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Program Overview
The program
objective is
to provide
air pollution
emission
reductions
for the
Commonwealth
by increasing
the use of
zero-emission
vehicles (ZEVs).

The Massachusetts Offers Rebates for Electric Vehicles (MOR‑EV)
program is funded by the Executive Office of Energy and
Environmental Affairs (EEA) and Department of Energy Resources
(DOER) and is administered by the Center for Sustainable Energy
(CSE). The program objective is to provide air pollution emission
reductions for the Commonwealth by increasing the use of zeroemission vehicles (ZEVs). MOR-EV offers rebates of up to $2,500
per electric vehicle and educates consumers and dealers about
battery electric, plug-in hybrid electric and fuel cell electric vehicle
rebates and benefits. Launched in June 2014, MOR-EV supports
the state’s goals to reach 300,000 ZEVs on the roads by 2025.
The program is designed to accelerate deployment of ZEVs in the
Commonwealth by incentivizing residents to purchase or lease
vehicles that will help
Reduce greenhouse gas (GHG) emissions that contribute to
climate change
Protect public health and air quality by reducing transportationrelated air pollution that contributes to smog formation and
related health effects such as asthma and heart attacks
Enhance energy diversity and security
Save drivers money
Promote economic growth in the Commonwealth
The MOR-EV website (mor-ev.org) and rebate application provide
project terms and conditions, including eligibility requirements,
customer/dealer responsibilities and application and appeals
processes. These requirements and other program guidelines
are updated, at minimum, annually in the MOR-EV Implementation
Manual. All project documents are available on the MOR-EV website.
The program provides consumer rebates of varying levels for five
different vehicle types: battery electric vehicles (BEVs), fuel cell
electric vehicles (FCEVs), all-electric zero-emission motorcycles
(ZEMs) and two categories of plug-in hybrid electric vehicles
(PHEVs), based on the vehicle’s battery capacity.
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Table 1 outlines vehicle type details and associated rebate levels,
which were last modified on February 29, 2016. Program data is
available via an interactive dashboard and mapping tools on the
website (mor-ev.org/program-statistics). This data supports
program transparency and informs zero-emission vehicle
market stakeholders.
Table 1. Vehicle Rebate Levels

4

Definition

Energy
Source

Rebate Amount
(Base MSRP
<$60,000)

Rebate Amount
(Base MSRP
>$60,000)

BEV

Battery Electric Vehicle

Electricity

$2,500

$1,000

FCEV

Fuel Cell Electric Vehicle
with capacity > 10 kWh

Hydrogen
fuel cell

$2,500

$1,000

FCEV

Fuel Cell Electric Vehicle
with capacity < 10 kWh

Hydrogen
fuel cell

$1,500

$1,000

PHEV+

Plug-in Hybrid Electric
Vehicle with battery
capacity > 10 kWh

Electricity
and gasoline

$2,500

$1,000

PHEV

Plug-in Hybrid Electric
Vehicle with battery
capacity < 10 kWh

Electricity
and gasoline

$1,500

$1,000

ZEM

Zero-emission Motorcycle

Electricity

$750

$750

Vehicle
Types

Center for Sustainable Energy

From the MOREV launch date,
June 18, 2014,
through October
31, 2017, the
program issued/
reserved
rebates for
5,763 new
ZEVs totaling
$11,567,000.

From the MOR-EV launch date, June 18, 2014, through October
31, 2017, the program issued/reserved rebates for 5,763 new ZEVs
totaling $11,567,000. Figure 1 displays rebates by vehicle type for
each program year, as well as the cumulative program total.
Figure 1. Total Program Year Rebates by Vehicle Type
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Rebates have been issued for 51 different eligible vehicle models.
Over 60% of rebates have been distributed to eight models. The
percent of rebates reserved by vehicle model through Program Year
Three is displayed in Figure 2. The majority of rebated vehicles
are BEVs (52%) and the most rebated vehicle is the Chevrolet Volt
with 1,239 rebates. The Volt was also the most rebated vehicle in
Program Year One and Two.
Figure 2. Percent of Rebates by Vehicle Model through Program Year Three
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13%

Chevrolet Volt
BMW i8
Tesla Model S
Mercedes-Benz B250e
Toyota Prius Prime
Mitsubishi i-MiEV
Chevrolet Bolt EV
Victory Empulse TT
Tesla Model X
Zero DS
Nissan Leaf
BMW 740e xDrive
Ford CMAX Energi
Cadillac ELR
Ford Fusion Energi
Porsche Cayenne S E-Hybrid
BMW X5 xDrive40e
Volvo XC60 T8
BMW i3 REx
Zero FX
Kia Soul EV
Volkswagen e-Golf
Volvo XC90 T8
Audi A3 e-tron
Smart Electric Fortwo Coupe
Chrysler Pacifica
Hyundai Sonata Plug-in Hybrid
BMW i3
BMW 530e xDrive iPerformance
Ford Focus Electric
BMW 330e
MINI Cooper SE Countryman ALL4
Kia Optima Plug-in Hybrid
Zero SR
Smart Electric Fortwo Cabriolet

The estimated cumulative total GHG emissions that have been
avoided are also tracked on the website; over three years, the
program has avoided 17,105 metric tons of GHG emissions.
Figure 3 displays GHG emissions reductions by vehicle type for
each program year, as well as the cumulative total GHG emissions
avoided. Examples of the program statistics webpage, rebate
distribution maps and GHG emissions avoided are in Appendix 1.
The presence of ZEVs on the road in the Commonwealth are an
important aspect of ensuring that the state meets its objectives to
reduce emissions, in line with the Global Warming Solutions Act.
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Figure 3. Total GHG Emissions Reductions by Vehicle Type
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Transparency and evaluation activities are critical to making datadriven program decisions and fostering support for the program.
MOR-EV makes program data transparent to stakeholders by
maintaining an online dashboard. Evaluation activities include an
Electric Vehicle (EV) Driver Survey, funding projections and other
reporting support. The interactive visualizations on the MOR-EV
Program Statistics online dashboard not only inform program
monitoring, evaluation and improvement, they provide free EV
market intelligence to a variety of stakeholders (dealers, customers,
OEMs), empowering them to make strategic actions that support EV
commercialization in a variety of ways.
Understanding MOR-EV participant behaviors and perspectives is
critical to inform program design improvements, policy discussions
on program funding and planning and overall EV market
development. Section 6 details the participant survey used to gather
data and report on participants’ information sources, decision-making
process, dealership experience, charging access and demographics.
MOR-EV: Year Three Final Report
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Program Update
This report summarizes activity and data from the program’s third
year, from July 1, 2016, through October 31, 2017. During this time,
MOR-EV issued and reserved 3,518 rebates totaling $6,461,750.
An average of 220 rebates were issued each month. Avoided GHG
emissions were 9,232 short tons as a result of this activity. The
majority of rebated vehicles in Program Year Three are PHEVs
(54%), and the Chevrolet Volt accounted for 22% of total rebates.
Statistics for rebated vehicles in Program Year Three are in
Appendix 2.

Changes to Rebate Amounts

The increase in
eligible vehicles
and wider
variety of ZEVs
available in
Massachusetts
should continue
to attract
new ZEV
consumers.

MOR-EV experienced several changes during Program Year Three.
DOER chose to reduce the rebate amount for eligible vehicles above
a set manufacturer’s suggested retail price (MSRP). The new criteria
went into effect on February 29, 2016. Vehicles with a base MSRP
greater than or equal to $60,000 now receive a rebate of $1,000
rather than the previous rebate amounts of $1,500 or $2,500.
Because of the unique purchasing process for Tesla vehicles, there
were delays in Program Year Two in determination of the rebate
amount for Tesla applicants. Those changes were made effective
in Program Year Three. Applicants who had ordered Teslas prior
to the rebate change were retroactively provided with the original
rebate amount.

New Eligible Vehicles
MOR-EV added 15 new vehicle models to the eligible vehicles list
in Program Year Three. The increase in eligible vehicles and wider
variety of ZEVs available in Massachusetts should continue to attract
new ZEV consumers. Notably, Chrysler and MINI each released
their first vehicle eligible for MOR-EV during Program Year Three.
Table 2 presents the new vehicle models and the calendar year they
were added to the program.
The MOR-EV eligible vehicle list is another tool to inform consumers
of how to purchase/lease a zero-emission vehicle. With the addition
of the plug-in minivan (Chrysler Pacifica) and the long-range, more
affordable Chevy Bolt rated at 238 miles electric, the MOR-EV
program is attracting and retaining a new market sector of
vehicle purchasers.
MOR-EV: Year Three Final Report
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Table 2. New Vehicle Models and Year Added
New Models

Calendar
Year Added

BMW 330e

2016

BMW 740e xDrive

2016

Tesla Model S 75 kWh

2016

Tesla Model S 100 kWh

2016

Toyota Prius Prime

2016

BMW 530e iPerformance

2017

BMW 530e xDrive iPerformance

2017

Chevrolet Bolt

2017

Chrysler Pacifica

2017

Honda Clarity Fuel Cell

2017

Kia Optima Plug-in Hybrid

2017

MINI Cooper SE Countryman ALL4

2017

Tesla Model 3

2017

Volvo XC60 T8

2017

Volvo S90 T8

2017
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Outreach & Education
Targeted marketing to consumers and dealers is critical to the
MOR-EV program’s success. Building and reinforcing knowledge
of MOR-EV’s existence, availability and guidelines is the goal of
MOR-EV outreach efforts.

Consumer Outreach
Consumer education is an integral part of increasing ZEV awareness
and adoption. Community events have served as the primary
platform for outreach with staff providing consumers with information
on MOR-EV and basic ZEV knowledge. In September 2017, a social
media campaign launched to help achieve those objectives.

Events

In Program
Year Three,
MOR-EV staff
participated
in 24 events
with more than
1,200 programspecific
interactions.

Participation at consumer events has successfully increased
program exposure and availability of information about ZEV
adoption. In Program Year Three, MOR-EV staff participated in 24
events with more than 1,200 program-specific interactions. The
number of interactions increased from Program Year Two, due to
an increase in total events attended and availability of ZEV-specific
events. MOR-EV staff counted materials distributed and personto-person interactions to measure program-specific interactions.
Consumers continue to be particularly attracted to the poster display
depicting program-eligible vehicles and associated rebate amounts.
Additional improvements were made to the MOR-EV outreach booth,
including a new poster that displays the eligible vehicles, a banner
(updated with the MOR-EV slogan – Drive Cheaper, Drive Smarter,
Drive Clean) and a matching tablecloth. The professional-looking
booth helps establish the MOR-EV presence at consumer events.
In Program Year Two, outreach staff noticed increased consumer
interactions at events involving on-site eligible vehicles. As a result,
program staff prioritized attending events in Program Year Three
that featured ZEVs on display and available for test drives.
Furthermore, MOR-EV staff prioritized attending events in Central
and Western Massachusetts, to ensure even geographic spread
of the rebate information.

MOR-EV: Year Three Final Report 13

In Program Year Three, MOR-EV staff participated in three
successful ZEV event series.
The MASS DRIVE CLEAN (MDC) campaign
(massdriveclean.org) is the statewide ZEV ride-and-drive
effort aimed at providing test drive opportunities across
Massachusetts. All MDC events feature ZEV vehicles on
display and available for test drives, which not only engages
consumers with ZEVs but also with program staff. MOR-EV
staff have participated in these events since the campaign
launched in June 2015.
National Drive Electric Week (NDEW)
(driveelectricweek.org/) is a week-long celebration of
events focused on plug-in electric vehicles. Events are hosted
nationwide to raise ZEV awareness and promote adoption.
MOR-EV staff have participated in annual NDEW events
since 2014.
The New England International Auto Show is the largest auto
show in New England and regularly features more than 600
different models of vehicles, including over a dozen ZEVs.
During January 2017, MOR-EV hosted a table at the dealers
meeting and staffed a booth on the auto show floor.
MOR-EV staff will continue attending these ZEV events in Program
Year Four. The resources provided on the website, consumer
information shared at outreach events and assistance with the
application process helps drive home the role of MOR-EV as
a leading source of information about ZEVs within the state. A
complete list of consumer events, dates, descriptions and associated
interactions for Program Year Three are shown in Table 3.
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Table 3. Consumer Outreach Events
City

Event Date(s)

Description

MOR-EV
Contacts

MASS DRIVE
CLEAN
Northampton

Northampton

July 30, 2016

Community ZEV test drives

40

Clean Energy
Festival

Charlesmont

July 31, 2016

Clean energy event, featuring
ZEVs, wind turbines and
solar arrays

32

Aug. 19-21, 2016

Three-day festival at Boston
City Hall aimed at educating the
public about clean energy and
sustainability

217

Aug. 27, 2016

Two-day festival featuring
farmers’ market, craft fair and
other demonstrations. Test drives
offered

11

Sept. 13, 2016

ZEV-specific event showcasing
many privately owned ZEVs
and 4-5 models available
for test drives. Speeches by
Commissioner Judson and other
community leaders

50

21

Event

Boston GreenFest
MASS DRIVE
CLEAN Farm
Fresh Festival
National Drive
Electric Week
and MASS
DRIVE CLEAN
at Worcester
Polytechnic
Institute

Boston

Princeton

Worcester

AltWheels Fleet
Day

Norwood

Sept. 19, 2016

Collaborative event with Mass.
Clean Cities targeting fleet
managers and consumers and
featuring test drives and static
display vehicles

National Drive
Electric Week Larz
Anderson

Brookline

Sept. 17, 2016

ZEV-specific event showcasing
25 makes and models available
for test drives

53

Orange

Sept. 24, 2016

Community festival with music
and craft fair, along with ZEV
test drives

80

Oct. 1, 2016

City of Medford's Office of Energy
& Environment and the Medford
Energy & Environment Committee
hosted event on clean energy
and sustainability solutions

60

Oct. 13, 2016

Large energy-focused event
featuring ZEV test drives,
breakout sessions and
energy-related vendors

75

MASS DRIVE
CLEAN North
Quabbin Garlic
and Arts Festival
Harvest Your
Energy
National Grid
Energy Efficiency
Summit

Medford

Foxborough
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City

Event Date(s)

Description

MOR-EV
Contacts

Marlborough

Nov. 2, 2016

Employee event hosted by the
MASS DRIVE CLEAN campaign

18

17

Event
MASS DRIVE
CLEAN Raytheon
Belmont Drives
Electric Ride &
Drive

Belmont

Nov. 12, 2016

Community event hosted by
Belmont Drives Electric, a local
initiative designed to highlight the
benefits of driving electric vehicles
to Belmont residents

New England
International Auto
Show

Boston

Jan. 12-16, 2017

International auto show with over
5,000 participants.

84

Lakeville

April 20, 2017

Community event hosted by
Mass. Department of Energy
Resources. Featured EV test
drives, static display vehicles and
recognition program celebrating
cities that promoted EVs

40

Foxborough

April 27, 2017

Large event held at Gillette
Stadium featuring EV test drives
and static display vehicles

200

May 1, 2017

Employee ride-and-drive event
hosted by the MASS DRIVE
CLEAN campaign. Featured test
drive and static display vehicles

50

Waltham

May 24, 2017

Employee ride-and-drive event
hosted by the MASS DRIVE
CLEAN campaign. Featured test
drives of Tesla Model S and Model
X, Chevrolet Bolt and BMW 330e,
X5 and i3 models

40

MASS DRIVE
CLEAN Winn
Properties

Lowell

July 25, 2017

Ride-and-drive event hosted
by the MASS DRIVE CLEAN
campaign

20

MASS Drive
CLEAN
Northampton

Northampton

July 29, 2017

Ride-and-drive event hosted
by the MASS DRIVE CLEAN
campaign

NA

Clinton

Aug. 17, 2017

Ride-and-drive event hosted
by the MASS DRIVE CLEAN
campaign

15

EarthFest EV
Showcase

MASS DRIVE
CLEAN Mass Buys
MASS DRIVE
CLEAN Biogen

Weston

MASS DRIVE
CLEAN Boston
Properties

Plug-In Car Day
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City

Event Date(s)

Description

MOR-EV
Contacts

National Drive
Electric Week
Worcester
Polytechnic
Institute

Worcester

Sept. 13, 2017

ZEV-specific event showcasing 12
privately owned ZEVs with ZEV
owners sharing their experiences

30

Garlic and Arts
Festival

Orange

Sept. 24, 2017

Community festival with music
and craft fair, along with ZEV test
drives

41

Norwood

Oct. 2, 2017

Collaborative event with Mass.
Clean Cities targeting fleet
managers and consumers and
featuring test drives and static
display vehicles

30

Lenox

Oct. 7, 2017

Community festival with music
and craft fair, along with ZEV test
drives

30

Oct. 12, 2017

Campus sustainability event
featured ZEV test drives, static
display vehicles and energyrelated vendors

20

132

Event

AltWheels Fleet
Day
Lenox 250th
Anniversary
Celebration
UMass Medical
Center

Worcester

MASS DRIVE
CLEAN National
Grid Energy
Efficiency Summit

Foxborough

Oct. 19, 2017

Large energy-focused event
featuring ZEV test drives,
breakout sessions and energyrelated vendors

MASS DRIVE
CLEAN Massport

East Boston

Oct. 24, 2017

Employee ride-and-drive event
hosted by the MASS DRIVE
CLEAN campaign

15

MASS DRIVE
CLEAN
Metropolitan Area
Planning Council

Quincy

Oct. 25, 2017

Metropolitan Area Planning
Council meeting was coupled with
ride-and-drive event

12
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Many of the events selected for outreach during Program Year Three
were in Central and Western Massachusetts (Figure 4). In Program
Year Four, MOR-EV will continue to produce outreach materials
in consultation with DOER and EEA that are consistent with the
program goals and requirements. All marketing materials can be
adapted for various points of sale, registration or outreach to other
stakeholders.
Figure 4. Year Three Outreach Event Locations

LEGEND
Year Three
Outreach
Event
Location

Social and Traditional Media
In September 2017, MOR-EV kicked off a social media campaign in
earnest that built upon the pilot program during Program Year Two.
With the launch of MOR-EV on Facebook and Twitter, participation
in the program and overall rebate awareness continued to expand.1
Content available on the social media pages featured information
on rebate eligibility and home charging, promoted MASS DRIVE
CLEAN ride-and-drive events and highlighted other electric vehicle
industry news. As the social media campaign matures, it is expected
that the sites will accrue more unique followers and engagements.
Although data on the success of the social media program is only
available for September and October 2017, data collection will
enable annual reporting. Table 4 displays Facebook and Twitter
posts, shares and viewership totals.
1 The social media metrics adopted do not evaluate the magnitude of impact that social media has on
rebate participation.
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Increased social media outreach is recommended in future program
years to grow program awareness. Since there has been no
promotion of the pages, reach and engagement can be attributed to
posts being liked or retweeted by followers such as Drive Electric
Cars New England, which has a Facebook following of more than
300 and Mass DEP, which has a Twitter following of more than
1,000. Icons linked to MOR-EV’s Facebook and Twitter social media
pages were added to the MOR-EV.org website on October 19, 2017,
and can facilitate new follower growth on both platforms.
MOR-EV continues to perform well in traditional media as well,
with news stories frequently covering the availability of program
funds, the promotion of MOR-EV as part of the Commonwealth’s
transportation emissions reductions policy strategy and MOR-EV
providing ancillary support for new ZEVs when they are launched
in the state.
Table 4. Consumer Outreach via Facebook and Twitter
Facebook

Twitter

October
2017

September
2017

October
2017

September
2017

Total Followers

12

5

14

7

New Followers

7

5

7

7

Unfollows

0

0

0

0

Total Number of Posts/Tweets

15

18

15

13

28 Days Engaged Users

9

7

N/A**

N/A**

28 Days Total Reach

349

316

N/A**

N/A**

Retweets by Others

N/A*

N/A*

9

8

Mentions by Others

N/A*

N/A*

0

2

Total Engagements

N/A*

N/A*

53

52

Total Impressions

N/A*

N/A*

2,378

3,831

* Metric only available for Twitter.
** Metric only available for Facebook.
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Dealer Outreach
Educated and engaged vehicle dealers are crucial to the success
of ZEV adoption and achieving MOR-EV program objectives.
Continuing education and relationship development with dealers is
extremely vital in supporting program efforts to accurately inform
consumers about available incentives. The Massachusetts State
Automobile Dealers Association (MSADA) plays an important role
in sharing program information with their membership and providing
valuable dealer-focused perspectives.
In addition, MOR-EV staff provide marketing materials to educate
dealership sales and floor staff on the program. Staff also invite
dealerships to participate in scheduled consumer events, such
as those listed previously in Table 3. These events serve as an
opportunity to get dealerships in front of customers and provide
another avenue for program education. MOR-EV staff presented
at a dealership training event in September 2017 hosted by PlugIn America. Topics covered included MOR-EV rebate amounts,
clarification on the application process and documentation required
for rebate processing.
Dealership engagement and outreach remain a challenge that
requires multiple approaches to address. MOR-EV staff will continue
to work with participating dealers to identify opportunities for effective
dealership outreach.

MSADA Articles
As a result of the MSADA partnership, MOR-EV contributes articles
for the Auto Dealer Magazine. During Program Year Two, MOREV wrote one article for the magazine and used that experience to
launch a four-part article series during Program Year Three entitled
the “Drive Clean Connection.” The first article under this series was
the August 2017 cover story, under the headline “The Drive Clean
Connection, Sparking Interest in Electric Vehicle Sales.” The article
provided high-level program information, application instructions and
dealership resources offered by Plug-In America. Three additional
articles are scheduled for publication during year four.

20 Center for Sustainable Energy

Educated and
engaged vehicle
dealers are
crucial to the
success of ZEV
adoption and
achieving MOREV program
objectives.

Future Outreach and Suggestions

Research has
indicated that
test drive events
heighten drivers’
perceptions
of ZEVs and
increase the
likelihood they
will purchase or
lease a ZEV.

Program staff recommend prioritizing events with test drives
whenever possible. Staff have witnessed increased consumer
engagement and excitement at such events, because behind-thewheel driving opportunities allow people to experience first-hand
the benefits of ZEVs. Research has indicated that test drive events
heighten drivers’ perceptions of ZEVs and increase the likelihood
they will purchase or lease a ZEV.2 Surveys completed by Mass
Drive Clean participants show the impact of a firsthand experience
can produce a consumer conversion rate to a plug-in electric
vehicle (PEV) purchase/lease of up to 12.5%.3 Given these benefits,
program staff will continue to prioritize events with test drives for
future consumer outreach.
Increasing ZEV awareness in Central and Western Massachusetts
continues to be a priority for future outreach; however, progress is
limited as MOR-EV only provides support for existing events that
are limited in these regions. Working with DOER, MOR-EV staff
will provide targeted consumer and dealership outreach in these
regions through more consumer and dealership events in Program
Year Four. Working with program partners and by speaking with
consumers at events, staff will seek to identify any barriers to
adoption in regions with lower participation and will conduct outreach
to raise ZEV awareness.
Ongoing efforts will continue to ensure that the social media
strategies launched in September 2017 are strengthened. These
actions will include using advertising tools to reach new audiences,
expanding the types of posts to augment what is covered on the
website, generating excitement about electric vehicles and using
the social media channels to share and comment on what others
are posting.

2 Center for Sustainable Energy (2016). Metropolitan Transportation Commission Experience Electric
Campaign Report. Release Date: August 2016. Retrieved from http://mtc.ca.gov/sites/default/files/
MTC_EXEL_Final_Report.pdf.
3 MASS DRIVE CLEAN: Bringing Electric Vehicle Test Drives To Your Community. http://www.
massdriveclean.org/wp-content/uploads/2018/08/MDC_-Sponsorship.pdf.
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Operations
Rebate Processing

During
Program Year
Three, CSE
continued to
streamline and
improve rebate
processing and
accommodate
an increased
application
volume while
maintaining
high-quality
customer
service to
applicants.

Processing rebates accurately, efficiently and transparently is central
to the success of the MOR-EV program. CSE maintains professional
staff and support to help facilitate easy processing and approval of
rebate applications. During Program Year Three, CSE continued
to streamline and improve rebate processing and accommodate
an increased application volume while maintaining high-quality
customer service to applicants. In year three, the number of rebates
issued and reserved monthly increased by 112%.4
The MOR-EV website is a robust platform for program information
and application processing. The layout consists of a comprehensive
list of eligible vehicles with rebate amounts, an easy-to-use online
rebate application form, a real-time available funding tool that
updates every five minutes, a program statistics page (updated
semimonthly), a resources page with links to information on EVs and
the Commonwealth’s clean energy and climate goals, a list of FAQs
and a contact page. This design promotes the benefits of MOR-EV
to applicants and provides easy access to information they need to
apply for a rebate.

Efficiency Improvements
MOR-EV implemented changes in the following areas to improve
efficiency in Program Year Three.
In March 2017, MOR-EV implemented a new process to
streamline rebate appeals by reducing its administrative
burden. Appeals previously required additional time to review
and process, including preparing appeal summaries and
requesting documents to support claims. The new process
allowed 95% of rebate appeals to be addressed by MOR-EV
staff, without further review from DOER.
In May 2017, a new processing staff member joined MOR-EV
to help with increased rebate application volume, including
email and phone support.

4 During Program Year Two, the number of rebates issued and reserved increased by 24% over Program
Year One.
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Quality Assurance and Control
Using a detailed understanding of the rebate application process
and database management, staff proactively identified and resolved
potential issues, including the following.
In December 2016, staff identified that an applicant had
submitted a rebate application twice; as a result, duplicate
applications were created within the database. The duplicate
application prevented the legitimate application from being
approved. Thus, a weekly report was established to quickly
identify duplicate applications and cancel the extra application
as needed. This has not been a problem since.
With the addition of new rebate processing staff members, a
weekly quality control meeting was introduced. At this meeting,
senior staff perform a peer review of 10% of applications to
confirm application eligibility determinations made by junior
staff and discuss unusual cases to provide guidance on next
steps. Process gaps and core understandings of the project
components are discussed, and remedies are implemented.
These measures improved project quality and customer satisfaction.
Additional improvements planned for Program Year Four include
merging email templates into the customer database to streamline
communications and updating the implementation manual.

24 Center for Sustainable Energy
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Program Participation
MOR-EV program participation is defined as the percentage of
registered eligible vehicles that received a rebate.5 This is a key
measure of statewide program awareness and helps direct future
outreach efforts. For this analysis, MOR-EV staff compared Registry
of Motor Vehicle (RMV) registration data from June 18, 2014,
through October 31, 2017, to program rebate data during the same
period. The vehicle registration data was provided on December
6, 2017, and only includes vehicles with current registrations as of
that date.6 This period covers the first three years of the MOR-EV
program operations.7

Participation by Vehicle Model
During this period, a total of 9,991 eligible vehicle models were
registered with the RMV. Of these, 5,770 received a MOR-EV
rebate.8 Table 5 shows the percent of registered vehicles compared
to vehicles that received MOR-EV rebates. The data is organized by
vehicle type and then sorted by the vehicle model with the highest
percent of rebates.
Program participation rates by vehicle model provide insight into
dealer engagement and overall program understanding. For
example, every smart Electric Fortwo Coupe, BMW i3 and BMW
i3 REx registered in the state has received a rebate. This suggests
a high likelihood that the smart sales model and the BMW i3 sales
model incorporate the MOR-EV rebate. Similarly, the Chevrolet Volt,
Hyundai Sonata Plug-In Hybrid and the Kia Soul EV are all models
with high registration-to-participation ratios.

5 Program-eligible models with less than 36-month lease terms are not eligible to apply for a rebate.
Registration data includes vehicle models with lease terms that are less than the program-required
36-month lease term; this may affect the overall participation rate.
6 To find vehicles registered during this time interval, the “first registered date” in the RMV data is used.
This date reflects the last date the vehicle changed ownership. It is possible that a vehicle purchased during
the analysis period may have changed ownership and have a new “first registered date” that falls outside
of the period used; thereby reflecting fewer registrations than rebates. This may, thus, result in higher
participation rates and possibly participation rates over 100%.
7 Program years do not align with calendar years.
8 Not all passenger ZEVs in the state are eligible for the MOR-EV program.
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Table 5. Program Participation by Vehicle Model
Vehicle Model

Registrations

Rebates

Participation*

BMW i3

22

46

100%

Honda Fit EV

0

3

100%

Mercedes-Benz B250e

33

35

100%

smart Electric Fortwo
Cabriolet

8

16

100%

smart Electric Fortwo Coupe

99

154

100%

Volkswagen e-Golf

214

166

78%

Kia Soul EV

81

60

74%

Nissan LEAF

840

543

65%

Tesla Model S

1,685

1087

65%

Chevrolet Bolt EV

637

401

63%

Mitsubishi i-MiEV

15

8

53%

Tesla Model X

597

312

52%

Ford Focus Electric

70

36

51%

Chevrolet Spark EV

1

0

0%

FIAT 500E

11

0

0%

Tesla Model 3

1

0

0%

Tesla Roadster

2

0

0%

Toyota RAV4 EV

3

0

0%

BMW i3 REx

110

156

100%

Hyundai Sonata Plug-in
Hybrid

28

32

100%

Volvo XC60 T8

0

1

100%

Toyota Prius Prime

858

468

55%

Ford Fusion Energi

687

325

47%

Ford C-MAX Energi

688

317

46%

Audi A3 e-tron

132

50

38%

Mini Cooper S E Countryman
All4

20

7

35%

Battery Electric Vehicle (BEV)

Plug-In Hybrid EV <10 kWh (PHEV)
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Vehicle Model

Registrations

Rebates

Participation*

BMW X5 xDrive 40e

378

129

34%

BMW 330e

28

9

32%

BMW 530xe

43

13

30%

Volvo XC90 T8

172

49

28%

BMW i8

55

12

22%

Porsche Panamera S
E-Hybrid

9

1

11%

BMW 740e xDrive

16

1

6%

Toyota Prius Plug-In Hybrid

329

12

4%

Kia Optima Plug-In Hybrid

265

4

2%

Honda Accord Plug-In

4

0

0%

Mercedes-Benz S-Class 550e

1

0

0%

Mitsubishi Outlander PHEV

16

0

0%

Porsche 918 Spyder

3

0

0%

1,596

1,241

78%

Chrysler Pacifica Hybrid

51

35

69%

Cadillac ELR

34

17

50%

Porsche Cayenne S E-Hybrid

113

8

7%

Victory Empulse TT

3

2

67%

Zero (S, SR, DS, XU, FX)

32

14

44%

Brammo (Enertia, Enertia
Plus, Empulse)

1

0

0%

Plug-In Hybrid EV >10 kWh (PHEV+)
Chevrolet Volt

Zero Emission Motorcycle (ZEM)

* Participation rates are capped at 100%.
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Participation by Manufacturer
Program participation by automobile manufacturer indicates that
over half of manufacturers with eligible vehicles have 56% or
higher MOR-EV participation rates. Figure 5 displays participation
rates for the 10 manufacturers with the highest number of vehicle
registrations. Of the manufacturers with at least 100 vehicles
registered during this time, Mercedes-Benz, which includes the
smart Electric models and the Mercedes B250e model, had the
highest participation rate of all manufacturers at 100%. In fact,
Mercedes-Benz has recorded the highest MOR-EV participation rate
throughout the program’s three years. In addition, 73% of eligible
GM vehicles (Chevrolet Volt and Cadillac ELR) received rebates.
Hyundai has just over 50 registered vehicles but also has a 100%
participation rate. High participation rates could be attributed to
manufacturers incorporating available incentive information into
their sales training. Lower program participation rates may indicate
a need for additional manufacturer-targeted dealership outreach.
For example, Ford and Toyota have the 3rd and 4th most registered
clean vehicles in the state but only 47% and 44% participation
rates, respectively. This may indicate that dealers are unaware
of or do not understand the value of the MOR-EV program as a
sales tool. Outside of awareness, 24-month leases impact program
participation rates because of the required 36-month lease term;
unfortunately, these leases cannot be identified in the registration
data. This situation could explain the lower participation rate for
BMW, which offers competitive 24-month leases, causing many of
their vehicles to be ineligible for the rebate.
Figure 5: Participation by Manufacturer
2500

Unrebated Vehicles
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Participation by Vehicle Type
Figure 6 shows participation rate by vehicle type. Although battery
electric vehicles (BEVs) are the most popular vehicles by volume,
the PHEV+ vehicle type category has the highest participation rate,
with 73% of registered vehicles receiving rebates. BEVs are rebated
at almost the same rate with 70% receiving a rebate. PHEVs have
a participation rate of only 37%, which could be due to various
factors. For example, several program-eligible PHEV models have
a standard hybrid counterpart that is not eligible. This could lead to
dealer and consumer confusion about available incentives. PHEVs
also receive lower rebate amounts, which may not motivate as many
consumers to apply for the rebate.
Figure 6: Participation by Vehicle Type
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Multiple manufacturers produce eligible vehicle models in several
vehicle type categories. Participation rate by vehicle type varies,
indicating that program awareness is not exclusively associated
with specific manufacturers and their dealer networks, but also with
specific vehicles. For example, the battery electric Kia Soul EV has
a 74% participation rate, while the PHEV Kia Optima Plug-In Hybrid
models have an average participation rate of just 2%. This finding
supports the assumption that both consumers and dealers associate
all-electric vehicles with consumer incentives. Further education and
outreach with a focus on all program-eligible vehicles could be an
effective method for improving participation rates in all vehicle types,
but especially for PHEVs.
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Participation by Geography
MOR-EV participation varies significantly across Massachusetts.
Figure 7 shows that no clear patterns exist in participation rates
by city. Lower participation rates are typically reflected in areas
with less than 10 registered electric vehicles. CSE has provided
targeted outreach to Central and Western Massachusetts, which
have historically had lower electric vehicle adoption rates. As a
result, we now see several cities/towns in those areas exhibiting high
participation rates which very likely indicates the outreach efforts
have been successful. CSE will continue to provide outreach to
areas with low adoption and low participation rates to propel
this trend.
Figure 7. Program Participation by City
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Survey Results & Analysis
Methodology

Over the course
of the initial
three years of
the program,
almost 60%
of eligible
purchases and
leases in the
state received
MOR-EV
rebates.

To better understand ZEV driver motivations, demographics and
program effectiveness, MOR-EV conducts an ongoing voluntary
survey of rebate recipients. They are invited to participate in the
online survey when their application is approved and again when
they are notified that their rebate check has been mailed. However,
only the first response per applicant is included in the analysis. The
survey has 39 questions and takes approximately 20 minutes to
complete, with respondents having the ability to save and complete
the survey later if they prefer. The survey covers various topics,
including demographics, motivations, importance of the MOR-EV
rebate and dealership experience. To generate comparable data, the
survey has several components that are analogous to similar ZEV
statewide participant surveys in California and Connecticut.
The following analysis covers survey responses from Program
Year Three rebate recipients, which have been weighted to
better understand program participant participation.9 Of the 3,518
applications received in Program Year Three, 1443 applicants
completed the survey, with a 41% response rate. To make the
sample representative of the overall rebate population, the data was
weighted based on the following measures: 1) choice of vehicle type,
2) choice of EV model, 3) decision to buy or lease the vehicle, 4)
the quarter in which the vehicle was purchased and 5) geographic
location by county. In the analysis, comparisons among Program
Year One, Two and Three recipients are highlighted
where noteworthy.

Survey Results
It is important to note that MOR-EV cannot be assumed to be the
sole representative measure of the successful development of the
Massachusetts’ ZEV market more broadly. However, over the course
of the initial three years of the program, almost 60% of eligible
purchases and leases in the state received MOR-EV rebates. In
other words, MOR-EV participants do characterize a large majority
of the Massachusetts ZEV market.
9 Program Year Three represents 15 months of data, which is unlike the 12-month periods for Program
Year One and Two.
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Also, because the participant survey is voluntary and not everyone
choses to complete it, responses may not be perfectly representative
of the entire MOR-EV participant population or potential market.
Nonetheless, the survey data collected contain substantial
insight into Massachusetts’ developing ZEV market. This section
summarizes the survey responses using descriptive statistics
where possible.

Massachusetts Zero-Emission Vehicle Consumer
Demographics
Figure 8 shows that almost three-quarters of MOR-EV respondents
are male. This is roughly consistent with past participation rates and
mirrors participation in other states. Similar to corresponding data
from other states, Figure 9 shows that the largest age population for
MOR-EV respondents is in the 40- to 59-year-old range.
Figure 8. MOR-EV Survey Respondent Participation by Gender

26%
Female
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74%
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Figure 9. Age Distribution of MOR-EV Survey Respondents
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have obtained
at least a fouryear degree
with almost twothirds having a
postgraduate
degree.

Age

Due to the observed age of MOR-EV participants, an inference was
made that education attainment and household income would trend
higher as well. Indeed, MOR-EV participants have more frequently
attained postgraduate degrees than the population for all vehicle
purchasers/leasers. Figure 10 shows that 90% of MOR-EV
participants have obtained at least a four-year degree with almost
two-thirds having a postgraduate degree. Less than 1% of all
respondents do not have a high school degree.
Figure 10. Educational Attainment of MOR-EV Survey
Respondents
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3%
12th grade or less
High school graduate

25%
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Associate degree
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Postgraduate degree
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As seen in Figure 11, MOR-EV participants have a median
household income of $150,000 to $175,000. Twenty-four percent
of respondents did not provide information about annual household
income and are excluded from the data. As the most recent point of
reference, in 2016, the median household income for Massachusetts
residents was $75,297.10
Figure 11. Annual Household Income of MOR-EV Survey
Respondents
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In Figure 12, 22% of MOR-EV survey respondents currently have
a solar photovoltaic (PV) system installed. This is a 7% increase
from Program Year One survey respondents. In Massachusetts,
approximately 15% of homes have installed solar.11 This indicates
that either ZEV consumers adopt solar at higher rates than the rest
of the state or solar homeowners buy more ZEVs than nonsolar
homeowners. Further surveys would be required to determine which
is correct.

10 U.S. Census Bureau, 2016 American Community Survey 1-Year Supplemental Estimates.
11 https://www.seia.org/state-solar-policy/massachusetts-solar.
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Figure 12. Is There an Operating Photovoltaic (PV) System
Installed at Your Residence?
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MOR-EV Impact
MOR-EV rebates combined with federal tax incentives can lower EV
acquisition costs by 20% or more and serve as critical elements to
ensure Massachusetts can continue progressing toward its overall
target of 300,000 ZEVs on the road by 2025.
Figure 13. Importance of MOR-EV Rebate in EV Purchase
Decision
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Survey respondents were asked to rate the importance of the
MOR-EV rebate in their decision to acquire an EV. Sixty-eight
percent of adopters said the MOR-EV rebate was an “extremely” or
“very” important factor in the decision-making process. This finding
is consistent with survey responses gathered during Program
Year One and Two. The MOR-EV rebate continues to be very to
extremely important in the decision to purchase a ZEV.
Using the methodology in the U.S. Energy Information
Administration’s “Analysis of the Effect of Zero Emission
Vehicle Policies: State Level Incentives and California Zero
Emission Vehicle Regulations” (September 2017), MOR-EV staff
looked at the top five models rebated in Program Year Three in the
Massachusetts to compare the costs before any incentives (state
and federal) were applied. The average MSRP for these models was
acquired from the Kelley Blue Book (KBB)12 value, picking the lowest
priced style with standard options; the taxes and fees (RMV fees &
document fees) were determined using Edmunds;13 and the state14
and federal incentives15 were taken into account.
When comparing the combined state and federal incentives
available to each of these vehicles to the MSRP, three models
offered consumers the opportunity to save 20% or more of the
vehicle cost: Chevy Volt (27%), Chevy Bolt (25%) and Toyota Prius
Prime (20%). In comparison, the state/federal incentives available for
the Tesla Model S and Tesla Model X account for only 11% and 10%,
respectively, of the MSRP. While it is evident that the combination
of state and federal incentives are lowering the cost of purchasing
a ZEV and helping considerably to spur EV adoption in the
Commonwealth, other factors also play into the purchasing rationale,
such as luxury, name recognition and other considerations.
The majority of participants indicated they had a strong interest in an
EV when they began shopping for a vehicle. In contrast, as observed
in Figure 14, about 20% of participants had a slight interest, 4% had
no interest in acquiring an EV and 1% did not know EVs existed prior
to purchasing or lease.

12
13
14
15

https://www.kbb.com/
https://www.edmunds.com/car-buying/what-fees-should-you-pay.html#chart
https://mor-ev.org
https://www.fueleconomy.gov/feg/taxevb.shtml
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Sixty-eight
percent of
adopters said
the MOR-EV
rebate was an
“extremely” or
“very” important
factor in the
decision-making
process.

Figure 14. Initial Interest in Electric Vehicles
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For most MOR-EV rebate recipients, the rebated vehicle represents
a replacement of an older and “less clean” vehicle. In Figure 16, it
appears that MOR-EV is helping bring more zero-emission vehicles
onto the road and more inefficient vehicles are being retired.
In Program Year Three, 79% of vehicles purchased or leased
replaced an older vehicle while 21% were additional vehicles. More
than 40% of the vehicles replaced in Program Year Three were
2009 models or older. For 2009 vehicles, the average fuel economy
for light-duty vehicles was 26.4 miles per gallon. The efficiency
gains afforded by the rebated ZEVs helps drive an investment for
Massachusetts’ clean energy future.
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Figure 15. Addition or Replacement of MOR-EV Rebated Vehicle
Across Program Years
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Year 3
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Rebate Availability
When asked to select among all sources that informed survey
respondents of the MOR-EV rebate, approximately 33% said they
learned about the rebate from the dealer and 22% learned about the
rebate from the MOR-EV website (Figure 16). Online blogs informed
15% of respondents about the rebate, and 17% of respondents
heard about the rebate through word of mouth. This represents
some 400 MOR-EV rebate consumers who received information
about the rebate from other rebate recipients. The importance of this
peer-to-peer communication should not be underestimated – the
best advocate for an EV is often another successful consumer.
Figure 16. How Participants Learned About MOR-EV Rebate
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Purchase and Lease Motivation
When asked to gauge the importance of factors in their decision to
acquire an EV, respondents indicated that reducing environmental
impacts was the most important factor (Figure 17). This result is
consistent with Program Year One and Two survey results and the
only factor to increase in importance consistently between Program
Year One and Two, and Program Year Two and Three. This could
reflect the growing awareness of environmental issues.
The most noteworthy divergence between Program Year Two and
Three is the growing importance in reducing environmental impacts
(Figure 18). The relative importance of this survey response
increased by 11% between Program Year Two and Three. This is
also the most commonly selected as an extremely important factor
in the decision to purchase an EV, and this relative importance has
grown over past survey years.
EV adopters have consistently chosen reducing environmental
impacts as their top purchase or lease motivator in Program Year
One, Two and Three (Figure 19). However, “saving money on fuel”
has decreased in importance in almost equal proportion to the
increase in motivation to “reduce environmental impacts.” A desire
for new technology and vehicle performance also have declined in
motivation as identified in the survey results.
Figure 17. Importance of Factors in Decision to Acquire EV
in Year Three
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Saving money on fuel

Figure 18. Importance of Environmental Impacts in Decision
to Acquire EV
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Figure 19. Primary Motivations for Purchase/Lease Over Time
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Valued Dealership Services
Table 6 lists the three most valued dealership services as ranked
by MOR-EV survey respondents and the percent of dealerships
currently offering them. Respondents ranked “Preparation and
submission of rebate/tax applications” as the most valuable
dealership service. In addition, 70% of participants ranked
“Assistance setting up and explaining EV-related smartphone apps”
as a valuable dealership service. The third-most valuable dealership
service is “A 24/7 EV specialist who can answer questions about
vehicles and additional products and services (i.e., an EV “genius”).”
However, only about one-third of dealerships offer two of the top
three valuable dealership services.
Table 6. Most Valuable Dealership Services
Most Valuable Dealership Services

Percentage of
Dealerships that
Offered this Service

#1

Preparation of rebate/tax
applications

31%

#2

Assistance setting up and
explaining EV related
smartphone apps

78%

#3

An EV specialist to answer
EV questions

26%

In Program Year Four, MOR-EV staff suggests that a dealer-focused
webinar be hosted on the MOR-EV website to provide dealers
with 24/7 access to information on program year funding levels,
applicant eligibility, application processes and frequently asked
dealer questions. Further, MOR-EV staff will use the presentation to
promote their availability to participate in dealer-organized webinars
to address Item #1 and on-site training to explain the value of the
MOR-EV website as a source of EV and program information.

MOR-EV: Year Three Final Report 45

Workplace Charging Availability
In Figure 20, it was observed that more than a third of survey
respondents currently have access to workplace charging and about
40% indicated that they would use workplace charging if it were
available. Separately, a quarter of participants said that access
to workplace charging was an extremely or very important factor
in making it possible for them to acquire an EV. To help facilitate
increased workplace charging, MOR-EV staff collaborated with
Massachusetts Electric Vehicle Incentive Program (MassEVIP) to
distribute workplace charging incentive information to MOR-EV
recipients.16
Figure 20. Do You Have Access to Charging at Your Workplace?
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16 For more information on the MassEVIP program and to sign up for the waitlist, visit https://www.mass.
gov/how-to/massevip-workplace-charging.
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Utility Time-of-Use Rate Availability
The majority of respondents were unsure if their electrical utility
offered a special rate for charging; however, of the 35% who
indicated that their electric utility did not, nearly all said that they
would take advantage of charging rates even if it meant charging
their EV at special times during the day or night (Figure 21).
Both Eversource and National Grid, utilities that service much of
Massachusetts, offer differing time-of-use rates. Although not EVspecific, this indicates a level of support at the utility scale for EVs.
Figure 21. Does Your Electric Utility Offer Special Rates for
Residential Electric Vehicle Charging?
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Analysis
This section presents several recommendations for enhancing
and strengthening the MOR-EV program resulting from this
Program Year Three evaluation. They are organized into two
sections: 1) recommendations for improvements to MOR-EV and 2)
recommendations for further research.

Recommendations for MOR-EV Improvements
Though MOR-EV staff already provide general support and training
to dealerships, some new insights that indicate need for improved
communications were identified in the Program Year Three survey
data provided by participants. For example, only one-third of
respondents heard about the MOR-EV rebate from their dealership.
It is therefore recommended that program staff conduct
outreach to specifically address this shortcoming by providing
targeted outreach to dealers that have been reported as
unaware of the program. As resources allow, increased
dealer outreach also may generally improve awareness and
understanding of the value of the MOR-EV website to address
the finding that 78% of respondents said they were not aware
of the program’s online presence.
Efforts should be made in Program Year Four to build upon
the MOR-EV social media campaign launched in September
2017 to increase visibility of the program and word-of-mouth
marketing. Online blogs informed 15% of survey respondents
about the rebates and efforts should be made to double that
percentage through increased social media postings, recipient
testimonials and event outreach marketing. Similarly, 17% of
respondents heard about the MOR-EV rebate through word of
mouth with over 400 consumers receiving information about
the rebate via their friends, family and co-workers.
Efforts should be made to engage and encourage enthusiastic
rebate recipients to serve as brand ambassadors to post
messages supporting the MOR-EV social media campaign and
to forward favorable articles and upcoming events posting to
their social network.
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The publication of MSADA articles focused on MOR-EV
program attributes should be a top priority for Program Year
Four. One suggested article topic would be to show consumers
the long-term savings of ZEVs over the lifetime of the vehicle
(e.g., no engine so reduced maintenance costs, reduced fuel
costs). It’s important to note, however, most consumers were
more concerned with reducing their environmental impact, so a
GHG reduction metric should be included alongside of the fuel/
maintenance cost savings.
Over the past three program years, MOR-EV rebate applications
have increased month over month, and the rate of applications has
accelerated. Support for this growing ZEV fleet will require increasing
numbers of businesses and public entities to install ZEV charging
equipment. The survey found that only one-third of respondents had
access to workplace charging and, more encouraging, that 40%
who did not have it would use it if available. Installation of workplace
charging is motivated by a variety of considerations, including
a desire to elevate corporate sustainability credentials, attract
customers, provide a service for employees and take advantage of
current subsidies. MOR-EV staff will continue to inform applicants
about the incentives offered by MassEVIP and encourage them to
support and promote charging at their workplace. Interestingly, this
question also showed that nearly a quarter of respondents do not
work in an office or work from home, so residential charging program
information should be highlighted as well.
A review of RMV data showed about 60% of registered ZEVs in the
Commonwealth received a MOR-EV rebate. It is recommended that
future evaluation efforts capture comparison data from dealerships
that have not participated in the program. MOR-EV staff has
performed limited analysis of how many ZEVs would be on the road
absent the rebate but the indication from survey respondents is
that the rebates are very to extremely important in their decision to
purchase an EV.
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MOR-EV staff
will continue
to inform
applicants about
the incentives
offered by
MassEVIP and
encourage
them to support
and promote
charging at their
workplace.
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As a result
of increased
program data
and consumer
survey
responses,
the state and
ZEV market
stakeholders
have a
much better
understanding
of ZEV adoption
rates, the MOREV survey
participants and
their motivations
to adopt cleaner
vehicles.

Conclusion
MOR-EV has helped put 5,763 new ZEVs on the road in
Massachusetts since the program launched in June 2014. In addition
to helping the state work toward its goal of 300,000 ZEVs by 2025,
the incentivized vehicles have directly avoided more than 17,000
metric tons of GHGs, which helps achieve program goals to reduce
GHG emissions and other air pollutants.
Program Year Three saw a wider variety of eligible vehicle models,
highlighting the growth of ZEV availability in Massachusetts.
And as a result of increased program data and consumer survey
responses, the state and ZEV market stakeholders have a much
better understanding of ZEV adoption rates, the MOR-EV survey
participants and their motivations to adopt cleaner vehicles.
DOER and EEA were successful in funding the MOR-EV program
for a fourth year. Program Year Four will include increased outreach
to Central and Western Massachusetts and Cape Cod as well as
a focus on extending dealer education. Program staff will apply
lessons learned to strengthen consumer and dealer program
awareness and outreach efforts. Several Program Year Three
activities, including consumer surveys and project data transparency
tools, will remain in effect. These efforts, along with steady rebate
reservation rates, indicate that MOR-EV will continue to successfully
support ZEV adoption in Massachusetts.
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Appendix 1: MOR-EV Program Website Interactive Data Tools

54 Center for Sustainable Energy

Rebate Distribution Map by County

Rebate Distribution Map by ZIP Code
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Appendix 2: Program Year Three Final Report Data
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Appendix 3: MOR-EV Program Participation by City/Town
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Appendix 4: Rebated Vehicle Amounts at End
of Program Year Three
Vehicle Type

Make/ Model

Rebate Amount

BEV
Battery Electric Vehicles

BMW i3

$2,500

Chevrolet Bolt EV
Ford Focus Electric
Kia Soul EV
Mercedes-Benz B250e
Mitsubishi i-MiEV
Nissan LEAF S
smart ED and Electric Fortwo
Tesla Model 3
Tesla Model S
Tesla Model X
Volkswagen e-Golf
Honda Clarity Fuel Cell
Hyundai Tucson Fuel Cell
Toyota Mirai
Audi A3 e-tron
BMW 330e
BMW 530e
BMW 740e xDrive
BMW i8
BMW X5 xDrive 40e
Cadillac ELR
Chevrolet Volt
Chrysler Pacifica
Ford CMAX Energi
Ford Fusion Energi
Honda Clarity PHEV
Hyundai Sonata Plug-in Hybrid
Kia Optima Plug-in Hybrid
Mercedes-Benz S-Class 550e
MINI Cooper SE Countryman ALL4
Mitsubishi Outlander PHEV
Porsche Cayenne S E-Hybrid
Porsche Panamera S E-Hybrid

$2,500
$2,500
$2,500
$2,500
$2,500
$2,500
$2,500
$2,500
$1,000
$1,000
$2,500
$2,500
$2,500
$2,500
$1,500
$1,500
$1,500
$1,000
$1,000
$1,000
$1,000
$2,500
$2,500
$1,500
$1,500
$2,500
$1,500
$1,500
$1,000
$1,500
$2,500
$1,000
$1,000

FCEV
Fuel Cell Electric Vehicles
PHEV:
Plug-In Hybrid Electric Vehicles
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Vehicle Type

Make/ Model

Rebate Amount

PHEV:
Plug-In Hybrid Electric Vehicles

Toyota Prius Prime
Volvo S90 T8
Volvo XC60 T8
Volvo XC90 T8
Brammo Enertia
Victory Empulse TT
Zero S

$1,500
$1,000
$1,000
$1,000
$750
$750
$750

ZEM:
Zero-Emission Motorcycles
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Appendix 5: Appealed and Canceled Rebates
Appeals
Between June 2016 and October 2017, MOR-EV program staff received 59 appeal requests from applicants
whose rebate application was denied. The most common appeal request was that an application was not
submitted within three months of the vehicle date of purchase or lease, which is one of the core program
requirements. Many applicants erroneously believe that the rebate is a tax credit and therefore fail to apply
within the proper timeframe. MOR-EV staff contacted these applicants, informed them that their appeal had been
granted and invited them to reapply for the rebate. Those who did received a rebate. Of the 59 appeal requests
during Program Year Three, 57 appeals were granted for applications that had exceeded the three-month
deadline. The types of appeals are summarized below.
Appeals by Reason and Number
Reason for Appeal

Total Appeals

Approved

Exceeded Three-Month Requirement
Business Application
Used Vehicle
Total

57
1
1
59

56
0
1
57

Canceled Rebates
In Program Year Three, 437 rebate applications were canceled. Table 6 lists cancellation reasons, shows the
total number of cancellations by reason and indicates what happened with the canceled applications. In 198
cases, applicants reapplied, and their applications were ultimately approved. In some cases, applicants were not
eligible to reapply due to their failure to meet program eligibility requirements.
Canceled Rebates by Reason and Number
Cancellation Reason
Did Not Submit Supporting Documents in Time
Used Vehicle
Business Application
Early Application (Applied Before Being Rebate
Eligible)
Missed Three-Month Deadline
Lease Term Less Than 36 Months
Applied for Wrong Program
Total
* = not eligible to reapply
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Total
Cancellations

Reapplied and
Approved

Did Not Reapply

141
26
39

64
0
0

77
26*
39*

19

18

1

19
6
1
251

7
0
0
89

12
6*
1*
162
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As a mission-driven nonprofit organization,
CSE works with energy policymakers,
regulators, public agencies and businesses as
an expert implementation partner and trusted
information resource. Together, we are the
catalysts for sustainable energy
market development and transformation.
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