.7% 

(2) 

0.0% 

(0) 

1.4% 

(2) 

0.4% 

(1) 

0.9% 

(4) 

0.2% 

(1) 

  

Poor 
0.7% 

(2) 

0.3% 

(1) 

0.0% 

(0) 

0.0% 

(0) 

0.4% 

(2) 

0.2% 

(1) 

  

Donôt Know 
16.4% 

(50) 

25.1% 

(85) 

15.5% 

(22) 

20.4% 

(46) 

16.1% 

(72) 

23.2% 

(131) 
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Graph 7.  Responsiveness to a power outage: Importance

2005 2007 2009
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Graph 8.  Responsiveness to a power outage: Effectiveness
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Questions 10 and 11.  Please indicate how important providing grants to local non-profit 

organizations to improve community and natural resources, or to conduct energy-related 

educational programs* is to you, and then rate your electric company on this 

characteristic. 

 Residential Commercial Overall 

Providing grants to local 

non-profit organizations 
2007 2009 2007 2009 2007 2009 

 % 

(count) 

% 

(count) 

% 

(count) 

% 

(count) 

% 

(count) 

% 

(count) 

 Very 

Important  

41.4% 

(127) 

37.0% 

(125) 

29.8% 

(42) 

27.5% 

(60) 

37.7% 

(169) 

33.4% 

(186) 

 Somewhat 

Important  

33.2% 

(102) 

31.7% 

(107) 

37.6% 

(53) 

41.3% 

(90) 

34.6% 

(155) 

35.4% 

(197) 
 

Importance 
 

Undecided 
16.3% 

(50) 

15.7% 

(53) 

18.4% 

(26) 

13.8% 

(30) 

17.0% 

(76) 

14.9% 

(83) 

 Somewhat 

Unimportant  

5.2% 

(16) 

9.8% 

(33) 

7.8% 

(11) 

11.5% 

(25) 

6.0% 

(27) 

10.4% 

(58) 

 Very 

Unimportant  

3.9% 

(12) 

5.9% 

(20) 

6.4% 

(9) 

6.0% 

(13) 

4.7% 

(21) 

5.9% 

(33) 

 
 

Excellent 
9.1% 

(28) 

8.0% 

(27) 

7.0% 

(10) 

6.7% 

(15) 

8.5% 

(38) 

7.6% 

(43) 

 Above 

Average 

13.7% 

(42) 

14.2% 

(48) 

12.0% 

(17) 

24.4% 

(55) 

13.1% 

(59) 

18.3% 

(103) 
 

Effectiveness 
 

Average 
21.8% 

(67) 

13.0% 

(44) 

17.6% 

(25) 

16.4% 

(37) 

20.5% 

(92) 

14.4% 

(81) 

 Below 

Average 

3.3% 

(10) 

1.8% 

(6) 

2.8% 

(4) 

1.3% 

(3) 

3.1% 

(14) 

1.6% 

(9) 

  

Poor 
0.3% 

(1) 

0.3% 

(1) 

1.4% 

(2) 

0.4% 

(1) 

0.7% 

(3) 

0.4% 

(2) 

  

Donôt Know 
51.8% 

(159) 

61.8% 

(209) 

59.2% 

(84) 

47.1% 

(106) 

54.1% 

(243) 

55.9% 

(315) 

 *In 2005 this item read, ñProviding grants for local non-profit groups and schools relating to the study or use of     

   electricity.ò 
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Graph 9.  Providing grants to local non-profit groups: Importance

2005 2007 2009
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Graph 10.  Providing grants to local non-profit groups: Effectiveness

2005 2007 2009
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2.3.1  Gap Analysis
3
: Residential 

 

Percent of residential respondents rating each characteristic ñVery Importantò are listed below: 

 

1. Responsiveness to restoring power after outages (89.9%)  

2. Providing reliable electrical service (88.8%) 

3. Providing electricity at low cost (87.9%) 

4.   Providing grants to local non-profit organizations (37.0%) 

 

Percent of residential respondents rating TCL&P ñExcellentò on each characteristic are listed 

below: 

 

1. Providing reliable electrical service (58.9%) 

2. Responsiveness to restoring power after outages (43.2%)         

3.   Providing electricity at low cost (16.9%) 

4.   Providing grants to local non-profit organizations (8.0%) 

 

It should be noted that some respondents felt unable to assign ratings on certain characteristics.  

For example, approximately 62% of residential respondents indicated they did not know how to 

rate TCL&P with regard to providing grants for local non-profit organizations.  In addition, 25% of 

residential respondents indicated they did not know how to rate TCL&P on responsiveness to 

restoring power after outages. 

 

As noted above, TCL&P received the highest rating from residential respondents on 

responsiveness to restoring power after outages, which was the service rated second in terms of 

importance.  A gap analysis was conducted to examine discrepancies between importance and 

effectiveness on each characteristic. The largest gap between importance and TCL&Pôs 

effectiveness concerned providing electricity at low cost.  Residential gap analysis rankings are as 

follows: 

 

1. Providing electricity at low cost (-1.19) 

2. Responsiveness to restoring power after outages (-0.42) 

3. Providing grants for local non-profit organizations (-0.39) 

4. Providing reliable electrical service (-0.39) 

 

Concern over service level is not recommended until a gap approaches ï1.5 to ï2.0.   

 

  

                                                 
3
 The gap is calculated by subtracting effectiveness ratings from importance ratings for each respondent.  This results 

in a negative number if the effectiveness rating is less than the importance rating.  Gaps reported are the result of an 

average across all respondents. 
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Additional analyses reveal that each of the 2009 gaps is significantly smaller than in 2007, as is 

highlighted in the following table. 

 

Residential:  Gaps between importance and ratings of TCL&P  effectiveness 

 2009 2007 

Providing electricity at a low cost -1.19 -1.38 

Responsiveness to restoring power after outages  -0.42 -0.66 

Providing grants for local, non-profit 

organizations 
-0.39 -0.69 

Providing reliable electrical services -0.39 -0.62 
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2.3.2  Gap Analysis: Commercial 
 

Percent of commercial respondents rating each characteristic ñVery Importantò are listed below: 

 

1. Providing reliable electrical service (92.9%)   

2. Responsiveness to restoring power after outages (92.8%) 

3.   Providing electricity at low cost (88.4%) 

4.   Providing grants to local non-profit organizations (27.5%) 

 

Percent of commercial respondents rating TCL&P ñExcellentò on each characteristic are listed 

below: 

 

1.   Providing reliable electrical service (49.3%) 

2.   Responsiveness to restoring power after outages (35.6%)        

3.   Providing electricity at low cost (6.7%) 

4.   Providing grants to local non-profit organizations (6.7%) 

 

It should be noted that some respondents felt unable to assign ratings on certain characteristics.  

For example, approximately 47% of commercial respondents indicated they did not know how to 

rate TCL&P with regard to providing grants to local non-profit organizations.  In addition, 25% of 

commercial respondents indicated they did not know how to rate their TCL&P on providing 

electricity at low cost. 

 

As noted above, TCL&P received the highest rating from commercial respondents on providing 

reliable electrical service, which was also the characteristic rated first in terms of importance.  A 

gap analysis was conducted to examine discrepancies between importance and effectiveness on 

each characteristic. The largest gap between importance and TCL&Pôs effectiveness concerned 

providing electricity at low cost.  Gap analysis rankings are: 

 

1. Providing electricity at low cost (-1.43) 

2. Responsiveness to restoring power after outages (-0.57) 

3. Providing reliable electrical service (-0.52) 

4. Providing grants for local non-profit organizations (-0.18) 

 

Concern over service level is not recommended until a gap approaches ï1.5 to ï2.0.  It should be noted 

that the ñProviding electricity at low costò gap approaches this level. 

 

In comparing 2009 commercial customer gaps with 2007 gaps, no statistically significant change is 

detected. 
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2.4  Customer Service Ratings
4
  

 

Questions 12 through 18 asked respondents about their experience, if any, with customer service and 

field representatives.  Respondents having contact within the past year were asked to rate their 

satisfaction with the outcome of the contact and identify reasons for any reported dissatisfaction; the 

following tables and graphs display results. 

 

Question 12.  If you have had contact with your electric customer service representative 

within the past year, either on the phone or in the office, how satisfied were you with the 

outcome of this most recent contact? 

 Residential Commercial Overall 

 2007 2009 2007 2009 2007 2009 

 %   

(count) 

%   

(count) 

%   

(count) 

%   

(count) 

%   

(count) 

%   

(count) 

Very Satisfied 
52.4%  

(65) 

65.2%  

(88) 

44.9%  

(31) 

73.8%  

(76) 

49.7%  

(96) 

68.9%  

(164) 

Satisfied 
37.1%  

(46) 

22.2%  

(30) 

40.6%  

(28) 

16.5%  

(17) 

38.3%  

(74) 

19.7% 

 (47) 

Undecided 
4.8%  

(6) 

4.4%  

(6) 

7.2%  

(5) 

3.9% 

(4) 

5.7%  

(11) 

4.2%  

(10) 

Dissatisfied 
2.4%  

(3) 

5.2%  

(7) 

7.2%  

(5) 

3.9%  

(4) 

4.1%  

(8) 

4.6%  

(11) 

Very Dissatisfied 
3.2%  

(4) 

3.0%  

(4) 

0.0%  

(0) 

1.9%  

(2) 

2.1%  

(4) 

2.5%  

(6) 

No Contact 
59.9%  

(185) 

59.8%  

(202) 

51.4%  

(73) 

54.2% 

(122) 

57.2%  

(258) 

57.6%  

(325) 

 

 

                                                 
4
 Ratings noted are based only on those respondents reporting contact with a representative; ñNo Contactò percentage is 

based upon all respondents.   
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The majority of respondents (58%), overall, indicated they had not had contact with a Customer 

Service Representative within the past year.  Of those respondents indicating they had contact, 69% 

indicated they were ñVery Satisfiedò with the outcome and 20% indicated they were ñSatisfied.ò  

Variance highlighted between 2009 and 2007 responses is statistically significant; specifically, 2009 

respondents were significantly more likely to indicate ñVery Satisfied,ò while 2007 respondents were 

more likely to indicate ñSomewhat Satisfiedò or ñUndecided.ò 

  

64%

28%

2% 4% 2%

63%

50%

38%

6% 4% 2%

57%

69%

20%

4% 5%
3%

58%
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20%

30%

40%

50%

60%

70%

80%

Very Satisfied Satisfied Undecided Dissatisfied Very 

Dissatisfied

No Contact

Graph 11.  If you have had contact with a TCL&P Customer Service 

Representative within the past year, either on the phone or in the office, 

how satisfied were you with the outcome of this most recent contact?

2005 2007 2009
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Respondents reporting some level of dissatisfaction with contact outcome were asked to indicate the 

primary reason for their dissatisfaction. 

 

 
 

Question 13.  What is the primary reason you were dissatisfied? 

 Residential Commercial Overall 

 2007 2009 2007 2009 2007 2009 

 %  

 (count) 

%   

(count) 

%  

 (count) 

%   

(count) 

%  

 (count) 

%   

(count) 

Length of time 

between request/ 

response 

14.3% 

(1) 

0.0% 

(0) 

0.0% 

(0) 

0.0% 

(0) 

8.3% 

(1) 

0.0% 

(0) 

Problem/request not 

resolved at all 

42.9% 

(3) 

45.5% 

(5) 

60.0% 

(3) 

33.3% 

(2) 

50.0% 

(6) 

41.2% 

(7) 

Unfriendly/  

discourteous 

employees 

14.3% 

(1) 

18.2% 

(2) 

20.0% 

(1) 

16.7% 

(1) 

16.7% 

(2) 

17.6% 

(3) 

 

Other 
28.6% 

(2) 

36.4% 

(4) 

20.0% 

(1) 

50.0% 

(3) 

25.0% 

(3) 

41.2% 

(7) 
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Graph 12.  Customer Service Representative 

What is the primary reason you were dissatisfied?  

2005 2007 2009
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A total of 17 respondents reported dissatisfaction with contact outcome; the majority cited either 

ñProblem/request not resolved at allò or ñOtherò as the primary reason for their dissatisfaction.  In 

addition, three respondents cited ñUnfriendly or discourteous employeesò as the primary reason for 

their dissatisfaction.  ñOtherò reasons cited vary and are included in Section 4:  Additional Comments.   

 

Respondents who had contact within the past year with a Field Representative (meter reader, tree 

trimmer or lineman) were asked to rate their satisfaction with the outcome of the most recent contact.
5
 

 

Question 15.  If you have had contact with an electric company field rep. (meter reader, 

tree trimmer, lineman) within the past year, how satisfied were you with the outcome of 

this most recent contact? 

 Residential Commercial Overall 

 2007 2009 2007 2009 2007 2009 

 % 

(count) 

% 

(count) 

% 

(count) 

% 

(count) 

% 

(count) 

% 

(count) 

Very Satisfied 
44.4%  

(32) 

70.5%  

(67) 

54.5%  

(18) 

75.0%  

(51) 

47.6%  

(50) 

72.6%  

(119) 

Satisfied 
36.1%  

(26) 

16.8%  

(16) 

39.4%  

(13) 

20.6%  

(14) 

37.1%  

(39) 

18.3%  

(30) 

Undecided 
8.3%  

(6) 

6.3%  

(6) 

3.0%  

(1) 

2.9%  

(2) 

6.7%  

(7) 

4.9%  

(8) 

Dissatisfied 
11.1%  

(8) 

5.3%  

(5) 

3.0%  

(1) 

0.0%  

(0) 

8.6%  

(9) 

3.0%  

(5) 

Very Dissatisfied 
0.0%  

(0) 

1.1%  

(1) 

0.0%  

(0) 

1.5%  

(1) 

0.0%  

(0) 

1.2%  

(4) 

No Contact 
76.7%  

(237) 

71.9%  

(243) 

76.8%  

(109) 

69.8%  

(157) 

76.7%  

(346) 

70.9%  

(400) 

 

 

                                                 
5
 Ratings noted are based only on those respondents reporting contact with a representative; ñNo Contactò percentage is 

based upon all respondents.   
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The majority of respondents (71%), overall, indicated they had not had contact with a Field 

Representative within the past year.  Of those respondents indicating they had contact, 73% indicated 

they were ñVery Satisfiedò with the outcome and 18% indicated they were ñSatisfied.ò   

 

There is a statistically significant difference between 2009 and 2007 responses concerning satisfaction 

with the outcome of Field Representative contact.  As indicated in the graph, 2009 respondents were 

significantly more likely to indicate ñVery Satisfied,ò while 2007 respondents were more likely to 

indicate ñSatisfiedò or ñDissatisfied.ò 
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Graph 13.  If you have had contact with a 

Field Representative within the past year, how satisfied 

were you with the outcome of this most recent contact?

2005 2007 2009
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Respondents reporting some level of dissatisfaction with the contact outcome were asked to indicate the 

primary reason for their dissatisfaction.   

 

Question 17.  What is the primary reason you were dissatisfied? 

 Residential Commercial Overall 

 2007 2009 2007 2009 2007 2009 

 %   

(count) 

%   

(count) 

%   

(count) 

%   

(count) 

%  

(count) 

%  (count) 

Length of time between 

request/ response 

0.0%  

(0) 

0.0%  

(0) 

0.0%  

(0) 

0.0%  

(0) 

0.0%  

(0) 

0.0%  

(0) 
 

Problem/request not resolved 

at all 

12.5%  

(1) 

83.3%  

(5) 

0.0%  

(0) 

0.0%  

(0) 

11.1%   

(1) 

71.4%  

(5) 

Unfriendly/discourteous 

employees 

12.5%  

(1) 

16.7%  

(1) 

0.0%  

(0) 

0.0%  

(0) 

11.1%   

(1) 

14.3%  

(1) 

Other 
75.0%  

(6) 

0.0%  

(0) 

100%  

(1) 

100%  

(1) 

77.8%   

(7) 

14.3%  

(1) 

 

 

 
 

 

A total of seven respondents reported dissatisfaction with contact outcome; the majority cited ñProblem 

not resolved at allò as the primary reason for their dissatisfaction.  The following table highlights type 

of Field Representative with whom dissatisfied customers had contact. 
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Graph 14.  Field Representative  

What is the primary reason you were dissatisfied?  

2005 2007 2009
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 With what type of field representative did you have contact? 

 %  (count) 

 Meter Reader 42.9%  (3) 

 Lineman 0.0%  (0) 

 Tree Trimmer 43.9%  (3) 

 Other 14.3% (1) 
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2.5  Communication 

 

2.5.1 Media Sources 

 

The next series of items assessed media habits; respondents were asked if they had seen or heard 

TCL&P advertisements within the past year, what their primary sources of information are and the best 

way to communicate TCL&P information.  The following tables and graphs display results. 

 

 

 
 

 

Variations highlighted are statistically significant; specifically, 2009 respondents were more likely to 

indicate they had not seen a TCL&P advertisement on television within the past year, while 2007 

respondents were more likely to indicate they had seen an advertisement or they were uncertain. 

 

In addition, responses significantly varied by customer type; specifically, commercial customers were 

more likely to indicate they had seen an advertisement on television within the past year, while 

residential customers were more likely to indicate they had not or they were uncertain.   
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Graph 15.  Have you seen any 

advertisements about TCLP 

within the last year on Television?
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Graph 16. Have you seen any 

advertisements about TCLP 

within the last year on Television?

Residential Commercial
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Variations highlighted are statistically significant; specifically, 2009 respondents were more likely to 

indicate they had or had not heard a TCL&P advertisement on the radio within the past year, while 

2007 respondents were more likely to indicate they were uncertain. 

 

In addition, responses significantly varied by customer type; specifically, commercial customers were 

more likely to indicate they had heard a TCL&P advertisement on the radio within the past year, while 

residential customers were more likely to indicate they had not or they were uncertain.   
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Graph 17.  Have you seen any 

advertisements about TCLP 

within the last year on the radio?
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With regard to newspaper advertisements, variations highlighted are statistically significant; 

specifically, 2009 respondents were more likely to indicate they had seen a TCL&P newspaper 

advertisement in the last year, while 2007 respondents were more likely to indicate they had not or they 

were uncertain.  Responses did not significantly vary by customer type. 
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Graph 19.  Have you seen any advertisements about TCLP within 

the last year in the newspaper?
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Overall, respondents most frequently reported seeing advertisements for TCL&P in the newspaper (36%) 

and on television (31%), as highlighted in the following table and graph. 

 

Question 19a.  Have you seen or heard any advertisements about TCL&P within the last year: 

on television? 

 Residential Commercial Overall 

 2007 2009 2007 2009 2007 2009 

 % (count) % (count) % (count) % (count) % (count) % (count) 

Yes 35.4% (109) 26.7% (90) 32.4% (46) 36.9% (83) 34.4% (155) 30.9% (174) 

No 49.4% (152) 62.9% (212) 50.0% (71) 56.0% (126) 49.6% (223) 60.0% (338) 

Uncertain 15.3% (47) 10.4% (35) 17.6% (25) 7.1% (16) 16.0% (72) 9.1% (51) 

Question 19b.  Have you heard any advertisements about TCL&P within the last year: on the 

radio? 

 Residential Commercial Overall 

 2007 2009 2007 2009 2007 2009 

 % (count) % (count) % (count) % (count) % (count) % (count) 

Yes 11.4% (35) 10.1% (34) 7.7% (11) 17.0% (38) 10.2% (46) 12.8% (72) 

No 74.7% (230) 79.5% (268) 73.2% (104) 75.9% (170) 74.2% (334) 78.1% (439) 

Uncertain 14.0% (43) 10.4% (35) 19.0% (27) 7.1% (16) 15.6% (70) 9.1% (51) 

Question 19c.   Have you seen any advertisements about TCL&P within the last year: in the 

newspaper? 

 Residential Commercial Overall 

 2007 2009 2007 2009 2007 2009 

 % (count) % (count) % (count) % (count) % (count) % (count) 

Yes 30.3% (93) 38.5% (130) 23.2% (33) 31.3% (70) 28.1% (126) 35.7% (201) 

No 58.0% (178) 50.3% (170) 60.6% (86) 59.8% (134) 58.8% (264) 54.0% (304) 

Uncertain 11.7% (36) 11.2% (38) 16.2% (23) 8.9% (20) 13.1% (59) 10.3% (58) 
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Graph 20.  Have you seen or heard a TCL&P 

advertisment in the last year...
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Respondents were next asked to indicate their primary source of local news.  The following tables and 

graphs display results. 

Question 20.   What is your primary source of local news? 

 Residential Commercial Overall 

 2007 2009 2007 2009 2007 2009 

 % (count) % (count) % (count) % (count) % (count) % (count) 

Newspaper 37.2% (115) 33.2% (112) 28.2% (40) 35.6% (79) 34.4% (155) 34.1% (191) 

Television 38.8% (120) 39.5% (133) 42.3% (60) 34.7% (77) 39.9% (180) 37.7% (211) 

Radio 15.9% (49) 11.0% (37) 18.3% (26) 17.1% (38) 16.6% (75) 13.4% (75) 

Internet  5.8% (18) 14.8% (50) 6.3% (9) 9.5% (21) 6.0% (27) 12.7% (71) 

Other 2.3% (7) 1.5% (5) 4.9% (7) 3.2% (7) 3.1% (14) 2.1% (12) 

 

 

 
 

 

In 2009, the single largest group of respondents (38%), overall, indicated their primary source of local 

news is television, while 34% cited the newspaper as their primary source.  Most frequently cited 

ñOtherò is ñAll Sources.ò  See Section 4: Additional Comments for a complete list of ñOtherò 

responses. 
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Graph 21.  What is your primary 

source of local news?
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Variations highlighted are statistically significant by year; specifically, 2009 respondents were more 

likely to cite ñInternetò as their primary source of local news, while 2007 respondents were more likely 

cite ñTelevision,ò ñRadioò or ñOther.ò  

 

With regard to primary source of local news, responses also varied significantly by customer type.  

Specifically, residential customers were more likely to cite ñTelevisionò or ñInternetò as their primary 

source of local news, while commercial customers were more likely to cite ñNewspaper,ò ñRadioò or 

ñOther.ò  
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In the next series of questions, respondents were asked which specific media outlets they access most.  

Respondents identified most frequently accessed newspapers or magazines, television channels, radio 

stations, websites, as well as typical time of day accessed.  Due to a change in the skip pattern 

associated with these questions, only 2009 data are reported here.  
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Graph 23.  Which local newspaper or magazine do you read most often?

Question 21.   Which local newspaper or magazine do you read most often? 

 Residential Commercial Overall 

 2007 2009 2007 2009 2007 2009 

 % (count) % (count) % (count) % (count) % (count) % (count) 

Record Eagle 98.3% (113) 78.1% (264) 90.0% (36) 72.9% (164) 96.1% (149) 76.1% (429) 

Northern Express 0.0% (0) 7.7% (26) 0.0% (0) 7.6% (17) 0.0% (0) 7.6% (43) 

TC Business News 0.9% (1) 0.3% (1) 0.0% (0) 2.7% (6) 0.6% (1) 1.2% (7) 

Northern MI Menôs 

Magazine 
NA 0.3% (1) NA 0.0% (0) NA 0.2% (1) 

Traverse Magazine NA 1.8% (6) NA 2.2% (5) NA 2.0% (11) 

Do not read local 

newspaper/magazine 
NA 8.9% (30) NA 9.8% (22) NA 9.2% (52) 

Other 0.9% (1) 3.0% (10) 10% (4) 4.9% (11) 3.2% (5) 3.7% (21) 
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When asked which newspaper or magazine they read most often, approximately three-quarters of 

respondents indicated they read The Record Eagle most often. In addition, 9% reported they do not read 

a local newspaper or magazine.  Twenty-one respondents cited a newspaper/magazine ñOtherò than 

those listed, with most frequently cited ñOtherò responses including Grand Traverse Insider (6) and 

The Leelanau Enterprise (4).  See Section 4.0: Additional Comments for a complete list of ñOtherò 

responses. 

 

When asked what television channel they watch, the single largest group of respondents (42%) 

indicated they watch Channel 7&4 (NBC) most often, while approximately 20% indicated they watch a 

television channel not listed.  Most frequently cited ñOtherò channels include PBS (13), CNN (11) and 

Discovery Channel (11).  See Section 4.0: Additional Comments for a complete list of ñOtherò 

responses. 

 

 

Question 22:  Which television channel do you watch most often? 

 Residential Commercial Overall 

 2007 2009 2007 2009 2007 2009 

 % (count) % (count) % (count) % (count) % (count) % (count) 

7&4 (NBC) 62.2% (74) 41.3% (137) 60.0% (36) 43.8% (98) 61.5% (110) 42.4% (236) 

9&10 (CBS) 26.9% (32) 17.8% (59) 35.0% (21) 17.0% (38) 29.6% (53) 17.4% (97) 

29&8 (ABC) 0.8% (1) 2.4% (8) 1.7% (1) 4.9% (11) 1.1% (2) 3.4% (19) 

FOX 33 4.2% (5) 6.6% (22) 0.0% (0) 4.0% (9) 2.8% (5) 5.6% (31) 

Do not watch TV NA 12.0% (40) NA 10.7% (24) NA 11.5% (64) 

Other or Cable 

TV 
5.9% (7) 19.9% (66) 3.3% (2) 19.6% (44) 5.0% (9) 19.7% (110) 
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Respondents reporting they watch television were also asked what time of day they typically watch, 

with the majority (67%) reporting they usually watch in the evening.  

 

 

Question 23.   What time of day do you usually watch television? 

 Residential Commercial Overall 

 % (count) % (count) % (count) 

Morning  10.8% (32) 15.9% (32) 12.8% (64) 

Afternoon 2.7% (8) 0.5% (1) 1.8% (9) 

Evening 64.3% (191) 71.6% (144) 67.3% (336) 

Throughout Day 21.9% (65) 10.0% (20) 17.0% (85) 

Weekends Only 0.3% (1) 2.0% (4) 1.0% (5) 

 

 

42%

20%
17%

12%

6%
3%

0%

5%

10%

15%

20%

25%

30%

35%

40%

45%

7&4 (NBC) Other or Cable 

TV

9&10 (CBS) Do not watch 

TV 

FOX 33 29&8 (ABC)

Graph 24.  Which television channel do you watch most often?
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Variations by customer type are statistically significant.  Specifically, residential customers were more 

likely to indicate they watch during the afternoon or throughout the day, while commercial customers 

were more likely to indicate they watch in the morning, evening or weekends only.   
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Graph 25.  What time of day do 

you usually watch television?

11%
3%

64%

22%

0%

16%

1%

72%

10%
2%

0.0%

10.0%

20.0%

30.0%

40.0%

50.0%

60.0%

70.0%

80.0%

Graph 26.  What time of day do 

you usually watch television?

Residential Commercial



 

 
Northwestern Michigan College               Page 37 
Research Services 

The single largest group of respondents (16%) indicated they most frequently listen to WIPR-FM (91.5 

Interlochen Public Radio); the second largest group (13%) indicated they do not listen to the radio at 

all.  Approximately 8% of respondents cited a radio station other than those listed; a complete list of 

ñOtherò responses is included in Section 4.0: Additional Comments. 

 

Question 24.  Which radio station do you listen to most often? 

 Residential Commercial Overall 

 2007 2009 2007 2009 2007 2009 

 % (count) % (count) % (count) % (count) % (count) % (count) 

WTCM -AM (580) 30.6% (15) 11.6% (39) 53.8% (14) 13.5% (30) 38.7% (29) 12.3% (69) 

WTCM -FM (103.5) 8.2% (4) 7.1% (24) 7.7% (2) 11.7% (26) 8.0% (6) 8.9% (50) 

WCCW-FM (Oldies 107.5) 0.0% (0) 8.6% (29) 0.0% (0) 8.1% (18) 0.0% (0) 8.6% (48) 

WCCW-AM (1310-Sports)_ NA 0.3% (1) NA 0.5% (1) NA 0.4% (2) 

WJLM -AM (1110 AMð

Talk)  
NA 0.3% (1) NA 0.5% (1) NA 0.4% (2) 

The Breeze (WJZQ 92.9 FM) NA 2.7% (9) NA 3.6% (8) NA 3.0% (17) 

WKLT Double -Rock  

97.5/98.9 FM) 
2.0% (1) 5.6% (19) 3.8% (1) 6.3% (14) 2.7% (2) 5.9% (33) 

The Zone (95.5 FM) 2.0% (1) 3.6% (12) 0.0% (0) 0.5% (1) 1.3% (1) 2.3% (13) 

You-FM (formerly WSRT 

The Peak, 106.7 FM) 
0.0% (0) 1.5% (5) 0.0% (0) 2.3% (5) 0.0% (0) 1.8% (10) 

WLDR -FM Sunny 102 (101.9) 4.1% (2) 1.2% (4) 0.0% (0) 0.9% (2) 2.7% (2) 1.1% (6) 

WLJN -FM (89.9 FM & 1400 

AM)  
NA 3.6% (12) NA 4.5% (10) NA 3.9% (22) 

WIAA -FM  

(Interlochen Music 88.7) 
8.2% (4) 6.2% (21) 0.0% (0) 2.7% (6) 5.3% (4) 4.8% (27) 

WIPR-FM  

(Interlochen News 91.5) 
26.5% (13) 15.7% (53) 15.4% (4) 17.1% (38) 22.7% (17) 16.3% (91) 

WNMC (90.7 FM) 6.1% (3) 2.7% (9) 0.0% (0) 1.8% (4) 4.0% (3) 2.3% (13) 

The Bear (98.1 FM) 4.1% (2) 3.3% (11) 11.5% (3) 0.9% (2) 6.7% (5) 2.3% (13) 

106 KHQ (105.9 FM) 0.0% (0) 2.4% (8) 0.0% (0) 2.7% (6) 0.0% (0) 2.5% (14) 

The Fox  

(WCFX 94.3/WDFX 92.5) 
0.0% (0) 1.5% (5) 0.0% (0) 2.7% (6) 0.0% (0) 2.0% (11) 

Lite 96 (96.3 FM) NA 0.6% (2) NA 1.8% (4) NA 1.1% (6) 

Do not listen to the radio NA 16.0% (54) NA 7.7% (17) NA 12.7% (71) 

Other 8.2% (4) 5.6% (19) 7.7% (2) 10.4% (23) 8.0% (6) 7.5% (42) 
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This variable did significantly interact with customer type.  Specifically, commercial customers were 

more likely to indicate they most frequently listen to WTCM-AM, WTCM-FM and WIPR-FM, while 

residential customers were more likely to cite The Zone, WIAA-FM, The Bear, or to indicate they do 

not listen to the radio at all. 
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Graph 27.  Which radio station do you listen to most often?
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Respondents indicating they listen to the radio were also asked what time of day they usually listen.  

The following tables and graphs display results.   

 

 

Question 25.   What time of day do you usually listen to the radio? 

 Residential Commercial Overall 

 % (count) % (count) % (count) 

Morning  33.1% (94) 23.6% (49) 29.0% (143) 

Afternoon 12.3% (35) 7.2% (15) 10.3% (51) 

Evening 5.6% (16) 6.3% (13) 5.9% (29) 

Throughout Day 46.8% (133) 61.5% (128) 52.9% (261) 

Weekends Only 1.8% (5) 1.4% (3) 1.6% (8) 

 

 

 

 
 

 

The majority of respondents (53%) indicated they listen to the radio throughout the day, while 29% 

indicated they listen during the morning. 

 

Variations highlighted by customer type are statistically significant.  Specifically, commercial 

customers were more likely to indicate they listen throughout the day, while residential customers were 

more likely to indicate they listen in the morning or afternoon.  
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Graph 28.  What time of day do 

you usually listen to the radio?
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The single largest group of respondents (32%) reported they do not regularly visit any websites. The 

next largest group (20%) cited a website ñOtherò than those listed; a complete list of ñOtherò sites is 

included in Section 4.0: Additional Comments. 

 

Question 26.   Which web site do you visit most often? 

 Residential Commercial Overall 

 2007 2009 2007 2009 2007 2009 

 % (count) % (count) % (count) % (count) % (count) % (count) 

google.com 5.3% (1) 18.5% (62) 11.1% (1) 21.0% (47) 7.1% (2) 19.5% (109) 

amazon.com 0.0% (0) 0.0% (0) 0.0% (0) 0.4% (1) 0.0% (0) 0.2% (1) 

msnbc.com 15.8% (3) 5.4% (18) 22.2% (2) 8.0% (18) 17.9% (5) 6.4% (36) 

ebay.com 0.0% (0) 0.3% (1) 0.0% (0) 0.4% (1) 0.0% (0) 0.4% (2) 

yahoo.com 15.8% (3) 11.9% (40) 0.0% (0) 8.5% (19) 10.7% (3) 10.5% (59) 

Charter.net NA 2.7% (9) NA 2.2% (5) NA 2.5% (14) 

Foxnews.com NA 0.6% (2) NA 3.6% (8) NA 1.8% (10) 

Record-eagle.com NA 2.7% (9) NA 1.8% (4) NA 2.3% (13) 

Upnorthlive.com NA 0.9% (3) NA 0.4% (1) NA 0.7% (4) 

9and10news.com NA 0.0% (0) NA 0.0% (0) NA 0.0% (0) 

Aol.com NA 2.7% (9) NA 4.5% (10) NA 3.4% (19) 

Do not regularly 

visit websites 
NA 35.5% (119) NA 26.3% (59) NA 32.0% (179) 

Other 63.2% (12) 18.8% (63) 66.7% (6) 22.8% (51) 64.3% (18) 20.4% (114) 

 




