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MR. JEFF F. CONKLIN, Vice President of the

Technol ogy, Media & Tel ecomuni cations Practice; and
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MS. ANASTASI A PALI VOS, Legal and Policy Advisor to
Chai rman Sheahan, | CC.
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MR. PETER CAVAN, Regul atory Strategy Manager,
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MR. ROB RAFFAELE, WManager, | T Architecture, American
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CHAlI RMAN SHEAHAN: Good afternoon.

COMM SSI ONER ROSALES: Good afternoon.

CHAI RMAN SHEAHAN: Good afternoon and wel cone to
the Illinois Commerce Comm ssion's Policy Session on
Customer Service and New Technol ogy.

This session is convened pursuant to
t he Open Meetings Act, and our guests and panelists
should be aware that a court reporter is present.
The transcript of this session will be posted to the
Comm ssion's website.

Wth us are Comm ssioners M Cabe,
del Valle, Edwards, and Rosales. W have a quorum

| would |ike to thank today's
panelists for the efforts they have made in their
presentations and for all of you for attending.

The traditional role of the utility
has been to deliver a single product safely and
reliably with customer service |argely focused on
connection and billing.

| ncreasingly regulatory and political
pressure is driving utilities to inplement cleaner

energy solutions, conservation, and grid
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moder ni zati on. These changes and advances in
technology will require nore service-oriented

busi ness models in the future for utilities. These
services include managi ng the two-way flow of

di stri buted energy resources, supporting electric
vehi cl es, storage, home area networks, and, finally,
a better way to engage custonmers.

As a result, regulated utilities must
now refocus on their customers at a much nore
intimate | evel and define and build authentic
trusted customer relationships. The historical
approach to managi ng customer relationships in the
utility business will sinply not survive; instead,
utilities must evolve with the changing | andscape of
energy delivery.

The smart grid's profound
t echnol ogi cal changes will be followed by profound
busi ness model changes, and, as the technol ogy of
the grid changes, utilities must be prepared to
serve as the bridge between policy and political
mandat es and increasingly sophisticated customer

needs.
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Today's session intends to address the
com ng resolution in customer engagenment,
specifically the emergence of innovative
t echnol ogi es, evolving services, and increasing
cust omer awareness.

Participants will offer their
perspectives on where new technol ogy can i nprove
customer service and pinpoint how to overcone sone
of the existing barriers deploying customer enabling
t echnol ogi es.

We will begin with a presentation on
utility customer satisfaction and hear fromthe
panel on new technol ogy and wrap up with a
roundt abl e di scussion on the current state of
customer service. These sessions will be separated
by two short breaks.

Our first presentation is from Jeff

Conklin, Vice President of the Technol ogy, Media and

Tel ecommuni cati ons Practice and the Utility and
I nfrastructure Practice at J. D. Power. He's
responsi ble for the company's utility infrastructure

customer satisfaction studies and for studi es across
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all stages of the consumer digital life cycle.

Jeff has nmore than 30 years of

experience in the energy utility industry. Pl ease
wel come -- please join me in welcom ng Jeff.
(Appl ause.)

PRESENTATI ON

BY

MR. CONKLI N:

Thank you, M. Chairman. ' m
delighted to be here today representing the voice of
the customers. MWhat is fun for us is serving
consumers of all different types and all different
sorts of industries and then making sure there's a
| ot of interesting questions we ask to find out what
the stories are, not just how they are today but
what the trends have been over time and where
they're likely to go next.

What | will talk about today is a
little bit of the trends we are seeing in the
utility industry over time. We will talk about
where your drivers of customer satisfaction are

overall with your utilities. W wll get into sonme
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of the mechanics of what it takes to transact with
consumer service overall, and I'lIl show you some
exampl es perhaps from other industry segments, too,
for |l essons | earned.

' m happy to take questions as we go
along as well, so |I'"msure you won't be shocked.

(Slide presentation.)

So the first chart | am going to put
up is one we start with a | ot where we show sone of
t he overall inpacts, essentially financially, as to
why it's inmportant to focus on customer satisfaction
overall, and the chart on the left -- the bar chart
on the left is a representation of an analysis which
we conmpl eted the end of | ast year.

We | ooked at nore than ten years'
worth of histories of rate cases anong utilities --
electric utilities in the U. S., and we | ooked at
what was the | evel of satisfaction one year prior to
asking for a rate increase, so we grouped it by four
panels, top four panels from national, bottom four
from national, overall customer satisfaction, and

t hen, of course, we | ooked at what was the outcome



10

11

12

13

14

15

16

17

18

19

20

21

22

of the rate case event itself in the bottomIline of
what we did allow rate of return, given that rate
case, and you can see by the steepness of those bars
there's a very clear signal here that says utilities
that come through the Comm ssion for a ratemaking
process with elevated | evels of satisfaction
ultimately are allowed a higher rate of return, so
it's a very clear driver to utility management to
find out why it's inmportant to get it right.

Obviously, there's operational cost
savings as well when you are doing well by your
customers, making sure you avoid problems, and if
there are problems, you handle them very efficiently
and operational cost savings, also driver utility
management things as well.

The chart to the right is one that
Price Warehouse Coopers devel oped | ate | ast year as
well on the natural gas side of the business. They
| ooked at something very simlar, what percent of
the rate asked was granted in terms of rate case
hi stories over the past ten years, again |ooking at

what was the overall |evel of satisfaction of those
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natural gas utilities comng into a rate case
process, and clearly the curve slopes fromthe | ower
side left to the higher side right, meaning
utilities that came into the ratemaking process at

t he higher |evel of satisfaction were granted nmuch
closer to their total asking amount. So | think
good evidence that may be even nore than just
correlated, it looks like it's a bit more causal as
wel | .

This chart is sinply the trend over
time of overall residential customer satisfaction
with their utilities. The top bar and |i nes
represent electric utilities nationally. W measure
every quarter every year, so it's four ways per
year. In fact, our study just came out. We
released it in July. It just came out in the | ast
two weeks, so it's very fresh data, not only today's
presentation but in the |ast week or so what overall
satisfaction measures ought to be anong electric
utilities.

The hei ght of the blue bar is what we

saw in the national average, and you can see it has

10
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a very, very solid slope up. The utilities are
doing a nmuch better job today than four or five
years ago in terms of overall satisfaction of
cust omers.

We'll talk about the drivers of
satisfaction in a bit, but clearly the fundamentals
apply: reliable service, good prices, consuners are
happy, overlay that with |ots of other ways that
utilities are now nmore engaged with customers than
ever, create citizenship profiles, doing a better
j ob at customer service, brings elevated scores, as
you can see fromleft to right.

The wiggly yellow line is the scores
t hat we measure anong electric utilities here in
Il11inois, and the two | arge ones in place here in
order to measure our study are Commonweal t h Edi son
and Ameren Illinois, and you can see that that
groupi ng actually has inmproved at a faster rate, so
II'linois has actually closed the gap to the national
average over the last five years. Clearly pricing
is a part of that.

| think you overlay a bit of retail

11
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experience, consumers feel a | ot better about what
they paid for their electricity in the State of
II'linois over the past five years, and you' re al ways
fortunate in a way, based on geography, but we
haven't had any super major events, stormrelated,
for example, citizen-wi de sort of events principally
across this time frame, so the |onger we can deliver
very reliable power to consumers the nore satisfied
we woul d be.

The bottom bar chart has the same
thing but for the natural gas industry, so the
hei ght of the |ight blue bar is the national average
we measure in the natural gas marketplace among
residential customers, and the yellow line is the
Illinois metrics that we measure here in this state
as wel | .

Clearly, again, | think we see the
same profile five years ago, a bit of a gap in the
nati onal average close to today. W are just about
hitting the natural average, so a |lot of inmprovenment
really on both sides of the equation for both

natural gas providers in the state as well as

12
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el ectric.

You can see on the bottom |ight blue
chart at the very end there's three bars that took a
big junmp up. We have updated our model in the
nat ural gas marketplace, which I will explain in a
couple of slides. W added nore of the di mension of
the delivery of natural gas for reliability and
safety.

Obvi ously, safety's been a bit nore of
an issue with new stories in the natural gas
mar ket pl ace nationally for a number of years and
many of the utilities we work with have asked us to
represent a better voice to the customers in that
aspect, so it turns out customers are very satisfied
with the reliability of natural gas.

Number one, a lot of the efforts the
utilities are going to inmprove safety, including
reinvestment in the infrastructure, so that's why
you are seeing a little bit of a lift on those | ast
three bars that are at the bottom right-hand corner,
and, again, | will show the drivers of satisfaction

in a few charts.

13
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Just to go over sone of the overall
ranki ngs, we asked dozens and dozens of questions of
consumers taking them through their experiences with
their energy utilities. A lot of questions are
di agnosti c: How many times have you had a service
interruption? For how |long ago? Did you call your
utility? How did they answer the phone? How | ong
were you on hold? How do you typically pay your
bills? Those kind of questions are asked
di agnostically, and then we ask themto rate certain
attributes of elements of reliability, elements of
the bill and paying the bill, elements of customer
service. For exanple, those questions are al ways
asked on a scale of one to ten. Ten is outstanding,
five is average, and one is unacceptable.

So the scores that you see on the bars
here are wei ghted averages across all the questions
we ask, and we do a mat hemati cal approach to finding
out which of the questions truly drives
satisfaction, and I'll | ook at those in a bit, so
it's a weighted average.

So we just actually essentially erased

14
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t he decimal point just to make it earlier to read,
so it's now a thousand point scale, so when you see
a score of 7.23, that's an average of 73 on a

10 point scale and we | ook at that.

So these are the brands we measure on
large utilities in the M dwest, electric utilities,
fromtop to bottom Obvi ously, a couple of brands
we measure here in Illinois include Commonweal th
Edi son and Ameren IIllinois.

| want to commend Commonweal th Edi son
obviously is not even an average here, but this is
new spot for ComEd. They're usually maybe not | ast
but could be | ast at times.

Over the past five years, nationally
we measured 58 large utilities in the U. S.
Commonweal th Edi son had the biggest inmprovement
across these nost recent five years of any other

utility measured, so it's actually a great

a

accomplishment | think for ComEd. It moved up a | ot

this year, nearly a hundred point climb in the | ast

five years, and the story behind the story really is

even nmore inpressive in the sense that it wasn't a

15
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rebound from some sort of artificially | ower score,
i ke a big natural disaster or a substantial rate
increase, that really drove their score | ower.

Some of the other nost inmproved | arger
utilities really got down to the bottom where they
didn't handle the major storns really well, for
exampl e, or had a very large rate increase, so they
recovered a |l ot as well, but not even as nuch as
ComEd.

We have, obviously, watched
Commonweal t h Edi son over the past five years really
put a very consorted effort towards focusing on the
customer experience, and |'ve got fol ks from ComEd
who work on these teams and they have these
cross-functioning teanms that every day | ook at all
the touch points of the consumer and what can we do
to improve it takes a higher |evel of service, so a
| ot of opportunities, yet, for ComEd to get even
better, but so far great efforts nmost recently from
a brand |like ComEd and a good case study for public
utilities to |l ook at how to reposition yourself not

being on the bottom any nore but getting up much

16
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hi gher than the overall range.

Do you have any questions?

COMM SSI ONER ©Mc CABE: Yes. Jeff, M dAmeri can has

the Quad Cities region in Illinois and seens to
consistently rank at the top or very high. Any

particul ar reason?

MR. CONKLI N: So most of their scores come out of

their lowa territory, of course. Virtually no rate
case in MdAmerican's history in the |ast 25 years.
They had one two years ago or so | think was their
first one like in 18 years.

So when you have flat rates, you are
not going to have a rate case for a long, long time,
customers put a |lot of value on the price they pay.
They have a very reliable infrastructure and they
al so do an excellent job at custonmer service,
al beit, | have to say, they do it in a very
traditional old fashion way. They literally still
answer the phone. They don't really have nmuch in
the way of an automatic system at the front end of

it, and so a relatively nore expensive process, but

it's clear that's one way to serve customers, and we

17
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appreciate it.

COMM SSI ONER MAYE EDWARDS: What did you say --
what did you say was the average, nmeaning that ConmEd
ranked hi gher and hi gher and sonmetimes they're still
not meeting the average? What was that?

MR. CONKLI N: The gray bar there you see the one
bel ow t he one involving an average.

COMM SSI ONER MAYE EDWARDS: | see. Thank you.

MR. CONKLI N: So that's the electric study, and
this just was released one week ago today, and this
is the set of scores measured across the four
quarters leading up to the md-point this year.

Nat ural gas is another study we
measur ed. I n Septenber we released the final result
of the 2016 Residential Natural Gas Customer
Satisfaction Study, so this is an up-to-date set of
scores through three of the four quarters we measure
for natural gas.

| think we are clearly seeing

somet hing of the Illinois brands that are measured
here as well. M dAmeri can again repeats at the top
of this one as well. Some other entities |like DTE

18
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Energy, Detroit Edison, are knocking on the door,
got J. D. Power trophies in the last year or two in
t he natural gas side of the business, and that's
anot her great case study. Commonweal t h Edi son
really improved their position. They used to score
at or below average for years and years. It's
really taken a great effort at focusing on the
customer experience and it shows through how t hey
serve their communities and how well they're doing
in the J. D. Power scores now.

| just want to briefly touch on the

third utility grouping that we are now measuring,
water utilities. W have never measured water
utilities up until this year, so we took very nmuch

t he same approach and talked to consuners taking
wat er service fromthe largest -- | think it's 84
wat er systens across the U S, so this is a set of
wat er systens we neasure each year in the M dwest.
Of course, we can find that Illinois
and Anmerican Water ends up with the highest overall
score in the M dwest region for this year's new

wat er customer satisfaction study. Those were

19
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rel eased just back in May, so these are relatively
fresh metrics on the water industry as well.

So we are seeing an inmprovement in the
utility spaces we saw in the first trend charts, but
when we conmpare utilities to the other service
i ndustries, you can see that we are still sort of
trailing other service segments.

| don't show this to shame utilities
into not doing a good job, but what it can
represent, obviously, is this notion that consuners
react to service providers that provide a |evel of
engagenent, positive engagenment, and where customers
have a choice.

So, if you look fromthe bottom of the
segments here, electric and gas utilities, and nove
up the rank a bit to water utilities, or to
airlines, or to internet service providers, or to
cable TV companies, and all the way up to your | ocal
retail bank-sort-of providers, the |evel of
engagenent with those sorts of providers probably
gets deeper and deeper and nmore frequent as

consunmers, and you have choices. You can go around

20
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the corner to different banks, for example, so
that's what we read into this is a |ot about
engagenment and choice, so the opportunity for
utilities how do we figure out to engage nore with
their customers going forward in the future.
There's a |l evel of obviously intangibility to
utility services.

In electricity, none of your senses
are involved. They shouldn't be involved. I f you
can see it, touch it, hear it, feel it, and taste
it, you're in trouble, so those other services, even
wat er, you are getting a bit nore |evel sense of
engagement as consuners.

So here's the drivers of overall
satisfaction, and | realize these are sort of small
charts, so we asked -- in the case of the electric
utility industry, nore than a hundred thousand
customers nationally we interview every year and do
60 or 70,000 natural gas and we do 40 or 50, 000
surveys on the water side of the business, and once
we ask all these questions of consumers and

mat hematically | ook at the shape and how they answer

21
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all the questions around a variety of factors and
how t hey experience their utility service providers,
whet her it's reliability of service, price of
service, getting a bill, paying a bill, customer
service, and then there's a couple of factors that
"1l call them sort of the "softer side of the
busi ness,"” alnmost the brand of the inmage of the
busi ness, how service providers communicate to
consumers and how consumers see their providers as
good citizens, meani ng engagement in the communities
t hat they serve.

So if you |l ook, there's a |ot of
simlarities across the three utility segments.
They all are principally driven fromthe view of the
consumer by reliable service and val ue of service,
so it's about delivery of power, delivery of natural
gas, safe delivery of natural gas, and delivery of
water, and then a bit about the price they pay.
Sonetimes price is the second nost inmpactful or
differentiating factor involved. Sometimes bill
payment is there, but mostly it's about reliable

service and val ue of cost.
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Lots of other things have an influence
on them as we tal ked a moment ago, how we
communi cate, how often utilities communicate about
t hings that are avail able, options, choices,
services, prograns, features that are available to
the consumers. The more consuners hear fromtheir
providers, the nmore satisfied they are likely to be,
and | will show some of that in a bit.

Utilities are also | think in
somewhat of a unique position where consumers sort
of expect themto be part of the fabric of the
communities that they serve. W sort of take
customers through questions centered around the
citizenship aspect and it involves several
di mensions. Some of it has to do with the
environment and energy efficiency, some of it has to
do with the citizenship of the charity, and
vol unteerism by the enpl oyees, and sone it has to do
with being a good corporate partner, meaning you are
out there creating jobs.

You have got an environment with a

great supply of energy at a reasonable price. You

23
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are™ you're ™ your helping drive the economy and
create jobs to the |ocal economy as well, so those
sort of aspects go into the citizenship category.

At the bottom we see sone notes | made
here. Those pie shapes represent 100 percent of al
the consumers we | ook at, and today's session is al
about customer service. You can see this is sort of
a very tiny slice of the customer call service, and
it looks like 5 or 6 percent. A |lot of people go,
"Why is that really even inmportant? Why should | go
to customer service who don't have a big influence
on customers?"

About one out of five customers -- it
varies by service, type or service material -- has a
customer service transaction experience or recent
experience that they can eval uate when you ask them
to take you through the survey.

So you see at the bottomis when |
consider only customers -- one of five customers
have had an experience actually puts a substanti al
i mpact on their overall satisfaction, when you go

from 20 to al most 25 percent of overall satisfaction
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is described by the experience they just had
interacting with their utilities.

I n al nost every case that's the second
most rated factor behind sort of the delivery of
reliability and the safety of the service itself,
and in nmost cases is only the community equal in
some cases, so it's a really important moment in the
life cycle of the consumer to get it right, because
we don't get many chances of getting it right.

This is one of those factors that is
very easy to go through. If we do an okay job with
the consumers, when they contact us, we may not even
quite recogni ze their dissatisfaction with it. You
can do a really excellent job to win them over.

There is an opportunity to take
customer service and make it sort of a proactive
engagenment and even bring themto a | evel of
satisfaction higher than they m ght otherw se have
been. That is possible with custonmer service. It
has to be a top-tier performance in custonmer service
el evated at that |evel.

If we just do a good job, an average

25
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j ob, we actually can slide down a hill for the
consunmers. \When they have got trouble, they expect
us to be prompt in our answers and be accurate in
our answers.

So if you |l ook at these various
utility types, principally more on the energy side
than electricity and natural gas, you sort of see it
falling into these four sort of categories of what
customers expect of their utilities: confort, cost,
choice, and control.

We tal ked about confort. W,
obviously, rely on those services in their
househol ds to be confortable, to be safe, meaning
it's got to be reliable from a safety
infrastructure, but the differentiating we are
seeing today if there's trouble, keep nme informed,
because -- and, in fact, proactively keep me
i nformed, because we're the one that's extendi ng
performance among utilities, and we'll talk more
about that.

Obvi ously, reasonable price has

various dimensions to it, not having continual rate
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i ncreases certainly is part of the equation, so the
| onger consumers perceive to have been absent, and
rate changes time over tinme, the nore likely they'll
rate the value for what they get for what they pay,
but the utilities can do a good job to offer up ways
t hat they can help custonmers save.

So information about their particular
usage and then suggestions on how they can go about
saving even nmore also goes into the equation of how
consumers think about the value of what | get from
what | pay.

We will show a chart later that shows
the lift of what you can get from customers just
knowi ng about the kinds of progranms that are
avai |l abl e. Even if they choose not to participate,
consumer satisfaction is a |ot.

Today's consumers are nmobile. They're
24 by 7, of course, and, frankly, that's begi nning
to span nost of the age generation as well so they
expect to be able -- any service provider getting
contact with you, when they want, and how t hey want

sort of where they want.
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So when a utility m ght ask, well,
gee, do | need this or that in ternms of custonmer
service, the answer is yes. You don't need that.
You al so need the other six or seven channel s,
because it's their choice. Sometimes they m ght
want to get into their mobile device. Sonmetinmes
they m ght want it on an e-mail use. Sometinmes they
go on the website. Sometimes they may want to pick
up the phone and talk to somebody. You' ve got to be
ready to serve any of those channels at any point in
time for consumers and you have to be consi stent
across the channels.

You can't get really great phone
service and have the customer | ook at your website
or mobil e device and have those really bad. That's
going to rub them the wrong way. It's got to be
very consistent in |levels across all the channel s of
interaction, and then one of the big differentiators
we are finding in utility segments today is
proactive communi cation. So when you turn and can
anticipate that, gee, maybe this kind of program

fits your household really well, let us tell you
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mor e about a better option, that's the product of
communi cati on.

When there is an emergency event,
when there's a power outage, if you can proactively
connect with that consumer and say we know the power
is out in your area and here are the five things we
know about it, the cause of the event, the extent of
the event, here's the status of one of the work
crews, and the equi pnent, and when they're com ng
on, here's the estimated time of restoration, think
of a story that you can tell the customers about,

t hese ki nds of things and proactively conmmuni cates,
t he higher their satisfaction goes.

So tal k about some things that we see.
So we nove into the direct channels to solve from
other utilities across utilities, and this notion
that | | ooked at earlier about how utilities conpare
to other service industries, one solution is to
figure out ways you can continue to engage nore with
the customers we serve. So this will put some
strain on my eyesight. "1l have to make some of

t hese up, because | can't quite see.
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So when we | ook at custonmers, |'1l]I
call them typical customers, that's the orange bar
on the left, they sort of pay their bills by witing
out a check and mailing it in every month. They
probably haven't had maybe one brief service
interruption in the past few months as an
experience. They never had to contact the
utilities, so they're just easy, no real issues, but
t hey don't score all that well, but if you | ook at
t hose blue bars to the right, there's all kinds of
engagenment options. Some of them are custonmer
service lines, some of them are energy
efficiency-oriented or things |like that where any
one of those options a custonmer has a choice and
does an enormous job of |lifting overall customer
satisfaction.

When we are noving satisfaction a
hundred points in nost of these cases, if not nore,
t hat opens our eyes a bit. This kind of scale -- we
use this one thousand point scale and the statistic
differentiation is three or four points different

than we anticipate as different.
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So when you are getting things that
are 30, to 40, to 50 point differential, you are
movi ng the needle to a higher point that's assum ng
and can really change rather gradually eventually,
so there's all kinds of options.

If I could -- if |I had great eyesight,
| should be able to breeze through it, but budget
billing, for example, does lead to overall customer
satisfaction, providing energy efficiency prograns
and choice, doing in-home energy audits is one of
t he ones on the very right-hand side.

Engagement al so includes, for exanple,
when consumers recogni ze that they see enpl oyees of
the utilities out charitably giving, donating their
time, sharing their time, that's a major difference
to the consumer. They understand at that point you
guys are really in it with me. They're helping nmy
nei ghbors. They're hel ping ny community. That's
one of the things we actually see in our study that
helps lift overall satisfaction quite substantially
is how much the consuners view their providers being

engaged in the communities that they serve, so a
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huge variety of things come through in ternms of
lifting satisfaction, so there's no one magic thing
t hat happens but any one of these things can nove
sati sfaction.

So, again, what we find is the nore
often utilities can bring to any given customer, the
hi gher or likely to find their satisfaction gone.

This is sort of a simlar view and it
is just more quantifying. Again, on the left are
consumers who are sort of ignorant that their
utilities offer any sort of options or choices for
the future. Satisfaction is very low. They really
don't know other than sending the check every month.
They're not aware that there's a budget billing time
avai |l abl e, for exanple, so their scores are rather
| ow.

The |ight blue color bar represents
househol ds who have heard from their utilities or
are aware of and famliar with the kind of alternate
progranms, optional programs. There could be a rate
program, |ike time-of-use program or here in

I11inois maybe even a real-time pricing program | t
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could be energy efficiency offerings. It could be
some custonmer service offerings like signing up to
get text nmessages fromthe utility when there's a
storm for exanple.

When they're aware that those choices
exi st but have not chosen to use them you can see
how nmuch their satisfaction gets lifted just by
knowi ng they're available to them at some point if
t hey need them but then as you continue to the
right, you can see that they partake, they sign up
for one program their satisfaction is even higher.
They sign up for two programs, it goes up even
hi gher. They sign up for three programs, it goes
even higher, so the nore engaged a provider is with
their customer, the nore satisfaction they have.

Clearly there are other service
providers setting the standards now t hat al
consumers expect, so when a customer fires up their
mobi | e device and they want to find out, for
exampl e, how big is my bill, when is it due, or
there's a power outage in the area, where are they,

these kind of enterprises are setting the standard.
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So, obviously, Uber is the one now
bigger. We talk about it, because just how
graphically easy it is to go or how fast is that.
The vehicle can be right next to me to pick me up.

American Airlines and other
travel-related industries are getting very efficient
with connecting consumers, particularly mobile. | f
you fire up your American Airlines App and it's the
day of your flight, it's likely to even tell you if
you |l eave right now, it will take you 45 mnutes to
get from here to Termnal 3 at O Hare.

So the more information provided, the
hi gher the satisfaction goes, even the | ower $9.99
pizza will tell you your order is in, it's being
made, it's in the oven, it's in the car and on the
way to your house, so those kind of experiences are
clearly setting the standard for all consumers now
to expect.

COWMM SSI ONER MAYE EDWARDS: Jeff, can | ask a
qui ck question. | know you tal ked about Uber
setting the standard. | think one thing that really

sets Uber apart is they have elimnated essentially
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all of their call centers, so if you have an issue,
i f your driver gets lost or it takes two hours to
cancel, you just go right on. You say -- it gives
you |li ke six choices, this is my problemand it's

very sinmple and then it credits you.

So at first, you know, |'m kind of
like I don't like the idea of not speaking to
someone, but then it's easier. | don't have to wait

on the phone for 30 m nutes. Have you seen that,
you know, in any of the responses?

MR. CONKLI N: The self-service mechanisms are
definitely delaying customers, and not every
customer chooses to do it that way, but when that
channel's open and avail able, it works very well.

COMM SSI ONER MAYE EDWARDS: | don't think you
have the option to call

MR. CONKLI N: | don't know either.

So we tal ked earlier about proactive
conmmuni cations and setting the standard. Consumer s
today frankly they have a long time -- no disrespect
if you think about the power conpanies -- they

expect you to know that their power is out and they
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i mmedi ately expect you to know the whole story, what
happened, and when will it get back on, and so
that's what we are seeing is a really big
differentiation across the U. S., because today is
those that are getting up front and proactively
solicit permssion to say |I'm actually going to
connect with you and channel on your choice. 111
call you. "1l e-mail you. "1l text you, whatever
device you want us to find you with information
should there be an event.

So you can see that when custonmers
have had a power outage and we ask them well, gee,
where did you find out the informati on about that
event, the proactive channels and additi onal
channels are the nmost tested, so the utilities'
direct e-mail, or call, or text messaging is very
hi gh on satisfaction.

Ot her digital channels, maybe the
consumer e-mailed me to get information, or went to
the website to see an app, or those kinds of things,
you see much higher those |levels of satisfaction

ot her than that | ower yellow bar. | didn't get
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i nformati on about this. So, again, this notion of
bei ng proactive and providing a conprehensive story
really will win custoners.

We tal k about communications. W have
factored in our model that gets to communicati on.
We ask custonmers have they heard communi cati on
directly fromthe utility in the past few nonths?
Have they seen, read or heard anything about
advertisenments, or pronmotions, or public
announcements fromthe utilities?

What we find is that many customers
who have heard fromtheir utilities have a higher
| evel of satisfaction than other customers, and
customers who've heard and were called nore from
communi cation fromthe utilities are, in fact, the
hi ghest satisfied customers.

For exanple, a study released | ast
week in the south region had the highest overall
satisfaction scores for the first time in their
history, and they're the most communicative utility
we have seen in the | argest segments of nost of the

world in terms of frequency and communi cati on.

37



10

11

12

13

14

15

16

17

18

19

20

21

22

We find that a fairly common attribute
of a high-performng utility. They do a great job
of continuing to comunicate with the consumers. W
are not lacking in any utility space to tal k about.
We're doing system inmprovement and mai ntenance.
There are outages, and we have got all kinds of
programs, both customer service and energy
efficiency programs, and we are doing good things as
corporate citizens, so there's a |lot of ways that we
win customers over by communicating who we are, what
we can offer you, and what we are about.

Getting mobile is clearly a trend we
see in every service segnent today. This is
probably about nine-nmonths old, but it's not far off
froma computer study which could be two-thirds
essentially of what American adults have.

Smart phones now clearly has a
generational value to it. Younger generations still
may val ue smart phones and seniors may not quite
step up, but certainly not absent by any means, so
t hey expect all their providers to be nore and nore

connecti bl e but being nobile.
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This chart comes from our electric
utility study quarter after quarter after quarter,
and across the past five years you can see there is
a vanmp up of custonmers who said they went on-line to
their utility. W asked them well, what device did
you use to get there, and the blue bar is a smart
phone device and the orange bar is a tablet device,
or a camera, and you see a drop in |evel of
10 percent of all transactions on-line that were
t hrough nobil e camera devices upwards of now 20
percent. This is a relatively short period, a
four-year time frame.

This is for utilities. You can
i mgi ne in other industry segnents, such as banking
or telecom some of these transactions are even
deeper than that, but those enterprises are out
there in a mobile fashion with more transacti ons.

We tal k about customer service, and
what | want to highlight here is putting a variety
of channels in front of customers is inportant
because there's going to be times when they want to

approach you one way. There m ght be times when
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they will actually pick up the phone and call you.
So we find the utilities industry --
if you ook at the top chart over on the left, calls
that are completely handled into the phone system
actually score highest among all customer contacts,
because | think as an industry a |lot of very routine
easy stuff to do is now automated in the phone
system checking the status of your bill, when the
next payment is due, even getting outage information
pronptly. That does very, very well to satisfy
cust omers.

Yes, they are emerging. Customer s
now expect that they post sonmething in social nmedia
on Facebook or Twitter, but they will get a
response, and they're not expecting a response three
days from now. They conme to expect a response in a
handful of hours, so that's clearly a capability
t hat any provider's got to be nore ready to do today
than they were a few years ago.

Chatting on-line is also an energing
capability that nmpost service providers have but now

it's beginning to come to play somewhat of a role in
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the utility space, too.

The bottom chart | ooks at those calls
handl ed in the phone system This is where | think
there is going to be a |ot of drama comng up in the
next few years, so we've asked customers who have
call ed conpletely handl ed the automati c phone system
what type of system they want. It's clearly getting
somewhat differentiated. Those smart phone systens
now just tell me what you want and you can speak in
your own natural |anguage and they will interpret
it. | want the one getting the best marks. This
notion of running through a nulti-menu that can say
"press" or say "one" is a bit going into the
waysi de, because it's not quite as satisfying.

You have probably all experienced sone
of these really new innovative systems. This
activity carries out a handsome and very, very keen
nat ural | anguage system

If you have a chance to spend nore

quality time, the conpany utility in Texas gives you
the retailer. Centerpoint, the local electric
utility in Houston, has an outstandi ng experience
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with automatic systenms. They have got the data and
t he background to actually 80 percent plus the time
t hey predict why you're calling.

So if it's three days after your bil
is due, that phone systemwi |l answer the phone
saying, "M . Jones, thank you for calling. W see
your bill is overdue. Wuld you |like to pay that
now? Well, yes, | would," so they can get to that
| evel of intelligence.

One of the top performng utilities in
the U S. is a software project in Phoenix. They
di scovered a very capable natural |anguage system
back in March and it's already gotten two marri age
proposal s. Customers sonmetimes don't even know
they're talking to a system It's that good these
days.

The technol ogy segnent got totally
surprised |late | ast year when Amazon | aunched the
Echo, didn't know it was com ng. It had that |eve
of interaction with SIRI and |ike Al exa.

You have probably seen SIRI, and

Amazon has somewhere around 40 mllion prime
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customers and they sold nore than 4 mllion of those
units in the first six months, so 10 percent of
their customers took up that device right away.

My famly and | haven't installed it
yet. Amazon Prime advised me that | got an e-mail,
so | haven't tested it yet, but | think that sort of
capability is what we are all going to have the
opportunity to interact with as consumers goi ng
forward. It is this massive set of intelligence
that's sort of behind everything.

Jeff Bezos has a thousand people
wor ki ng around the clock just on Alexa herself as
part of Amazon, so the capabilities to that are
going to where she can tell your enmotions, if you
are frustrated, or if you are happy or sad. She
will anticipate the deadl ock, what's your enotion.

The next question will be where you
are in terms of talking, so those kinds of
interactions | think we are going to end up assum ng
in a pretty short order.

Many ot her maj or platform providers,

such as Googl e and Facebook, now al so have these
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astoundi ng sets of technol ogi es and capabilities
behind the curtain so to speak.

So the mere typing of something as a
text message or Facebook post, it may antici pate
what you are saying, and say, gee, it |looks |ike you
are trying to sell a car. Can | help you set up an
app for that car, or if you're |looking at a friend's

picture of a dog and you automatically say that's a

really nice looking -- | forget the name of this
dog, but it will automatically tell you the breed of
the dog and you can say "send it," and it will

aut omat e your response throughout the question.
That's where we are going as consunmers in pretty
short order interacting with service providers going
forward.

We see this other industry segnent in
our banking -- retail banking study. W ask
customers how they view their banking and are they
t echnol ogy proficient without the new technol ogi es,
and you see on the left-hand side of this the |eve
of satisfaction you get fromthe consumer who

recogni zes that their bank is to the cutting edge of

44



10

11

12

13

14

15

16

17

18

19

20

21

22

adopting technol ogy, that's a delightful |evel of
satisfaction; whereas, if you appear to be slowto
adopt, you can be right on the satisfaction curve.

Agai n, Frost Bank, which is in Texas,
and the computer Wodwi nds, the Goffies (phonetic)
and the J. D. Power, and retail banking, it's not
one secret channel. You have to make the customers
happy. The point is you have got to be good at all
t hese channels because all your customers at various
| evel s are going to come to you in ways that they
need to at the time they need to.

The ot her dimension we are starting to
see is evidence of other segments. Taking away the
m ddl eman source, customers are willing to be part
of the process, so you have all seen the Allstate
commer ci al where the teenage son wrecks the back
bumper of the car and the mom s taking photos of it.
Well, she's now the Allstate agent. Well, really
it's the consumer who's fighting the transaction
because we believe it m ght get done faster and
better if you take the role, especially if it gives

us the tool to do it ourselves. The sanme thing the
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day of the Super Bowl ads this year with Quicken
Loans and Launchpad, that's the consumer taking over
the role of a nmortgagee, so you are submtting for
and driving the process to get your own nortgage.

So, again, we do see evidence that
consumers are going to take up a role they m ght not
have had in the past if they perceive it's easy to
do and that it's a process they m ght get done
faster and better if they do it thensel ves,
ot herwi se, we're trying to see the other end of the
perspective cone to life.

If we make it kind of hard to transact
with, if we make it difficult to contact us, there's
now servi ces popping up that will do that job for
you as a consumer, so these are enterprises on the
web now that will advertise. | f you are having
trouble with your cable company, or your power
utility, let us take care of it.

Anot her thing you will see from many
ot her service segnents is personalizing the
of ferings and the interactions so that we're not

just sending out these massive canmpaigns that we
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hope will win and catch somebody's attention.
Providers are getting better at making sure that if
you participate with us, you are going to get your
very personalized set of information back

So whet her you are a Progressive Auto
| nsurance driver and you plugged that into your car,
you now get a much cheaper rate because you are
driving safe for 30 days, and, oh, by the way, you
continue to get reports about how well you are
driving.

Obviously, we are all used to wearing
some fitness device, and things |like that, and those
give us very personal feedback, not that we can't
| ook at feedback over time, and clearly energy
segments definitely -- you have got energy efficient
t hermostats that send you these really inpressive
and informative market updates of where you have
been conpared to | ast month creating an interesting
opportunity or challenge for utilities because
partnering with technology let's us conpete.

As an owner of NIST feels like you

have just as nmuch an energy-related relationship
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with NI ST as you mght do with the electric
utilities, so who do you turn to for advice in the
future, so interesting dynam cs happening in that
space as wel l.

Clearly a personal e-mail on the good
old fashioned monthly bill statement creates
exampl es for both Comobnweal th Edi son and Anmeren
M ssouri, but then you get a nuch nore noderni zed
bill statement and much nore informative, so you get
a nonthly platformas well as show ng trends.

Many utilities are clearly getting
into the act while sending out periodic reports on
t he usage of your household, maybe it's nonthly,
maybe it's annually, but just keeping the customer
mor e i nformed. Clearly some of this is being done
as paper mail. A lot of times you can also get the
same, if not nore, information about your account
on-1line.

Getting very personal, sonme of the
t hi ngs we have seen in the industry that really lit
up the charts a bit is imagine talking to a custonmer

service representative of a utility and a coupl e of
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days later getting a handwritten note fromthat rep
sayi ng "Thanks for calling. Glad | could help you
with your problem Hope your nmother-in-law is
okay," whatever the story was going on there.

So we are starting to see and really
understand what it takes to engage on a personal
| evel the customer service with their custonmers. W
periodically ask consumers more about what they
think they m ght want next for energy-related itens
and services.

So this is a chart that sort of goes
t hrough the idea of from your retail electric study
but kind of consumer househol ds overall, what are
certain things you' d like to be interested in
getting next froma trusted energy provider. It's
obviously ranging fromthings |like nore nodern and
energy efficiency LED bul bs down to solar is
certainly some | evel of interest, and you go all the
way down to the bottom maybe a small set of
customers interested in getting electric vehicles
and plugging themin as well.

Again, this isn't just one particular
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thing. As a consumer, there is a whole variety of
ways that we need to be out there creating many

of ferings that customers can choose to partake from
You are not wrapping together | ooking for
l[imtations for the utilities. There's a |ot of
drama going on out there right now.

As you | ook at a consunmer at home, the
t hings that they face in energy-related services,
clearly you have got the traditional role of the
utilities, electric utilities and natural gas
utilities, and how they interact with their
cust omers.

You have got both the security alarm
network enterprises and the tel ecommunications
compani es. Alnmpost all of them offer some sort of
home security system and in nearly every case
there's always an offer in that that has an el ement
of energy managenment controlling your |ights,
controlling your heating and air conditioning, and,
so, again, we have got other brands, other services
getting in front of consumers devel opi ng nore

expanded rel ationships that are related to energy.
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So, as we go forward, a few consuners
may be starting to | ook to who m ght they trust when
it comes to questions about energy usage, or
management usage, managenment of their costs. You
have got all kinds of other players that have an
interest in it as well.

The big box stores are trying to sell
you a do-it-yourself system and devices for a
lighting system and energy control systenms are
clearly an application making sure this is all --
you | ook at an app like this. Strategically for
utilities there's an opportunity to partner and it
can al so be used as a very conpetitive opportunity.
We have to figure out if we are going to do it or we
| et those guys do it.

So a lot of drama is converging on the
home today, presumably some of the technology is now
at the point where we can make it easy for customers
to install devices, and have devices in their hones,
and keeping them informed about what's happening,
and hel ping them manage their household usage cost.

So we | ook at what separates out
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really good providers in this industry segment,

we'll take |l essons |earned, and certainly we are
begi nning to see sone very top-tier providers in the
utility space, but it starts with a brand having a
prom se that they know what they stand for and every
part of that organization marches forward delivering
what ever that prom se is.

It really takes a culture that really
does put enpl oyees and custonmers first, because at
some point that engagement has to come across as
bei ng personalized to me as a consuner, easy to do
busi ness with, interacting with anybody, better be
very friendly and responsive, and so you have got
customers here which takes putting the customer
first and really hiring and training great
enpl oyees.

So once you have got your vision and
your culture together, what it takes is making sure
t hat you have thoroughly mapped out a plan what that
company is going to look |like, and there are many
enterprises. Li ke Enterprise Rent-A-Car five years

ago -- four, five years ago -- bought National and
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Al anmo. When Enterprise bought them they were
taking home the J. D. Power trophy as National and
Al amo. Last year that's true of one, two, three,
Enterprise, Alamp, and National, so they took this
t horoughly mapped- out experience and applied it to
anot her brand and quickly brought up both brands to
their I evel on their system

The problemis one of the nost
di stinguishing features that we see, as much as the
utility space and others, is Enterprise has a
m ndset for continuing inmprovements, because what we
| earn today may be okay for today, but in 90 days or
ni ne mont hs when they no | onger apply, so it's
really hard, but what matters a lot is making sure
we are al ways out there talking to customers,
under st andi ng what's going to nmove the dial ogue.

The m ndset continues involvement and
a giant leap forward as we go along, and so it's
taking a ot of things forward an inch-and-a-half at
a time and pretty soon -- and you have got yourself
engaged with customers in ways you hadn't consi dered

a few years before that.
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So that's sort of an overall view of
where we see the custonmer today. Great improvenments
for the energy of the utility space over the past
few years, great opportunities to continue to figure
out how we engage nore with custoners. It's very
clear fromour results the nore often we communi cate
what's avail able, the nore satisfied the customer is
with the service, the nore satisfied they're going
to be.

CHAI RMAN SHEAHAN: Jeff, ten years from now in

the utility space, what do you think your survey
will look Iike?
MR. CONKLI N: | think it's going to have |ots of

t he same di mensions.
CHAI RMAN SHEAHAN: How would it be different?
MR. CONKLIN: That's a great question.

So | think back when we started the
study in 1999 and, practically speaking, the drivers
of satisfaction haven't really changed a |lot for the
power industry in particular. It's still about
pushing the electronics down the pipe, making it

reliable, making it safe, making it a value price.
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That's still job one and two.

| don't see that going away any time
the first few quarters or years. Clearly we'll be
probably a |l ot more on the cutting edge of the day,
more real-time information to providing the
consumer, shaping that consumer and informative, so
it's something that they can take action on, so it's
i mportant to get nore usage in the kind of
information we bring to consumers that will probably
reshape a | ot of what we do as providers going
forward and making sure we keep real-time, keep
customer information up to date on what's inportant
to them and give them options on how to take
action; otherw se, again, people will be out talking
to customers.

| don't know if we will be out there
with one particular contact channel. W'IlI|l soon be
answering phones, all those phones maybe with fully
automat ed systems, and, if needed, there certainly
will be people who will talk to you at some point in
a fairly conmplicated situation. Those won't go

away. They' Il still be there at sone |evel.
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So | think a lot of this will be a | ot
the same about reliability, delivery of energy
savings at a good price, and all those other factors
t hat hel p shape satisfaction today will probably
evolve in a certain way from here in ternms of
communi cations, involvement in the communities we
serve.

CHAI RMAN SHEAHAN:  Any ot her questions?

COWMM SSI ONER ROSALES: Sure. MWhat's surprised
you in the last ten years in celebration of what's
going on? MWMhat's the one thing that you found
surprising?

MR. CONKLI N: So | think a couple of things that
come on the radar. For the utilities industry, the
surprise we are seeing the |light among customers who
are getting pride in comunicating. That's such a
game changer

It's always great to tell customers
the story here's the outage as we know about it, but
t hey have to reach out to you and hear that story.
Now that's getting turned around where utilities can

address them proactively about it. That's a
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different | evel of satisfaction we haven't seen
before, so enough to say surprised, but it's really
a different way of engaging customer relationships
that we didn't see in this space before, so that
was -- that's a big one. That's big what we are
seei ng.

This isn't new, but the surprise is
why there aren't nore utilities offering more ways
that they can interact, because the math is really
clear, the nore kind of programs and services that
you can shape and put in front of customers, the
more satisfied they're going to be, certainly
more aware, so |I'm surprised we don't have nore
movement to expand the portfolio of things that they
can push to consumers.

COMM SSI ONER ROSALES: Did you find that there's
a saturation point -- excuse me -- On nMore prograns
t hey have that have become nore overbearing, or
there's so many progranms, or no? You mentioned
four.

MR. CONKLIN: We sort of keep track. There's a

list of probably about 30 kinds of prograns and
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services that most utilities are offering today, and
there's obviously sonme variation of those in other
mar kets being tested, so it's about two-and-a-half
dozen.

| don't think it's saturated by any
means, because the success you find is you win over
one percent of your customers with this particul ar
offering and then you win over a different set of
one percent with that offering, and then another
slice of that offering, so what the provider needs
to do is to have 30, 40, 50, 60, 70 of these, and
then as you solve and delight one percent of your
customers at a time, pretty soon you have got
70 percent of your customers who |ove you, because
you brought one thing that's inportant to them

So | don't think it's so much in terns
of saturating one custonmer over two to think about.
It's understandi ng your customer and your custonmer
segments and offering prograns of what they need.

COWMM SSI ONER ROSALES: Last question would be the

cost involved in those prograns. Do you find that,

from a business standpoint, you have to spend
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programs but you are only -- but you are only
hitting one percent of the population that you
wanted to hit at some point becone
cost-prohibitive?

MR. CONKLIN: Well, from a business case, it

certainly has to be made in every case. W don't

often see what the metrics are behind the curtain as

to what the costs of the prograns are as we do an
evaluation |i ke that, but alnpst every case we see
in these typical kind of prograns there's a very
l'inear relationship between avoi di ng other costs
t hat woul d otherwi se come to you if you offer this
program and ask questions later, so | think in nost
cases you will find there's a payoff, too, because
you are avoiding other problems in the future.
COWMM SSI ONER MAYE EDWARDS: Thank you again for
bei ng here today. | know we tal ked a | ot about
engagenment, engagenent, engagement and how that is
related to a higher score on behalf of the
consumers, but to me it seens intuitive. It's
really not that surprising that a higher -- if

there's a rate increase or if there's any type of
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situation where rates or a huge outage, that would
| ead to kind of a negative score.

| wonder if -- are you asking about
how i nformed and educated these consumers actually
are? For exanple, if there was a significant rate
increase the prior year, however, that led to a
significant infrastructure inprovement or over the
| ong-term the empl oyment of smart meters and those
types of things that bring benefits into the
househol d and there's a relationship between that,
yes, there's a significant rate increase, but |I'm
getting significant benefit, but, then I'lIl give a
hi gher score or it's just if there's rate
increase?

MR. CONKLIN: That's a great question. You
definitely see the data dealing with storage, so
when we | ook at these price scores and we | ook at
customers who say | had a price increase, | also
heard May 30th that you're investing in maintenance
or infrastructure investments, so those scores are
hi ghest we find in price.

COWMWM SSI ONER MAYE EDWARDS: Oh, really.
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MR. CONKLIN: Yes. So when custonmers hear that
story on investing in infrastructure, regardl ess of
whet her there's a risk or not, that's a w nner.
That's one of the top two or three things that we
can communicate as a utility. There was invoicing
frominfrastructure. That goes over very well wth
consumers these days, and when there is a rate case
i nvolved, there's a very step-wi se function. | f
t hey have heard about a rate case, satisfaction is
| ow, | ower than average, but if they heard about a
rate case and they know what it's all about, their
satisfaction is --

COMM SSI ONER MAYE EDWARDS: So are we to
assume -- should we kind of |ook at the survey and
say, oh, wow, in instances where we are seeing some
of these utilities with various scores and whet her
there was a rate increase, does that automatically
assume that they did not communicate effectively to
t hose consumers what was going on? |Is that fair to
say?

MR. CONKLI N: It's a mx of things. Customers

don't forget, and it takes a long time to overcome
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either sonme really bad event or just a long history
of performance, so it takes time to nmove the
customer set collectively to inmprove overall
satisfaction, so sometines it m ght be that we had a
rate increase, and we keep telling our story, and no
one's listening to us because they don't trust us
any nmore, but most oftentimes it goes across very
wel | .
COMM SSI ONER MAYE EDWARDS: Thank you. This is
actually very hel pful.
MR. CONKLI N: Thank you.
CHAI RMAN SHEAHAN:  Any ot her questions fromthe
Comm ssi oners?
(No response.)
We have just a couple of m nutes. Any
guestions fromthe audi ence?
(No response.)
OCkay. Well, join me in thanking Jeff.
(Appl ause.)
We will take a short break and cone
back and get ready to get started with the next

panel at 2:20.
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(Wher eupon, a break was
t aken.)

Okay. We will go ahead and get
started. This is our second panel New Technol ogi es
t hat Can I mprove Customer Service and the Customer
Experi ence.

To commence our discussion, we wil
begin the conversation focusing on new technol ogi es
t hat can improve customer service and customer
experience. To |lead our discussion, | would like to
i ntroduce our noderator of Panel 2, Anastasia
Palivos. Anastasia is one of my |legal and policy
advi sors. Pl ease join me in welcom ng Anastasia to
t he panel

(Appl ause.)
MS. PALIVOS: Thank you, Chairman.

As the Chairman said, my nanme is
Anastasia and | will be your noderator for Panel 2.
Panel 2 is designed to hear from rel evant
st akehol ders on how emergency technol ogy can i nmprove
t he customer experience.

As the Chairman prefaced, the utility
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busi ness is fundamentally changing. The nodel of
generating power, delivering it via poles and wires
and communi cating with customers once a nonth
through a billing statement is not sustainable.

Changes in environmental regulations,
customer interests, and renewabl e energy, and the
need to take advantage of technol ogi cal devel opnents
are requiring utilities to rethink not only how they
create and ensure power but also to the effect that
a dual relationship with the customers.

Hi storically, utilities have had
[imted conmmunications with their custoners and
customers have thought about their utility provider
only in the event of an outage or when their bil
arrived; however, with influx of technology and a
greater customer awareness, a nmore personalized
approach i s necessary.

Several external factors create
opportunities for utilities to personalize their
communi cations with customers, such as the
availability of individual communications and

i nteraction preferences upon energy usage
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information via smart grid technol ogy.

Our panelists will explain in greater
detail just how these new technol ogies can foster
cooperation and energy solutions.

The format of the panel will consi st
of questions presented by myself with the
opportunity to hear from each of our panelists. | f
time remains at the end, we will take questions of
t he audi ence.

Bef ore we begin our discussion, allow
me to introduce our panelists. You will be hearing
from Mat hias Bell, Regul atory Affairs and Market
Devel opnment Manager at OPower; Peter Cavan,

Regul atory Strategy Manager at Ener NOC, Brian Hurst,
Director of Business Data Analysis and Custonmer

Oper ations at ConEd; Rob Raffaele, Manager of IT
Architecture at American Water, and Lewi s

Bi nswanger, Vice President of Regulatory Affairs at
AGL Resources.

Pl ease join me in welcom ng our
panel i sts.

(Appl ause.)
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Starting off with our first question,
as the demand of utility customers continue to
evol ve, understanding their experience is critical
to maintaining an increasing customer satisfaction
within utilities. Customers continue to expect
reliable power, fair rates, ease-to-use paynent
options, excellent customer service, and utilities
involved in the community.

How wi Il the emergence of new

t echnol ogy change these expectations?

We will take anyone.
MR. Bl NSWANGER: "1l start.
First of all, Chairmn and

Comm ssioners, thank you for having us for this, and

| look forward to the dial ogue.

One thing I want to start out with is
an interesting comment made by Jeff tal king about
customer satisfaction, and when | | ook at customer
satisfaction, | also think of maybe somet hing nore
i mportant, at |least to me, is customer |oyalty, and
when | tal k about customer |oyalty versus custonmer

satisfaction, | |ook at, say, for instance, Nicor is
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out installing a main and a person comes home and
finds that their yard is still kind of torn up,
because we haven't done the restoration. You can
bet that that customer's not satisfied at that whole
time, especially if they call in and make a comment
to us, and so from that point on, it is incunbent
upon us to make that dissatisfied customer a | oyal
cust omer.

So, to the question of how wil
technol ogy change these expectations, you know, we
have customers now that find it just as easy to go
out there and take a picture of their yard and post
it on Twitter or Facebook, and so the technol ogy --
t hese expectations of these customers are now t hat
we need to know what's going on and we need to
moni tor that so that we actually proactively reach
out to those customers.

Some of our technology -- sonme of our
fol ks have termnals to do that, so they nonitor
Twitter feeds to Facebook feeds to be able to say
what's going on in our comunity. We try to react

more so for those customers than we have in the past
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where we wait for customers to call, so I think
that's part of the technol ogy changes. Some of
t hese customers they want that instant feedback.

MR HURST: First of all, | thank you, Chairman,
Comm ssioners, for allowing us to do this.

As for myself personally, | share some
-- as those that came before me, my whole journey
and my career has been around custonmer service. I
started as a customer service rep and went on to
hel p many utilities, such as Duke Energy,
M dAmeri can Energy, E.On US, and a variety of
others, how to inmprove the customer experience and
along the way it's really kind of helped me in
t echnol ogy.
| mean, to this point, | mean, we

t hi nk about how technol ogy changes experiences, and
| think it's just part of what the customers expect.
| didn't want to bring up the Pokenon. | al nost
felt the need, but it was tenpting. | think about
how qui ckly over night automatic reality, which I
had kind of a |list of emerging technol ogies, really

in the next three to ten years, has suddenly beconme
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embraced, and | think that's enigmatic of our
cust omers.

We tal k about sense of smell and to
give up your technology to a mobile phone, and we
have seen this not only in the utility industry, but
even on the streets, but a |lot at ComEd, thanks to
efforts by Jennifer Montague and her technol ogy team
to |l ook at how we derive this experience.

| remember, you know, thinking about
what it means to a customer. | remember one flight
back home from Charlotte and | was sitting next to a
gentl eman that was from Chicago and he brought up
the ComeEd App and said, you know, This is great,"
and | had done some work for ComEd in the past, and
| had to pass that al ong. | just want to |et you
know | know what's going on.

| know now that ny famly's safe,
because they have power and | can see that | have
power on. By the way, if there's an issue, | can
report it in advance, so | think the main point here
as the technol ogy and customer expectations occur

that's going to change.
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Every day | see updates from ny
i Phone. It's just natural to adopt that and accept
it, so | think staying ahead of the curb not only
makes good sense | think just recognizing this is
going to change and trying to keep up.

MR. RAFFAELE: | agree. | thank you, Anastasia
and Chai r man.

As a water utility, we are the utility
you ingest, right? | wouldn't advise you to ingest
electricity or natural gas, because it would be
i nherently bad for you, so for us it's about water
quality and about the customer experience and don't
give you a sense of snell because for us smell in
the gas industry is extremely inportant, and so we
sensor and we monitor water, but it's really people
are our sensors, too, and so if there's a water
gquality issue that we are not already tracking on,
we need that information back so the customer
experience for us has to be about high quality of
cl ean water, but also the right vehicles for folKks
to report issues, and in our contact centers we are

advanci ng that.
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We are continually | ooking at voice
technology to give the customers all the -- Jeff
tal ked about channels, right, give them all the
channel s, whether it's a social nmedia feed or a chat
feed but continue to advance technol ogy so that we
can engage with all of our customers and make sure
t hat we put out quality products, and the same thing
about outage notification.

Some people want to proactively know
if there's an outage. For us, we also want to
informyou if we're doing stuff |ike flushing
hydrants, doing maintenance. We will come around
telling you don't turn on your washing machine while
we're flushing hydrants or there will be a brown
shirt that was a white shirt before. So is that
proactive customer from notification?

There's nmultiple channels of
connectivity to our contact center that really
bl ends that technol ogy together, and we are trying
t o advance that.

MR. BELL: | want to express ny gratitude as well

for everyone's time and attention today, because |I'm
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the first person who is not froma utility to speak,
| want to just quickly nmention I'm wi th OPower. W
are a software conpany that works with utilities to
hel p customers save on their energy bills and

i mprove the overall cost of the experience. | think
inrelation to all this, Jeff did a fantastic job

ki cking off this conversation.

For people who are already -- there's
a |lot of distractions that people already have. W
often run into the energy study. Five years ago the
average electric utility custonmer spent about six
m nutes of the year thinking about their energy
consumption, five years |ater that study was
out dat ed.

Utility customers are now spendi ng
nine mnutes a year, and if you're an optim st,
anyone thinking about this stuff 50 percent nore,
but this is ten mnutes in relation to over 500, 000
m nut es over the course of a year, so it's right now
taking up a very small piece of people's time, and |
think Jeff did a great job.

Often when we think about utility
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customers, we think of themin silos and in truth
10 years they're being bombarded by a | ot of things
and changing their customer expectations based on
what other industries are doing.
| think a | ot about service rules, and
Jeff didn't mention nuch about banking, but even a
check for depositing, quite frankly, that's amazing.
He tal ked about simplicity and conveni ence and how
we're doing a fantastic job there, exploring
conmpani es and what they can do, making interactions
with utilities at some point conveni ent as possi bl e.
| think about big data and customer
analytics, and this continues to get better. I f you
| ook at what Amazon and Netflix are doing and how
precise that is, the opportunity we have with
customers where today we are checking from an
alternative perspective about say smart neter
t hermostats, but once that customer gets the smart
t hermostat, do they still need to get marketing
about it or should we be trying to encourage themto
participate in other programs.

VWhen we think about those nine or ten
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m nutes, those are very valuable to think about, and
sure we can go ahead and increase that, but how do
you make those ten m nutes of experience positive as
possi bl e, and you can map these out.

Jeff tal ked about outages and how
critical that is to inform people about outages.

What do people think about? Perhaps they get a huge
unexpected high bill. That's going to have them

t hi nki ng about their utility bill, when utilities

i mpl ementing a new rate structure, time-of-season
change, and if we work with the utility, and we have
served all five of the major investnments in gas and
electric utilities in Illinois.

We think a | ot about how to really
make those experiences as positive as possible, and
our theory here is around providing personalized
informati on and relevant information to the right
times. So when that customer is thinking about the
utility, that's when they're getting the information
about their energy consunption.

MR. CAVAN: Last, but not least, | thank the

Comm ssion for inviting us and Anastasia for |ooking
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after us.

| think just -- first off, I"'mwith
Ener Noc and we deliver energy software to conmerci al
and industrial custonmers around the world for
utilities. So when General Motors or Concast wants
to know nore about energy, they turn to Enter NOC.

| think, to answer the question,
frankly, Jeff covered a great deal of the answers
that | would give, so | won't go over them again. I
just want to add anot her datapoint from Enter NOC,
therefore, fromthe business perspective.

Specifically, we did a survey with a
company call ed Andesire (phonetic) to ask

potentially specifically the question of what

customers in the future are | ooking for. | just
di scovered just nine of the large utilities, but I
think it's just three of the things | will highlight

fromthat survey, and, frankly, they concur what
Jeff said earlier, one was around personalization as
a word we have heard a bit today, but customers are
demanding to a much greater degree that you cannot

sinmply send somet hi ng, whatever you say it is, by
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sendi ng someone 30 year T-bonds (phonetic) instead
of 8, how do you explain that?

So what | find was that customers feel
i ke they're getting personalized responses from
their utility or energy provider around 42 percent
trust in their utility. The second thing is
providing them  recommendati on services.

| think what Jeff talked to was, at
| east conmpared to conmpanies in other industries,
utilities m ght not consider thenselves always the
most respected by the customers.

We asked specific questions about
energy to customers, whether these are businesses or
residential, who do you trust to provide your
energy? Who do you want to hear fromin order to
| earn what services or what products you want to do
with energy? Time and time again they say they want
to hear fromthe utilities, so what we find is that
the nore services a utility is offering to their
customers a pretty linear relationship, the
customers are more likely to like their utility.

The third thing was nore specific.
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How do you find rate options in that customers are
-- the customers are engaged with energy are | ooking
for other rate options, so they have different ways
of directing their energy and that the customers

t hat were given those rate options, the engagenment
of those customers were significantly higher over
time, because they are allowed to custom ze their
energy.

MR. Bl NSWANGER: Can | add one other thing al so,
and sonmet hing just jogged my menory, because one of
t he questions that you asked has to do with the use
of payment options.

What we are finding now is that the
technology is driving our customers now to seek
ot her easy-to-use paynment options, such as nobile
pay, mobile bill paying of bills. Ri ght now you can
go to Cheese Cake Factory and use In Pay and |In Pay
at your table, so consumers now are wanting to be
able to use that technology to not only pay their
bill with a phone but also get alerts when it's due
or if it's getting to a certain point of the bill.

Now, Comm ssioner Rosal es, you had a
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good question earlier to Jeff and that was but at
what cost, and this is one of these areas, at | east
froma utility perspective, that we have to find a
bal ance in there, because currently when we do
credit card payments or mobile bill pay, there's a
cost associated with that, and right now the
structure that is such that the consumer that uses
t hat technol ogy has to pay. They don't |ike that,
so | think part of the paradigm shift that has to
occur as we continue to nove nore and | everage
technol ogy, some of that is having to change some of
our regul atory paradigm on how we view some of these
costs and how can we do different things |ike that.

MR. RAFFAELE: You mentioned the cost. | think
there's a cost of convenience. On the back side of
that is all PClI conmpliance, too, which is not a key
endeavor, because as more and nore credit cards are
bei ng processed, the PClI conmpliance | evel goes up,
so it's a bit of a slippery slope as far as cost for
payment options.

MS. PALI VOS: Gr eat . Thank you.

On question two the customer
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experience is evolving across every industry.
Consumers are com ng for actionable information.
know Rob and Brian, you mentioned outage customer
notification.

So how can utilities today use
technology to meet these demands?

MR. RAFFAELE: "1l start. Absolutely. So a
little over a year ago we | everaged a nobile
product, a Cloud product, called Code Red, an
emergency notification system and we have had great
success with that. Before that, we actually used to
host kind of that emergency or that work order
notification internally, and found we coul dn't
scale. We couldn't grow that infrastructure if we
needed to make x-ampunts of calls per mnute. You
know, it was a bit of a chall enge.

So we turned to Code Red and Code Red
wor ks very well. We can make as many or as few

calls as rapidly as we need, and it can be whatever

the customer opts in for. It could be a call. It
could be a text. It could be e-mail.
| will say though that the caution is
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t hat customer notification systems are only as good
as the data we have, so if your cell phone nunber
changes and we don't know about that, we are not
notifying you properly, or if your e-mail address
changes, so it's really -- you know, those systens
are very powerful, but they're only as good as what
we have.

We al ways want to continue to
encour age our customers. We always send them
rem nders to visit our website and make sure your
information is up to date so we can do that, and we
use that for outage notification and work
notification.

| mentioned earlier doing hydrant
flushing or we're doing mai ntenance work in the
area, so we are trying to get away from goi ng door
to door with hang tags, but the hang tags are
popul ar, but that's a m crocosm of how we are
starting to really push out information to the
customers and where it's all going to go down the

road.

MR. HURST: | think, you know, it does go back to
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Peter's question about cost. For us along the way
we started our customer experience journey trying to
bal ance what are the right technol ogy benefits for
the right operational chall enges.

One of the ways we kind of help
bal ance that is develop estimting tools that we
have had in place for quite some tinme. It does a
coupl e of things. One, it forces delivery of
culture so any tinme you | ook at a new project or
initiative, it will force me as a business owner to
say how is this going to help me nove the needle
across these key things that are important to our
customers and then have a credi ble argument that
as | sit here and get chall enged by one of ny
col l eagues around investments, driven a |ot of focus
around social media, which are relatively | ow-cost
chal | enges, but you have the right unbrella to kind
of manage both from a notification standpoint, as
wel |l as a customer service, and how you manage t hose
at ConEd.

We have had very good luck with a | ot

of our conmmuni cations capabilities, but to your
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point, | mean, the whole point around keeping
information up to date, | know our team spent a | ot
of time focusing on preference center capabilities
so that custonmers can really be really clear, not
unli ke what | do with my bank or other industries I
interact with, but really don't call me between this
time, send a text, or if I'mat work, here's the
right way to get ahold of ne, so we're really making
sure that customers have a way how they want to
interact froma utilities perspective.

Just a couple of other kind of quick
poi nts on technol ogy adoption, and | think Jeff
keyed up the natural | anguage capabilities. | know
over the years utilities have struggled with both
fromusing that | anguage and as technol ogy was
mat uri ng.

We are really on the cusp of really an
exciting time. W are using natural |anguage. W
are using -- at ConEd some of our vendors and
suppliers are experimenting with natural | anguage
capabilities, and it really, from an operational

perspective, does provide a great way to not only
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drive up self-service, but it also allows on the
operation side to get a sense of what the customer
really calls about. That's always the chall enge.

In the ol den days | used to rate many
systems, press one for outage, and two for that. As
the call came fromthe call center, it was difficult
for me to really stand up for that call and start to
have a di al ogue. Now you can use anal ytics and take
it inside in the natural |anguage and say what are
the intentions for the call and actually start to
t hi nk about how can we deliver service differently
or, you know, potentially an app application, maybe
that's better suited for the call. | know it would
be better rationale for, you know, some of that
conversation of natural |anguage theory, analytics,
and then really just make sure that when you | ook at
any type of web service devel opment that's in
response to design, so | have a native app and
downl oad it from ComEd.

If 1"mon-line, you know, | just
happen to have my i Pad, then | have this response

design to formfit to the device, and |I think we
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will see that continue to drive up adoption.
think we are on the cusp of an interesting tine.

MR. BELL: One of the pieces of market research
that still blows my mnd is we found that the
average utility sends out about 40 pieces of content
per year, so we heard a lot from Jeff about engage,
engage, engage.

A lot of utilities are doing that, and
when their customers are surveyed, 74 percent of
them say we want to hear fromour utilities nmore
often, so that's why |I think again that
personalization is the best word here,
personal i zation, personalization, personalization in
reachi ng people at those critical monents is a key.

| live in M nneapolis, Mnnesota, and
and my two utilities are at the top of J. D. Power
for the M dwest. "' m a new custonmer in their
territory and just bought a new hone. | signed up
for their service and they know |I'mthere. ' ve
never heard anything fromeither of the utilities
about here's the options we have, here's the

programs you can participate in -- I'mstill getting
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mar keting materials -- or how we are working with
both of them | "' m | ooking forward to the day while
at the new home we m ght get some nore personal
i nformati on. It's not there yet.

| think we have tal ked about the
out age equi pment . | think there's amazing
opportunities for outage equi pment. One tool -- and

then, quite frankly, one by the telecomindustry is

around higher bill alerts.
" ma Verizon customer. | heard
earlier today that I'm at 50 percent of ny data

usage for this month. We, and other software
compani es that built simlar tools for utilities,
are saying give me nmore communi cati on. You are on
track for high bills this month. Here's a way that
you can reduce your energy consunption over the
course of the next nmonth.

That information people find very
persuasi ve and powerful and puts that utility in the
role of a trusted advisor so people have that
informati on so they no | onger are experiencing that

sort of anxiety that they get at the end of the
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mont h when they had not expected to spend $500 on AC
in this hot summer.

COMM SSI ONER MAYE EDWARDS: Can | just quickly
follow from that. When you are tal king about the
engagenent piece, what are you speaking about when
you say engagement? |'mthinking of engagement in
two extremes, because |'m being inundated with
e-mails, that does not affect, oh, check the box,
oh, my computer's engaged. If we're not reading it
or it's not relevant to me, how is that engagenent?

MR. BELL: Well, | think it's a tool. | think
most programs -- | think what's important, beyond
what you heard from ConmEd, is through the final
anal ysis, traditional sales, how many fol ks are
actually aware of these programs, and how many fol ks
are participating, what are we doing, and we've seen
oftentimes a | ot of people have a 13 percent
awareness rate, and | think about 3 percent
participation rate, so actually 25 percent of the
customers that are aware are participating. That's
pretty good in our industry.

| think the question is how do we get
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that 13 percent to a higher nunber. That's why I
t hi nk reaching people with the stuff that's really
personal to them and really does matter.

CHAI RMAN SHEAHAN: Can | ask a question. So
during the break, | asked Jeff if there were ways
t hat regul ators could help nove the ball, and one of
the things he offered was to be open-m nded to sort
of new technol ogi es and experi mentation.

Are there some exanmples of things that
are sort of at the experimental |evel that we should
maybe, you know, |earn more about?

MR. HURST: "1l throw a couple out. | think
there are early life cycles, so in the past when |
| ook at technology, | mght go | ook at like a
architect's life cycle where technology is if it was

for adoption.

You know, | think there's a couple of
t hings on the horizon that could illum nate and make
a big difference. Virtual reality, | know it's

interesting to use that term but think about how
virtual reality could change the way we operate on a

couple different fronts.
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One, | can certainly imagine even in
customer service rep training in the future where
virtual reality m ght be put down in the home and
what the customer is experiencing, so you think
about how am | training, our customer field
representatives using virtual app reality in a way
to come up with a construct of what will be
basically out in the field, but these are normal
fields in emerging technol ogies.

| think also we start to | ook at how
we can take advantage of those. | think we can
start to |l ook at pilots sooner or testing them out a
little bit sooner in the process with good support
t hat we haven't had before in the past.

| think it makes a difference. You
| ook at things |like even the voice scan nmotion that
Jeff mentioned earlier. W are also right on the
cusp of using -- customers in a way kind of
under st and what their needs are.

| do think that type of technology is
on the cusp and, obviously, there's the analytics

side of this where using that data in the background
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to fully understand how to better drive interaction
with customers will make a difference, just a couple
of exanpl es.

MR. RAFFAELE: If I could add to that. You know,
" m | ooking at this purely from an technol ogy
st andpoi nt . For me, it's like an Internet of things
or an industry Internet of things. | mean, that's
t he game changer in markets. Are you talKking

about a market that's tal king about billions of

connecting devices |ike 20/20?

Hal f of this room probably has a
Fitbit. | f you have an i Phone, you are an |IT user,
all the little traffic patterns, Apple sends that
data up. That's how we know the traffic is slow or
not .

From a water usage utility standpoint,
for us to start taking sensors and putting them on
the distribution system pressure flow or E-levels,
that data is -- to start bringing that data back and
really maki ng decisions and water quality changes
about that, that's huge.

So folks are throwi ng out big data and
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analytics, and that's really -- for us, that's when
we | ook at the Cloud as really being an enabler, so
you get all that sensor data, all that |IT data. You
get all that up in some Cloud provider.

American Water announced not that |ong
ago partnering with GTE on an inmproved concept. Do
you massage that data and make it actionable? Do we
add chem cals? Do we slow down costs? Do we speed
up? Can we keep pressure? Can we speed down punps
to save energy? It's that kind of actionable
intelligence and that the |1 OT base that we see is
really a technol ogi cal advantage, and all that is is
optics. They're all operating expenses.

So certainly the conversation's about
how do we capitalize and how do you take optics, so
| think that those matters we need to work through,
but the technology is certainly is -- we are at an
exploring time.

MR. Bl NSWANGER: | would just add to that,
Chai r man. | don't know that those are nmy focus.
think that some of these technol ogies are

experi mental . | think they are just -- they are
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proven technol ogies. W just haven't gotten to that
point to inplement them because at some point is
there a true business case that's going to say you
are going to save on an expense or you truly found
customer service meeting customer demand.

| think we are nore in that cap now
where the customers are asking for more and they
want more and they can benefit fromit more with us
doing that, but froma strictly core cost benefit
anal ysis, that m ght be a stretch. So what can the
Comm ssion do?

| think it is just remaining open to
us bringing in new technol ogi es, and sone of the
other items that you were | ooking at is how to
address those from a regul atory aspect and how do
you treat those.

MR. CAVAN: "1l just add a couple of things.
One is the Internet of things which put together a
quality | eadership docunent a few nmonths back with
Price Waterhouse, Coopers. | won't get into great
detail on it, and | have a few slides in the | obby

if anyone is interested. | find that this m ght not
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be an estimte. It will be 55 billion
i nterconnecting devices by 2020 is something that's
happeni ng.

Anot her thing | just want to touch on
and maybe step back for a second on Anastasia's
guestion as opposed to the specifics, obviously,
management is one of the things we can do with
technol ogy, but what's the technol ogical drivers for
why this is happening. MWy it's happening now wil |
be one of the things that's critical to our business
when we are dealing with business custonmers.

Obviously, it's something that's been
mentioned a couple of tinmes, which is value or
energy data that's not just nmoving from nmulti-nmedia
AMR and AM, et cetera, some of our specific
metering on a mnute or better basis, some netering,
et cetera, but also depending a |ot on specifically
t hey want access.

The business customer that we deal
with don't just want data to be available in sonme
generic sense. They want access to it and they want

to be safe and securely -- safely and securely share
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with third parties, |ike ourselves, and provide
specific analysis on that data.

| think some of the questions have

been answered early on, you know, what wll| be
different in ten years. | think it's fair to say
that for npst of the utilities in this country,

things |like AM deployment will probably be table
stakes. We won't be talking about it any nore, but
i ght and gas now we are in utility territory and
not how many AM meters do you have, but how many
apps do you have or how efficient the program
connection between two different systenms. Why does
anyone care?

The Al exa device was brought up which
can do a wi de range of things from playing nmusic, to
delivering pizza, to changing the white |ight bul bs.
The point of importance is not |earning how to make
pi zza, or make |ight bulbs, or any of those things.
It's connecting to other solar systems and bringing
t oget her an Echo system within the Alexa platform by
connecting to Spotterfly. You can al most do the

Phillips Iight bulb system not being critical how
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hot air servers work.

So we talked to some of our custoners
on the data side. W asked them about, you know,
can they get started in a couple of months -- it's
based on sending in reports to certain
departments -- or can they get started in five
m nutes, because AM called the computer, if not a
matter of seconds, plus sonme of the itenms behind
technol ogy is changi ng.

Just the other thing | would mention
in terms of you have the data, what do you do with
it, and clearly the resolution in what's being
enabl ed through | ow-price computing dealing with the
quality and unique properties purely as a software
service-based offering, and what allows us to do it
is a world-wi de range of most of its vehicles, so
all of it works, but we use a wi de range of what are
called "big data machine | earning approaches” in
order to inmprove how we deliver the services.

These things are only possible at any
sort of cost-effective manner because cost conputing

has vastly fallen over four or five years. This is
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some of the drivers, | think some exanmples we see
for the next five or 10 years.

MS. PALI VOS: Great. Thank you for your
responses.

| know virtual reality was nmentioned,

but what are the nmotivations that provide by the
customer survey and what's already working for those
i nnovative utilities?

MR. Bl NSWANGER: Let me start, because we are
probably not even close to being there fromthe
Ni cor Gas perspective. Ni cor Gas, being one of the
| ar gest gas organizations in the U S., we still
read our meters manually, and we do it very
efficiently, and we are proud of how we do that, but
several utilities out there are using, at |east gas
utilities, are using what's called the "smart gas
grid" and it is simlar to the smart electric grid.
It gives those gas utilities an opportunity for
their customers to see real-time consunmption and
it's for safety purposes and they can determne if
t hey want to use them If there's a | eak, they can

give the customer the ability to adjust their usage,
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or conserve energy, or implement energy efficiency
prograns.

You know, it makes it easier to
address high bill complaints. That's one of the
i ssues that we have. We can go back and | ook at
what occurred on a particular day or days and what
t he weat her was |i ke at any particular tinme. | t
essentially elimnates the re-bills, because you
have this smart gas grid out there, also gives the
| andl ord this other tool to be able to nonitor
what's going on in its vacant properties.

|f there are snowbirds and you are off
for the winter, you can better monitor what's going
on in your honme. From a gas safety perspective,
coupled with | oop detection algorithms, again, we
are tal king about outage restoration managenent, and
then it could also give some of our conmmerci al
accounts visibility to nonitor on a daily basis as
it relates to product outflow, so those are what
i nnovative utilities are doing.

Now | woul d consider those innovative

utilities in the gas space, because we have been
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ki nd of behind because we didn't have that
connection, but the smart gas was there for us now
t hat we want to go ahead.

MR. CAVAN: | have just got a small exanpl e,
before | talk about high |level of data, and mention
just a very specific exanple from | ast week. | was
talking to a developer of a relatively small
manuf acturing business in | believe it was Ohio and
they run 12 hours a day and seven days a week.

The energy manager there, who's our
customer, he got into his car at approximately 8:15
p.m, and he got an e-mail from us saying that
somet hi ng | ooked strange. The profile | set up
wher eby we set up the plant to run 8 p.m after that
t he peak energy usage falls, but it hadn't, so we
get a lot of e-mails saying your electricity usage
| ooks aberrant, maybe you should |l ook into this.

He wasn't particularly happy this day
was bei ng el ongated, but he got out of his car and
he went and | ooked. Unli ke every ot her day for
three or four years, the shift workers had not

turned it off and nost of the machi nery was
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i nvol ved.

It doesn't seem |ike a particularly
bi g deal, but he cal culated on the back of an
envel op that the energy cost leaving it on and
mai nt enance difference, the HVAC goes on and the
machi ne runs very hot.

It would have cost his business, if he
hadn't gone back in, around a thousand or $1200, and
for that kind of relatively small manufacturing
busi ness that would make an credi bly huge difference
frankly whether they were profitable in the next
quarter.

The reason why | bring that kind of
fairly small exanple is that | could tell you that
fromtalking to himfor 45 m nutes, any rate case,
any outage, perhaps an outage woul d be enough, but
in al most any case, you ask him three nmonths, six
mont hs, 12 hours | ater the most inpactful energy
rel ati onshi p, energy engagement, whatever you want
to call it, would, in terns of a margi nal, basis
cost us absol utely nothing.

So it's just an exanple of what we
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deal with in terms of quality and an exanmple of how
technol ogy can inprove things for customers.

MR. HURST: Just a couple of exanples | think
where we are at and where we are going. W have had
very good success in providing multiple channels for
our custonmers, not unlike other utilities that are
out there as well.

| will put a plug in for M dAmeri can.

| did spend time with you. You were the first

website, so you do have technol ogy out there. | was
out there, but I will say Berroca (phonetic) for us
she was, you know, very perceptive. It is one thing

to be able to go in and start a transaction, even if
it's natural |anguage, but our custonmers are busy.

You know, I'Ill talk about what's
driving to mnimze the conversation as much as
possi bl e, but she strikes nme as a pessim st, so part
of the challenge of that is going beyond, you know,
ComEd' s website and starting over.

So one of the things that | had
Jennifer work a little harder on what do we do to

provide -- you know, obviously, there are chall enges
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in how you run around big data, but what it is
ultimately about is how do we marry where our

customers are at different touch points.

If I start on the web and somet hi ng
happens and | get a connection, as | call in, and
use the VR or I end up talking to CSR, |I'm not
starting over, and | think that will be the next big

thing for us to make sure that we are really making
the lives of customers that much easier by using
t echnol ogy.

And then | think the other exanple in
goi ng back to I think the Chairman, you tal ked about
connecting and how technology is integrated.

We continue to work with a variety of
solutions out there, |like visually. The process is
really interesting, because today we have, you know,
home energy audits for our custonmers to understand
it all, a profile to additionally understand we are
not exactly in power, so not only am | providing
ki nd of today for the notification and threshold for
how we are using ny power, but now | can kind of see

it as a light bulb, and just imagine down the road
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those are sinmply filling out an energy audit, but
now we are asking about you may actually have an
appliance that is working harder than it should, and
to me | think that's really exciting. It's now

t aki ng advantage of all the investments our
customers made. We have had support fromthe

Comm ssion around AM and smart grid and really take
advant age of the Internet over the whole |evel.

And one | ast comment. I "' m t hi nking
about their technology that we're nonitoring, you
know, how do we use wor kable technol ogy for our
field operations, you know, weights and measures and
t hen pressure, heart rate. These are the indicators
of someone who may be working hard in the field. I
want to make sure we triage the work and how do we
bring that verbal technol ogy hone.

One of the things you always want to
make sure at the call center that the supervisor is
out there supervising, they're out there hel ping
agents, answering the customers' questions. The
more information you can bring to make available to

themin vari able devices allows them to be out there
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doi ng what they should be doing, which is helping
cust omers.

So just a couple of exanples that |
think are also on the horizon

MR. RAFFAELE: | would certainly echo the |ong

wor ker, so there's a huge -- we are continuing to
push at that culture of safety at American Water
al ong that vein. W may see |l ess customers, but
safety.

' ma customer and an enpl oyee. You
know, | want to go home the same way | showed up.
At the end of the day, we started going around to
our field crews and swapping out flip phones for
smart phones and giving them |l ong worker apps, so
somebody's going down the street, we still do a
manual meter read or doing a turn off, and they can
notify ahead of time, and if they don't check in,
you know, here is my |location and dial 9-1-1. Those
things they' re not directly to customers but they
speak to the repeated thenme of smart devices, Cloud
computing, this convergence of technol ogy.

You also mentioned nmulti-channel, so
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we absolutely see that, and | think there's nothing
more appropriate | made a call to my cable carrier
t he ot her day. | spoke my account number, | spoke
it, and then | get the rep on the phone and he says
can you give me your account nunber. | said | just
told the machine that. So it is frustrating, and
customers don't want to deal with that.

So when you hear folks tal k about
omi - channel accounts, absolutely. If I end up
switching from doing something on the web or
what ever and then switching over to a |live person,
want to pick up exactly where |I left off. You know,
that's really, really inportant.

The other thing I think -- and this is
pure technol ogy, and | think about conservati on.

Now | ook at what happened with California and the
drought situation out there, and you think about the
kind of the problem -- some people, you nust

conserve, you must conserve, and then you get a

water bill and you are like | used 2,000 gallons
t hi s nonth. Ckay. | paid the water bill. | sent
it out the door. Well, I don't know if my neighbor
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used 3,000 gallons or a thousand gall ons. How am
measuring nysel f?

When we talk about conservation and we
tal k about custonmers, this is where again that big
data and the analytics come into play, which is give
me i nformation about my community, about the average
in my town or the ground in ny town. If 1 say |
used 5,000 gallons and the next closest neighbor
uses two, | have to | ook at what's going on in ny
house, right? That's a behavior change. That
drives behavior change in my m nd.

That's where | think ultimately |I'm
getting all this usage data fromall the utilities,
getting that in and really | everaging the power of
analytics and getting that out to the custoners,
really let them see, wow, I'"'mreally off the scales
as far as my usage versus everybody else's or I'm
| ooking like I'"m doing a pretty good job.

So, to me, | think that's an
i nnovation that | think needs to come faster than
anyt hi ng.

MR. BELL: So we are kind of the | eaders and

104



10

11

12

13

14

15

16

17

18

19

20

21

22

pi oneers in behavior change, it's been interesting
to see where we have been evolving as well which is
we are putting nore and nmore noney into web-based
tools to help customers address several issues that
we have tal ked about today.

| think making it seam ess and
conveni ent through the web is very good, making it
avai |l abl e not just on our PCs, but on our tablets,
or i Phones, or -- sorry -- nobiles, sonething
applicable as well, and giving people the
preference. Do they want to hear from a phone cal
service? Do they want access? Do they want access
t hrough social media? What was the priority? The
preference is, quite frankly, most people want all
those different media.

| think that another type option that
we want customers to take is very interesting from
t he standpoint of a reward. So if you sign up for
paperless billing, you get access to any nunber of
points, that if you go to retail gift certificates,
i ke Amazon or Home Depot, or give people an

opportunity to donate nmoney to charities, that's
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been really effective for increasing an upgrade.

| think one of the areas where we have
been investing in is tools for custonmer service
reps. | think it's been getting a little bit unfair
critique in their presentation and market research.
Customers i narguably spend a reasonabl e anount of
time on the phone with them They were friendly.
They had some good advice. People really feel
they're falling short on helping them one,
understanding their bills and providing the context
of why things are happening to them

If you |l ook at the software, this is
an area that | think about quite a bit in the Cloud
of software. There's the old CIS systems for
customer care. They're operating on dark screens,
or orange phones, or blue phones. | don't remenber
what phone colors they are, and, yet, customer
service reps, when you talk to them they're
incredi ble. They pull up weather.com and they're
actually giving themall that information, giving
them information at the same time the supervisors

provi de details how you can bring your energy
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consunpti on down and/or when there's outage in the
nei ghbor hoods.

Those things dramatically inprove
customer satisfaction but reduce call center time so
t hat people don't have to wait as often and it is a
cost-of -service reducti on opportunity as well.

COMM SSI ONER ROSALES: One point that | want to
make while |listening, wanting to hear, is the flip
side of the technol ogy, which would be the
transparency, because you brought an exanple of |
guess it was a cable conpany.

| have been -- we have been at the
airport a number of times when the planes were | ate
and they said it was weat her-related, and Louisville
pulled up the app and said, no, it's not, and the
part of transparency comes up, because just |ike
you're pulling up the other apps and different
customers are doing the same thing, and what we |ike
to see is the efficiency part fromthe Comm ssion's
st andpoi nt, because as far as custonmer service, if
the utility says we're taken care of and a customer

says here's a picture, tell me if this has been

107



10

11

12

13

14

15

16

17

18

19

20

21

22

taken care of, that woul dn't have happened ten years
ago. It would have been there's a m scommunication
here. Now it becomes very clear and the efficiency

part comes up, and that from our standpoint is

critical.
MR. BELL: It's an interesting point, and | think
more data enables us to verify this. | think about

an outage 15 years ago we didn't know where it was
and we couldn't provide information when that was
going to conme back on-line for custoners.

My conpany doesn't focus on the outage
but today between the AM and the custoner outage,
that's much nore easily avail able, and my own
under st andi ng of the market research, just being
able to tell people and expect a little bit of a
reason for why, it's a much nore satisfying customer
experience, and ny apol ogies about that. W are
going to address this as soon as we can.

MR HURST: Comm ssioners, that's a fantastic
gquesti on. | 1 ook back even where we were at in
ComEd' s customer experience four or five years ago

and started to introduce things |like our 1-5 outage
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map. It's really created a need to drive the
culture understanding all the way down to operations
that, as a field worker, it's really important for
me not only to assess the situation but | have got
to get that data in the system pretty quickly and
feed that back through, so technol ogy gets us so
far.

We have had to work, you know, across
the entire operation so that everybody from CSR, to
talking to the customer, to technol ogy used to
interact, to the field worker, that | understand why
it's inmportant to take that extra step nmoving on the

safety side to do the work and we have to do that

and it will take longer. W have made a | ot of
strides.
COMM SSI ONER MAYE EDWARDS: | have a follow up --

not necessarily a followup any nore, because it's
not practical, but Pat Roberts, my new secretary, we
have been talking a lot |ately about the conversion
of I TOT operations analogy at this point in tinme.
How has that significantly, if at all,

i mpacted the customer experience?
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MR. RAFFAELE: Right. So ITOT conversion is
actually a topic that we are |l ooking at in a big way
specifically because, one, on the operation
technol ogy, on the state of technol ogy, we have an
agi ng workforce, and so that's a concern. We want
to see more automation and | ess things kind of left
to chance, and so ultimtely when we can get to
measure as far as npore automati on converging that
technol ogy -- that traditional operational
technol ogy and bringing in I T factors, so bringing
in data, and analytics, and Cloud power, getting al
t hat, and we can be much nmore efficient as far as
are we dosing chem cals properly? Are we running
pumps at the right speeds? Can we turn stuff down
to save energy? We see that over the next couple of
years being huge for us.

There was a | ot of talk about water,
so we see that firmy in play there, and ultimately
it's about really how do we continue, how do we use
t hose operational technologies as traditionally
stated technol ogies, layer in IT, so layer in

read-only type devices, |ike stuff that we can't
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control, and then really pull that all together and
gi ve actionable intelligence, give people better
work quality reporting, pressure reporting, better
operators, better automation. W are absolutely
pushi ng, because, again, | hate to say it but the
agi ng workforce fromthe operator's standpoint is a
concern.

COMM SSI ONER MAYE EDWARDS: Thank you. May | ask
one nmore question. | don't want to be greedy, so |

know there's talk a | ot about the conparison, at

| east it seens today if we are conparing utilities
by utilities, but, you know, particularly the ones
t hat your consumer m ght | ook at, but if I ama --
if I"'mlike a Long |Island Power consumer, |'m not

concerned, nor do | really care, what's going on at
ComEd right in Chicago, or if I am an Aqua
conpl ainant, | don't care what's going on in
Il11inois American Water, because it doesn't concern
me.

What |'m going to be conmparing ny
experience to is Uber and Amazon, because those are

things I'musing, so we are kind of tal king where we
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are here at this point in time, and | agree |I'm
actually a big fan of the ConEd app, and | use it.
| have it on nmy phone and I look at it all the time,
but the truth is | don't do as much with the ConEd
app than I do with the Uber app.

A coupl e of weeks ago | was traveling

and for some reason | had automatic payment and | am

havi ng an issue. | guess | changed my card nunber,
because it's not going through. | tried to do it
on-1line. It didn't work out. | had to call and sit

on the phone for 30 m nutes, and it was extrenely
frustrating, and you mentioned you had the same
issue with your cable.

Where | have a problem with Uber and
the driver is, you know, | am having a problem |
can literally send a text from your phone and it
give you options and it's taken care of in |like four
m nutes while you are actually in the taxi. That's
what nmy experience.

My overall question is how much are
you all consulting or collaborating with the app,

perhaps is a better word, with these other, | would

112



10

11

12

13

14

15

16

17

18

19

20

21

22

say, more -- use the word -- nore seasoned, you
know, organizations or conmpanies for providing maybe
a better experience for their consumers?

MR. HURST: And | think -- again, five years ago
we had a |l ot nmore investment in the area of
utilities that we are doing a really good job in
customer experience, but that shifted over the past
few years, and even with ny old consulting hat on,
|*ve worked with clients at ConEd. | don't want to
just look at, you know, only in the statistics area,
but a better feeling at the end of the day, but I'm
a conpetitive guy. We conmpare ourselves to other
i ndustries.

So, for example, one of the things
that we are doing nowis we'll be |ooking at the
next generation of our nmobile app. | think it's
really inmportant also to pick vendors that are
serving other industries so that we are actually
bringing the best of design, best in capabilities,
so very nmuch when we think about other enhancements
or past experience, technol ogy, capabilities.

We are | ooking at other industries
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because we know our customers' expectations are
bei ng shaped by private industries, how do we shape
them how to pick the right thing for us and to do
it in a cost-effective way to find that bal ance.

MR. RAFFAELE: Simlar for us, and we are also
engaging third-parties, so we are the Gardiners,
Forresters of the world. W are trying to get other
mar ket indicators. You are absolutely right. I
mean, you don't use your power app that much. You
pay your bills.

Wth Uber, you text in the car
multiple times of the day, multiple times a week, so
there is a level of interacting and how nuch you are
interacting with that app, or that conpany, or
what ever it is.

Again, | mean, those conpanies |ike
Ameren they set the bar high as far as nmobile
interaction and |I think they're absolutely the ones
t hat we keep watching and trying to learn from

MR. Bl NSWANGER: Just on a couple of things that
| wanted to nmention. One is in NIST intelligent

sof t war e. Frankly, there are occasi ons when we were
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policing M crosoft Excel,

which is a tenmplate from

25 years ago, but in our case we replaced other

technol ogy providers, but

we absol utely spent

of time and effort benchmarking oursel ves agai nst

t he best technol ogies or from custonmer

providers across a variety of

| don't want

of this event. | think it

service

i ndustri es.

to be technical because

a | ot

's fair to say we talked a

little about various automation and their inpact,

because what we are aim ng for

best bal ance for our customers.

So, for example, the

| ast

ultimately is the

t hree

letters of our name Ener NOC refers to our network

operation center, which is staffed by physical

bei ngs, not that we m ght

yet, artificial intelligence 365,

human

get there one day, but not

241 7,

because

there are occasions when we are responding to

specific energy events wit

h our custonmers. That' s

what it's all about a human being on the other end

of the line, on e-mail, or

tel ephone,

is, and | don't see, at |east for us, t

away any time in the next

decade or

SO,

what ever it

hat goi ng

so t hat
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conmpounds what we are aimng for.

COMM SSI ONER MAYE EDWARDS: Thank you.

MS. PALI VOS: Looks |i ke we have run out of time.
Perfect timng actually. On behal f of the
Comm ssion, | would like to thank the panelists for
their full responses. W can now take a 10-m nute
break before commenci ng Panel 3 and pl ease give a
round of appl ause.
(Appl ause.)

CHAI RMAN SHEAHAN: We will get started, if you
could take your seats.

Wel come back. Panel 3 is designed to
address the current state of residential,
commerci al, municipal, and industrial customer
service.

To | ead our discussion, | would Iike
to introduce our moderator from Panel 3 Elizabeth
McEr|l ean. She's one of my | egal and policy
advisors, and | would like to take this quick
opportunity just to thank Elizabeth for all of her
hard work over the |last year. She's moving back to

Ohi o, but I'm grateful for your help. You have
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really done a terrific job and | think it's been
recogni zed by a |ot of folks, so thank you. So
El i zabeth, take it away.
(Appl ause.)
MS. McERLEAN: Thank you, Chair man.

Panel 3 is designed to hear fromthe
role of stakeholders on the current state of
customer service across customer segments and to
address how to renew regul atory barriers that hinder
utilities fromadopting customers and technol ogi es.

Cust omer expectations are increasing
as technol ogy advances and utilities nmust find ways
to improve. According to J. D. Powers, utility

satisfaction among customers is primarily due to use

of proactive communications that utilize direct and
channel |ike text messages, e-mail notifications,
and bl ogs; however, utilities are finding that the

bi ggest decline in customer satisfaction scores are
in customer service, which is an area utilities have
a direct control over.

According to Jeff Conklin, the

greatest struggle to utilities is customer on-Iline
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experience. In a time when utilities have a new
| evel of dependence on customer satisfaction,
utilities nmust find new ways to maxi m ze energy
consumer touch points from social interaction to
utility bills.

Part of this rethinking on howto
create an energy experience for customers nust
include objective information, tracking trends, and
enpl oying this information for better marketing,
detection of opportunities and threats, random
protection and return on investnments.

The format of our panelists wil

consi st of questions by nyself with the opportunity

to hear from each of our panelists. If time
remains, we will take questions fromthe audience.
But before we begin, | would |like to introduce our
panel i sts.

We will be hearing from Brian Bowen,

First Fuel; Kevin Brookins, Senior Vice President of
Strategy & Adm ni stration, ComEd; Dave Kol at a,
Executive Director, Citizens Utility Board; Joseph

Oiker, Sr., Regulatory Counsel, |IGS Energy; and
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Sanmeer Doshi, Assistant Attorney General, Public
Utilities, Attorney General's Office.
We wel come the panel one nore tine.
(Appl ause.)

So we are going to go a little out of
order, because we have been hearing today about
consumer preferences, and there was a | ot of
di scussi on about how utilities can adopt
technol ogi es, but there's obviously regul atory
barriers.

We heard about automatic |life chat
customer preferences. W also heard about on-1line

treatment options where customers actually incur

certain costs. | recently | earned about a | ot of
the technol ogies' life spans.
So how, froma utility perspective and

a regul ated perspective, do you square away the
di fferences between a regul ated and distri buted
i ndustry |i ke Uber who can utilize so many
technol ogies they don't have to differentiate
bet ween opex/ capex issue?

MR. BROOKI NS: Okay. Everybody seens to be
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| ooki ng at ne.
(Laughter.)

So let me first say that historically
utility investments have been all about poles, and
wi res, and transfornmers.

Can you guys hear me?

(A brief pause.)

Thank you -- pole, wires, and
transformers.

And, of course, with that said, we all
know that we are in the mdst of a digital
revolution that's really transform ng trenmendously
not only our industry but all industries and
busi nesses ali ke, so, as a result, the old fashion
way of how we do it is changing and it's changi ng
because of that technol ogy.

While we enmbrace this digita
i nformation, ComEd, the industry as a whole, we are
wrestling, quite frankly, with that challenge, with
what those investnment are, all about technol ogy.
There's a |l earning process that's associated with it

not only for us but for our regulators, our
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customers, and our stakehol ders, too, because this
is nore than just about wires. lt's not about
wi res, transformers, and pol es any nore.

So we're not only busy |earning the
technol ogy, but we are also busy trying to
communi cate these values as we seek to recover the
new costs and the cost of doing business in the
digital age, so that's one issue that we are
grappling with.

The other thing is that our
customers -- the awareness we provide to our
customers. Unfortunately, many times, as we talk to
our customers, and | sat on many focus group
sessions, we will ask them are you aware of the fact
t hat ComEd has a nobil e application. Our custonmers
will say, no. Are you aware of the fact that you
can text in your outage or receive text messages
about your outages that you are experiencing, and
t hey have no clue that you can even do that.

So this is sonmething that we have had
in recent years, but, yet, our customers don't know

and don't understand that, so we are placing nore
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and nmore enphasis, quite frankly, on communicating
to our customers about technol ogi cal advances we
have made so they can utilize themin their daily
compl i ance.

| think the question | think |I heard
Comm ssi oner Edwards ask about benchmarking ot her
customers. It is a |lot easier to obtain detailed

information from companies within our industry

because we have EEI and AGA to get that gas industry

i nformati on, but that doesn't mean that we don't

benchmar k ot her customers, because there's avail abl e

informati on out there in the marketpl ace.

In fact, there was mentioned earlier
about usage already that, of course, we got from a
t el ecommuni cati ons conmpany, so we are benchmarki ng
agai nst a conmpany outside our industry. W don't
have as open conversations with those customers as
we do within our industry, but we are |earning and
continue to |l earn, because we recognize, as you

poi nted out so wisely, that our customers don't

compare us against Long Island Lighting, or Southern

Company, or Southern California Edison. They could
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care | ess about ConEd even if they know who those
entities are.

They do care about Uber. They care
about Amazon. They care about those customers that
-- those conmpanies that they have services with that
t hey make use of here in Illinois, and we recognize
t he opportunity, and we conpare our web page to sone
of the big utilities out there. MWhen it's
avai |l abl e, public information, we take note of that
and ascribe to keep up and exceed where the
mar ket pl aces are.

MR. KOLATA: So if you look at Uber, and you | ook
at Amazon, and you | ook at those conpanies, one
thing they have in common is making sonmething that
customers can use and can use quite a bit with it.
We think there's a |ot of potential, particularly in
the electric space. | think in the gas space not so
much. | think there's a ton of potential here to
devel op those types of services for consunmers;
however, most of those, if you | ook at them at the
end of the day, they're radically increasing in

energy efficiency, and/or demand response, or
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allowing for increases in distributed solar, and al
of these things pose certain issues and certain
challenges to the current regulatory framework.

Ri ghtly or wrongly, people take different
perspectives on that.

So | think fundanmentally you are
getting the big picture question that you put in two
sentences, maxim zing the value of the smart grid
and then also how do we -- even in your future
gquestion how are we going to set up a framework that
it enables consumer value while politically working
at the end of the day.

MR. DOSHI : | think it's useful to ground our
under standi ng to what extent new technol ogi es have
gai ned uptick along utility consunmers here in
Chi cago.

We | ooked at the Advanced
I nfrastructure Report released in April of this year
by ComEd and Anmeren. We found that for ComEd
customers where around 1.8 mllion smart meters have
been installed as of the end of 2015 around 10, 000

customers are participating in the peak-time savings
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program or the real-time pricing program which is
around point 4 percent. That's |l ess than one
percent of single-famly homes and point one percent
of multi-famly hones.

Additionally, less than 200 custoners
have devices registered to operate with the honme
area network in conjunction with smart meters.

For Ameren, the participation
percentages are a little better. They have
install ed 200,000 smart meters as of the end of 2015
and around 13,000 Anmeren Electric custoners are
subscribed to real-time pricing prograns.

Additionally, the report -- the Aneren
report states that around 4,000 electric custonmers
are subscribed to billing usage alerts via text or
e-mail, which is half of one percent of the Ameren
electric customers, so | can't say why these
t echnol ogi es have not gained greater purchase with
the customer base, perhaps it's early yet in the
evolution of the smart meters, but now it |ooks |ike
the vast majority of electric customers in Illinois

have not seen the value of joining advanced
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t echnol ogy programs for their electric service.
MS. McERLEAN: | just have one quick comment
followi ng up what Dave just said. When you talk
about a company |i ke Uber offering a service and
di stinction between utilities, because its peak-tinme
savi ngs m ght preserve service that utilities are
transacting to the service-oriented industry, and,
you know, as technol ogy keeps -- as the technol ogy
utility space keeps devel oping, it would be nore
service |ike.
MR. BOWEN: | can speak to that, and just for
fol ks that don't know our organization, Fuel First,
we analyze energy meter data and we use it to
i ncrease engagement with utility prograns, to
demand- si de managenment prograns, different rate
designs, things |ike that.

We focus exclusively on comerci al
customers, so |I'm speaking from our experience with
working with small businesses all the way up to
| arge industrial customers, and, you know, | think
what we see are there's always a challenge in

technol ogy and how that interacts with regul atory
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par adi gm

To your point earlier that you were
aski ng about how customers connected to services, a
| ot of folks tal ked about Amazon, Netflix. There's
certain predictive ways that customers can watch
t hat next film or provide that next item and
t hi nk what you are seeing across the utility
industry is a greater investment in connecting
customers to the services that fit their needs.

"Il tell this one anecdote from a
simlar roundtable where executives from |l arge
m dwestern utilities, not represented in the room
t oday, who mentioned that about 10 percent of these
customers turnover every year has been new busi ness
wi thin that progressive what have you, and they
i mpl emented a program where when the customers call
up to connect for service days, they gave an e-mil
address to receive offers fromthe utilities and it
could be an energy efficiency program or a new
time-of-use rate nmodel, things like that, and they
were shocked to see a 30 percent acceptance rate or

opt-in rate for getting their e-mails.
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Now t hat far exceeded their
expectations and actually led to some investments on
the technol ogy side to actually serve that need,
serve those e-mails, and create content that speaks
to custonmers, but |I think the take-home nmessage here
inlllinois is there is a great infrastructure out
there, smart grid infrastructure, smart meters, and
t hrough technol ogy investments, utilities can
analyze how energy is being consumed within a small
busi ness and how a | aundromat | ooks different than a

dry cleaners, let's say. They can combi ne sets
across the utility, understand whether that customer
already did a lighting upgrade and, therefore,
shoul d tal k about HVAC, or better punps and notors,
and things |like that.

| think customers expect that those
data sets will be married behind the scenes, and |
know that many utilities are going through that
process right now and trying to create that sim|lar
experience where customers are getting a

personalized message at a time that really matters

to them so | think that explains the point how
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utilities provide that better service using this
great smart grid infrastructure we built up here in
I11inois.

MR. OLI KER: If I could add to that. Chairman
Sheahan and Comm ssioners, thank you for having this
conference, and thank you, Elizabeth.

One of the things that we are talking
about is customers making choices and giving choices
to customers, but in order to do that we need to
align the customers, suppliers, and utilities, and,
as far as smart meters go, these meters are
extremely smart and they can record interval s of
time or usage, but it doesn't necessarily mean that
that can transmt to all custoners.

If you are | ooking at the product and
services that my company offers, we cannot
necessarily quantify the value the customer may be
able to provide by interrupting their electric usage
during tinmes of scarcity because we're not
necessarily going to give credit on our whole energy
settl ement statement because oftentimes you are

profiling the use of a custonmer for purposes of
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bi |

ling.

So while we are making great strides

towards aligning these incentives, | think it's

i nc

umbent upon us

to continue to utilize the very

avail abl e data that we have and to change billing

systems in conpeti

of f

er products that

tive markets and utilities that

a conmpetitive market, so | think that is very -- |

t hink we are maki ng progress, but there's still a

ways to go.

MS. McERLEAN:

The

Thank you

customers can actually engage in

next question is how can utilities

be properly incentivized to achieve the highest

| ev

el s of customer

gener ation of appr

MR. BROOKI NS:

service, including the next
oaches to new technol ogi es?

So | failed to take that

opportunity to thank, Chairman, Comm ssioners, for

allowing me to speak today, and | also want to

really talk a little bit nore about our customer

experience that Br

ago.

Back

ian touched upon a little while

in 2012 we | aunched this
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initiative recognizing that customers view us for a
much broader means than just the nature of
transactional interactions that take place within
our conpany, but a broader overall customer
experience when they work with us.

So the foundation of this initiative
is centered around the comm tment to serving
customers as we would want to be treated, and we
recogni ze to acconplish that we have to eval uate
everything that we do, including our processes, our
maj or products, our customer interactions, and even
within our culture, and how we focus on the custonmer
and, fortunately, we are seeing some progress there.
It's worKking.

We saw Jeff earlier talk about the
J. D. Powers scores where we nmoved up from a very
consi stent and very | ast place at one point out of
16 large m dwest utility conpanies to 11 and, in
fact, the nost improved company anmong the | arge
utility conpanies over the past five years, but how
did we do that? How did we make that progress?

Well, we did a |ot of different things
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actually. It wasn't one thing that we have been
focused on. We re-designed our customer bills. W
provided flexibility in our customer payment
options. We inmplenented a suite of confidential and
communi cati ons when you are tal king about text
messaging. We reintroduced translation services in
our call center and, in fact, we provided customer
transactions with us in using translations with us
with the service of conpanies that can translate up
to 80 different | anguages. We still have a

Spani sh-speaking call center interacting with
everyone we can contact and do that.

We al so redesigned our website, which
is available in English and in Spanish, and we
devel oped several Indian acquisitions prior to the
availability of the smart meters, to allow us to do
that, so that has allowed us to get to where we are
ri ght now.

Looking forward to the future, we want
to be a utility centered around avail abl e uses of
all the systems that we are tal king about. For

instance, we are currently testing, Brian mentioned
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that, a pilot program around moving the conpany
visually which provides customers with personalized
information. That's not the meter rendering flying
power. That's an algorithm that estimtes the
usage -- what the usage where we're comng from
based upon what we've seen, and this provides those
di scussi ons and sone insight as to what may be
generating the driver of their electric uses.

We are also piloting with Meter
Geni us, which is a start-up for customers tracking
their real-time energy uses, and receiving services
t hat they can then apply to purchasing other
products and services, much |ike awards prograns
t hat are out there, and we are also piloting smart
street lights and integrating better storage in the
entire grid.

So there's a |lot of different things
that we are providing in terms of different services
and opportunities to better make use of the services
t hat we provide, but still we have to recognize that
we have a |ong way to go, particularly when you talk

about conpetitive companies that we have tal ked
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about out there.

In fact, we are still perceived as a
monopol y, and we recognize that, with incentives to
provi de better customer service and improve overall
customer experience, but at ComEd we are comm tted
to dispelling that presumption and to do that
t hrough superior customer service and through the
i nnovation of the new technol ogies that we talked
about .

CHAI RMAN SHEAHAN: Kevin, can | interrupt just
for a m nute. "' m kind of interested in the broader
guestion, which is, you know, | think -- what role
should the Comm ssion have in pushing the utilities
to do better at customer service?

Some states actually have metrics and
they're tied to our |l ead and, you know, there are
literally incentives to the utilities for meeting
certain metrics, so I'mKkind of interested to hear
from David or Sameer in terms of, you know, what
role should the Comm ssion have in pushing the
utilities to do better, and maybe Saneer can ki nd of

touch on -- the thesis of your statement seens to be
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t hat these are just not that inportant. They' re not
t hat adopted, so why are we doing it? Don't worry
about it.
Maybe you want to just el aborate on

ki nd of your -- on the thesis of your statenment and
how it relates to the Comm ssion's relationship to
the utilities in terms of trying to inprove customer
service.

MR. DOSHI: Thank you, M. Chair man. You
anticipated what | wanted to say next, because | do
think the Comm ssion has a significant role to play
in incentivizing utilities to provide better
customer service, not necessarily through financi al
incentives, given that utilities already have a
statutory responsibility to provide adequate and
reliable customer service and to conmply with all the
Part 280, and Part 600 or Part 500 service mandates.

For exanple, in Docket 06-0094, the
Comm ssion eval uated service performance on water
utilities and issued an order direct the utilities
to perform ways on several discreet elements of its

service performance in compliance with the Part 280
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Rul e, and the Comm ssion should not hesitate to,

either on its own initiative or in response to other

conpl aints, open an investigation of -- sorry --
utilities that are not complying with mandatory
service requirements.

Just to pick one exanple, Section
280. 22 of the ICC rules provides that utilities
should provide a means of submtting conplaints
electronically when utilities develop the
capability.

This norning | reviewed the websites
of all of the major Illinois utilities. | found
t hat M dAmerican Energy, Ameren, Illlinois American
Wat er, Peoples Gas and North Shore Gas, all have a
website portal where you can type in conmplaints
on-line and indicate your account nunber and all
t hat . Ni cor Gas and Utility Services of Illinois
provide you an e-mail address that you can submt
your conpl aint to.

From what | could see, however, ComEd
and Aqua Illinois on their website provided only a

t el ephone nunber and did not have any el ectronic
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means of submtting conpl aints.

Section 280.220 does not exactly
mandate utilities to provide electronic means on
subm tting conplaints. It says it shall be done
when the utility has the capability.

And as to your question when should we
turn to new technol ogies to solve customer service
probl ems that m ght be deemed nmore traditional in
nature, such as establishing basic comunication
channels for complaints, that m ght be -- the
on-line portal | nmentioned m ght be the first thing
to address before we | ook to new technology to sol ve
ol der probl ens.

| also want to describe quickly --
know everyone el se wants to speak. | want to
descri be quickly what we believe to be the current
state of customer service for utility companies.
These are not representative exanples, but these are
exanmpl es that we became aware of. "1l start
quickly with a couple of personal exanmples that
happened to me.

In 2014 ny famly and | moved to a new
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home in the city and established a new ComEd
service. We tried to establish automatic paynents

t hrough nmy bank account. | was rejected twice. W
received a cryptic letter in the mail explaining why
we were rejected. We received a letter saying
payment was returned.

The customer service representative on
t he phone couldn't explain what that meant, but we
were charged a 20-something dollar fee for the
unsuccessful enroll ment of our bank accounts and
banned from payment for the next 12 nonths.

Later we | earned that our ARES
service, our Alternative Retail Electric Supplier
Service, through the city's Municipal Aggregation
Program was cancel |l ed, although we had requested
that. We later learned that a different famly with
our name had requested cancell ation and they applied
it to us, and neither the retail supplier, nor
ComEd, was willing to re-enroll us citing Section
16-103(d) of the Public Utilities Act even though
t hat provision is suppose to make an exception for

i nadvertent drops, so that's my experience.
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Looki ng more broadly, we reviewed the
website Yelp.com which some of you know is a portal
where menbers of the public can indicate what they
i ke or what they don't |ike about businesses. W
| ooked at what we could find for Illinois utilities,
whi ch were Peoples Gas, ConmEd, and Nicor Gas. I
couldn't find entries of other Illinois utilities.
For Peoples Gas there are over 400 reviews on Yel p.
Of those, 354 are one star, where five stars is the
best and one star is the worse.

Conpl aints this year include m xed-up
customer records, malfunctioning database systens,

m sl eadi ng comuni cations clainms to inspections,
wrongly notifying credit bureaus, del ayed
reconnections, and m ssed appoi nt ments.

For ComEd the average score is 1.1
star with simlar conplaints. For Nicor Gas, the
average review is 1.3 stars. Now t hese may not be
representative sanples of all customer experiences
with the utilities. Certainly there may be some
bi as where more dissatisfied customers go to Yelp to

satisfied customers who sinply stay home and enjoy
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their service, but there is a lot of -- there are a
| ot of wunsatisfied customers and many of the

probl ems we found on Yelp would be remedi ed not by,
for example, a net metering infrastructure but by
better back-office technologies to integrate
customer records and maintain better communicati ons.
Sorry about my long soliloquy.

MR. KOLATA: M. Chairman, to answer your
guestion, as you know, we are generally strong
supporters of performance measures. They can be
tied to carrots and sticks. W do think that it's
i mportant to track what's going on and ultimtely
move forward in inproving on key measures. | think
they are all regulations as a system of incentives.

| think it's fair to say that our
current system doesn't necessarily have the best
incentives for where we want to go -- we need to go.
Generally, it's, in a sense, a capital incentive
infrastructure and also selling more products.

It al so assunes that essentially a
monopoly is going to ultimately provide the service,

and when we are dealing with a |ot of new
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technologies, | think it's fair to say that we have
to find a role for the parties and that gets to be a
complicated questi on depending on the service.

At the end of the day, | think you can
break it down to incentives around things that we
want for our electric and gas systens to do.

| would argue it's prudence and energy
efficiency, reductions in peak |oad, custoner
sati sfaction, greenhouse gas em ssion, reductions
and reliability, and | think that ultimtely that's
essentially what the future conversation is about.
| think that's something that strongly needs to
happen.

| think we have got a great potential.
Peak-Ti me Savings Programis something that we all
see handled in the statute. To give an exanmple, we
wanted to do it because we think that a | ot nore
people are on it now. | think there are a |ot nore
peopl e depending on it. If I had to say in words
why we have to fight to get people on it, it's
because when you play that out, it is because it

poses certain threats to generate profits. That's
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neither -- it's just a reflection of the types of
incentives we face and what we need to work through
to move the system overall forward.

COMM SSI ONER MAYE EDWARDS: Can | follow up on
t he Chairman's question, and perhaps |I'm confused,
but | thought that some of us were addressing the
Energy Moderni zation Act under the formal
rat emaki ng. In that new section of the PUA there
are nine separate criteria that -- and | know t hat
formal ratemaking doesn't apply to all our
utilities, but the one that does there are nine
criteria, really eight, by diversity, and that's not
one of them but that's the story behind that, so
really there are eight criteria we have to consider,
and if for any one of those that are not met, we can
denonstrate on basis points.

MR. KOLATA: There's one area of the reliability
measures that are in there, right. | guess what |
woul d argue that there should be an eye towards
energy efficiency and greenhouse gas em ssions, also
peak | oad reduction, in other words, we take a step

in that direction. | don't want to say otherwi se,

142



10

11

12

13

14

15

16

17

18

19

20

21

22

but there's nmore that we need to do if we are going
to take advantage of the technology that's out there
and really inmprove the customer experience, not
because necessarily customers are the biggest driver
at this point, but ultimtely what customers want
are affordable, reliable, and sustainable
electricity, and | do think that technol ogy has an
extremely inmportant role to play in that, so | don't
think that it's denmonstrative that there's a | ack of
i nterest for customers, because they have not signed
up for Real-Time Pricing Prograns as much as we'd
li ke them to.
| do think that there are various

points at issue we need to work through so we can
have the whol e strategy going forward and,
obviously, value of a smart grid investnment.
There's a | ot of money going into it as you know.

COVMM SSI ONER MAYE EDWARDS: At a m ni mum we do
as regul ators have some control over.

MR. KOLATA: Absolutely. There's a |lot that you
can do.

MR. BROOKI NS: By the way, one of those nmeasures
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that's in there, for instance, bills, which is a big
concern for our customers, and the smart meters are
going to go a long way to addressing the amount of
bills that we have, because we are unable to read or
were not able to read for one reason or another.

| do want to respond to something that
was said earlier about our ability for our customers
to communi cate with us by tel ephone call. W do
have an E- Channel wi thin our organization that
moni tors our Facebook and Twitter web pages and we
quite commonly address conplaints from our customers
from those channels as well

Wth that, the last thing we tal ked
about is de-sensitizing utility conpanies to inprove
customer satisfaction. W believe that partnering
with the Comm ssion to shift fromthe | east cost
model that's been brought forth behind our
investnments to a m ndset centered on the nost
val uable of time sets, we hope everyone, including
our custoners there, because the fact of the matter
there are times when providing nmore val ue may

require for us to spend nore noney.
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The smart grid alone takes noney for
t hese programs, 2.7 billion investment to address an
aging infrastructure and to improve reliability and
enhance custonmer satisfaction about spending nore
money to provide nmore value to our customers.

In fact, we have actually experienced
the benefits of that. W are seeing the highest --
fromthe highest reliability in terms of frequency
of interruption and duration, as well as the highest
customer satisfaction we have seen on record at
ComEd, as a result of that, so that required making
investments and providing nmore value to the
customers and we are seeing customers respond to
that with these metrics to inmprove custonmer
satisfaction.

MR. BOWEN: If I could respond, we did some
research going back through sort of breaking down
what could be done on customer satisfaction and
customer conplaints, right, and | know until at
| east 2013 the Comm ssion, through the Consumer
Services Division, is tracking conmplaints and calls

at all times, and things like that, in addition to
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metrics and the smart grid apps, and | think going
back through those reports, you see a strong
downward trend which speaks to some of the efforts
t hat somebody said that the utilities have made to
resolve calls nore quickly, and I think technol ogy
is certainly playing a role in that.

Mat hi as, on the previous panel,
menti oned some of the customer service tools that
enabl e the customer service rep to see what a
custonmer is seeing when they log into their account,
sort of having that one-on-one relationship as
opposed to the old experience fromthe 1980s and a
custonmer seeing something different, so that's
certainly something important, but it also speaks to
the need for different nmetrics.

| was | ooking at a survey of utility
executives, the state of the actual utility report,
and upwards of 90 percent of the utilities that
di sbelieved that they will either decrease or keep
their investment in customer phone call services at
about the same, so 90 percent of their opinion go

the way of the dodo bird; whereas, 83 percent of
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them are investing in mobile, and 67 percent are
investing in their utility websites.

So | would certainly |love to, you
know, discuss any part of the conversation about
what new metrics the Comm ssion can track that can
not only increase customer service but generate nore
value from the investments that have already been
made, and |I'll just provide one more example from
anot her jurisdiction.

We at FirstFuel and a number of other
conmpanies in the sort of gas energy space provides
some comments in New York around referencing about a
framework we called "Reach Use Effectiveness
Feedback Framework." | will walk through what we
meant by that.

The first conponent is reaching -- or
how many custonmers are reached by any given program
that utilities are offering, whether it's an Energy
Efficiency Program or Ti me-And-Use Rates, just
things to track over time; how many are then using
t hose services, and Sanmeer has certainly tracked

down nunmbers here in Illinois on that front, and I
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think we'll see some trends over tine. Hopeful |y
those will inprove.

The effectiveness conponent is how
good are the utilities actually getting measurable
outconmes fromthe programs that they design, so how
much do the programs actually achieve the ains that
they were originally set out to do; beyond this
participation, how nmuch are they reducing peak
demand; how much are they reducing grid inmpact.

And, finally, the feedback, maybe the
most i nportant part, and we heard from Jeff's
comments earlier, the voice of the customer in the
utility industry has not been particularly strong in
t he past. | think it's getting stronger.

Kevin mentioned all the work that
ConmEd has done to engage customers in bill redesign
and all these different i mages that actually show
t hat consumers are getting what they want fromtheir
utilities nore and nore.

So | just direct the Comm ssion's
attention to that framework. It's a broad framework

t hat could be used in any other different context,
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but hopefully it's helpful in designing some of
t hese new design performance measures.

MR. OLI KER: | think it's important to focus on
potential metrics and incentives for utilities, but
it's also important to | ook at the incentive that
exist in a conpetitive market to provide a high
| evel of customer service.

Companies |like I1GS we have no captive
customers. To the extent you are dissatisfied with
your service, you can go sonepl ace el se. | " m sure
Sameer is not very happy with the ARES that provided
t hat aggravati on. He probably will not select them
in the future, but there's IGS or there are others
out there.

| think it's important to | ook at
t hat . It's all about brand recognition and
mai ntai ning a positive consumer experience and
striking the right balance of providing an effective
cost so we can conpete with other suppliers.

For exanpl e, another area where the
conmpetitive market inpose its own |evel of incentive

on our conpany, we have changed the way we sell
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electricity and natural gas. We now enploy only IGS
i ndividuals to sell electricity and natural gas
reducing a third party, because we want to have
exclusive control over our brand and custonmer
service exist at all levels of our sales and the
experience for the customer.

So while | do believe it's inportant
to |l ook at how utilities can be incentivized, there
are great benefits the conpetitive market can bring
to the utility service, whether it's natural gas or
electricity.

MR. DOSHI : |"d just like to bring a couple nore
qui ck comments in response to what Kevin stated.

| think it's great that ConmEd is
responding to complaints or comments from Facebook
and Twitter. Twitter, as you know, has 140
characters, to make a conplaint would drop a | ot
| onger than that.

It would be great if ComEd woul d
accept conplaints either via the web portal or by
e-mail that customers can go into nmore detail and

put their personal e-mails, including the account
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number, and so forth, so ComEd can understand
exactly what is happening.

Kevin al so nmentioned a tension between
providing the nost value versus the traditional
| east-cost paradigm | don't think regul ators
should proceed in that fashion. Obviously, ConEd is
guar anteed recovery of prudent expenditures it makes
to neet its statutory obligations to provide safe,
reliable service. To the extent it's currently not
doing so, it needs to provide nore value. W want
ComEd to do that. W want ComEd to do it at | east
cost.

| don't think ComEd or any utility
shoul d be concerned that spending to reach a target
that's currently not being attained sonetimes be
deemed unrecoverabl e spendi ng.

MR. BROOKI NS: | would say | would disagree with
the term "not a guaranteed cost recovery" where the
Comm ssion certainly has the authority and those
costs remain prudent. Absent separate proceedings,
we can discuss those costs being incurred, and | do

acknowl edge and | think there's still opportunities
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for improvement for customers to submt conpl aints.

MS. McERLEAN: Are there barriers for utilities
to be adopting U. S. technol ogies and be providing
t he highest |evels of custonmer service? And, if so,
how is the call to action for regulators to break
down those barriers?

MR. BOWEN: If I could response quickly to that,
well, | know we have all been to several policy
sessions, and there's one involved on one specific
i ssue of Cloud conmputing and software service, which
| know Kevin mentioned that the utility
infrastructure investnments traditionally have been
pol es and wires, and now they're becom ng nmore bits
and bites technol ogy investments and we've all seen
t hrough all these conpani es we have been tal king
about, whether it's Uber, or Facebook, or Googl e,
all of their IT infrastructure is nmoving to a Cl oud
architecture, which simply means it's a computer
that's not | ocali zed. It's computing froma | arge
server that is never going out of date, never going
to need to be upgraded, and going to be watched 24/7

by some of the mpst sophisticated cyber security
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experts in the world from compani es that make their
business in IT.

| think personalization has been a
word that's come up on every single one of our
panels today. To do the kind of big data analytics
and personalized services to each utility customer,
in many cases you really have to go to the Cloud to
this sort of never outdated, always on top conmputing
architecture, and the Comm ssion has | ooked at it as
a certain degree around the kind of treatment of
software service, and the FASBI Institute has a
special project on this, and that's why we are
seeing a federal bill in the House on the same
I ssues. It's certainly something that's com ng up
with NARUC i n another context.

As a Cl oud- based service, we obviously
believe that there should be a level playing field
bet ween the Cl oud-based IT i nvestments and one t hat
is an on-premse |IT investment when it comes to rate
recovery and whet her that investment earns a rate of
return out of rate base.

So I"'mcertainly looking forward to
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hearing from the Comm ssion on any further, you
know, proceedings there, and | would just say that |
t hink the goal should be to provide full incentives
to be a level playing field.

MR. KOLATA: And | think that's true. | don't
know if | would call that a barrier, but there are
certain issues |like that that needs to be worked
t hrough. | think that in many ways | woul d argue
that the pressol m ght be most constructive of all.
That is something I think would gain a | ot of
support if there's polling with interest and with
t he experience is something that people want to do,
and | think it would be a great success.

COMM SSI ONER ROSALES: | am sorry?

MR. KOLATA: The pressol. However, it,
obvi ously, poses certain issues for the general
overall systems; otherw se, we would be doing it
ri ght now, and we could take it fromthe
perspectives on how to resolve it, but when | think
at the end of the day, when you |l ook at what the new
technol ogi es can do, when you | ook at what the

opportunities are, they are greatly increasing
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energy efficiency to resources, greatly reducing
peak demand and that does pose, whether we |ike it
or not, certainly issues with the current system

That's why | think that when you start
| ooki ng at these on a case-by-case basis a |ot of
them very quickly become much | arger questions.

The Comm ssion has an extraordi nary
i mportant role to play here in making sure a | ot of
t hese things are prom sed by the smart grid and
maki ng sure they get it done recognizing it's a
complicated issue and there's a | ot of different
ways they can go, fromthe consumer point of viewis
the nmost i nportant thing because to enable that it
to be as cost effective at |east cost as it possibly
coul d be.

MR. BROOKI NS: Aside fromny earlier comment
about the need to communicate is key, | won't call
this a barrier. | would call it just a reality
t hing, that technology is moving so fast one would
t hink that we have -- there's a challenge in making
sure that the investment we make today does not

become outdated so quickly by tonmorrow.
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The priority is to take some time to
make the prudent choice of what is the technol ogy
for the future but not take so much time making that
decision that by the time we make the decision it's
too late to do anything about the technol ogy.
don't call that a barrier.

MR. OLI KER: Speaki ng about utilities and using
t he broader sense of the word, including retai
suppliers, I think what we have been tal king about
is offering additional options to custoners and
getting them to make choices.

We are tal king about customers
changi ng the status quote and actively changing the
way that they're using energy through new
t echnol ogy. One of the ways to do that is for them
to select alternative suppliers and get rid of the
i dea that bulk service is a nonopoly service. It's
not. Oftentimes customers still believe it's a
monopoly service, evaluating conpeting options, then
you can start to make change and enbrace technol ogy.

There are additional barriers, as |

menti oned earlier, such as rate design, and changi ng
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the way settlements, and metering, and getting the
most bang for our buck as smart meters. | think
t hose changes will go a long way as well.

There's al so changes at the federal
| evel, such as PJM which can also create barriers
to residential demand response. We have rate-making
for income tax (sic), but if PJM changes the rule,
whi ch they've tal ked about doing nore measuring
peak-l oad contri butions, those opportunities could
go up in smke, even with the capacity performance
product, which was recently approved, that would
severely imt the availability of demand response
products because we are getting rid of some of the
demand response products in 2020.

Those are just a few of the barriers
that we are seeing that would potentially run at the
opportunity that exist with the technol ogi es we
have.

MR. KOLATA: If I could respond very, very

quickly to that, | would say that | certainly agree
with the PIJM point. | think that | probably agree
with the settlenment and billing point, although it
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depends on the details; however, | am the provider
on that last resort, and | don't agree at all.

| think that sort of needs to be at a
ComEd, Ameren, and utility responsibility to make
sure that's as | east cost as it can be, and | would
just note that, you know, the number one -- | said
this in the beginning -- nunmber one conpl aint that
we get at CUB is actually about alternative
suppliers at the end of the day, so just to point
t hat out.

| don't think the current nodel that
we have now of customer choice is really the
panacea, not that we should get rid of it, but that
we certainly assume that it's going to get all the
work that we |like to do.

MR. DOSHI : | think at the facility using that
new technol ogy we should al ways keep in m nd that
customers may be appreciated by their famliarity
with technol ogy, interest, and engaging with
t echnol ogy. Not everyone wants to use a cell phone
to fiddle around with their energy usage, not

everyone wants to choose from alternative providers.
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Many, may find financial savings fromit, but

many may want to turn on their lights, turn on their
stove, turn them out at night and pay a bill each
mont h, so we should be careful to allow nore
traditional customer engagement options as we

i ntroduce new technol ogi es.

MR. OLI KER: | would just respond very briefly.
One of the interesting metrics that we saw someone
fromJ. D. Power was | ooking at some of the other
providers that exist out there, whether it's Uber or
i nsurance. There is no one provider, and
interestingly when you have to make choices, then
you al so are nmore engaged, and you have to see that
because of those choices it allows you an eval uation
and custoners actually have a higher satisfaction
ratio.

CHAlI RMAN SHEAHAN: Let nme follow up on that.

t hi nk, you know, the statistics that are raised are
certainly, you know, they're pretty striking, | mean
a tiny, tiny percentage of people that really take
advant age of this menu of things, but the ones who

do are nmore satisfied with, you know, their
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experience with the system So how do you sort of
t hi nk about those two data points?

On one hand, you know, do you say,
well, there aren't that many people that take
advant age of this, therefore we should -- we just --
why bot her or should you say, you know, |ook -- |
mean, really the statistical increase in the
satisfaction if they have this big menu of options
and, therefore, we should encourage nmore of that?
How do you kind of think about that?

MR. DOSHI : | suppose the current small base of
customers participating in Peak-Time Savings and
Real -Time Pricing Programs |like that if they |ove
it, then by word of mouth. They will tell their
friends, and famly, and neighbors, and it may
spread that way.

Additionally, the utilities should
continue to publicize progranms such as Peak-Ti me
Savi ngs and perhaps over tine we will see nore
penetration. | can't predict what will happen.

CHAI RMAN SHEAHAN: More phil osophically, you

know, should we sort of think about -- how do you
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t hi nk about the signals on one hand is that a | ot of
people aren't taking advantage of this, so,

t herefore, should we, you know, go in a different
direction and not offer, or, you know, should you
take the signal that if you offer people menus --
you know, there's a |ot of these things are early
and it takes time to grow the adoption of it, but
should you -- as a policy, kind of philosophically,
should we try to encourage, you know, nore options
and nmore interactions?

MR. DOSHI : "1l just say one comment that the
| egi sl ature has drafted an infrastructure program so
it does make sense to try to encourage customers to
gain benefits fromit to the extent you can.

MR. KOLATA: | think philosophically speaking
don't think we should promote choice just for the
sake of choice.

| would say when you | ook at the
hori zon of what we need to do, which is | ower peak
demand and i mprove energy efficiency, and all the
t hi ngs we need to do, not just from an environmental

poi nt of view, but also from a consumer point of

161



10

11

12

13

14

15

16

17

18

19

20

21

22

view, and that's true if it's a power plant, and if
it's a power plant, | think it's absolutely
i mperative froma consumer point of view.

When you think it through, | think
that there's a | ot of choices here, a | ot of options
t hat can provi de val ue. You should do anything you
can to get people on real-time pricing. A | ot of
peopl e can benefit fromthat. | would instead of
starting fromthe bottom up, | would honestly stick
with the big system c goals and then within that
let's see what works from a conpetition point of
Vi ew.

| do think a lot of this -- | think
most of this will be done by third parties. | don't
think it's going to be the current ARES nodel, which
is essentially the commodity conpetition for val ue
for pure commodity conmpetition for residenti al
f ol ks.

| think at the end of the day it's
going to be sort of managing the risk of real-time
pricing through a physical hedge, which is provided

by technol ogi es. | do think that assum ng that
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customers are going to fiddle around or really take
great interest in their electricity and natural gas
usage, which is the wong way to provide it, not
t hat some won't, it's just a general way to think
about it is it's going to happen seanm essly and you
are going to have an app or a program bundled into
ot her service.
It's going to work independently
wi t hout you thinking about it; however, it's going
to, in fact, modernize the value of becom ng nore
energy efficient, nore reducing peak demand, or
integration of renewables, or enable services |ike
community solar, and that community sol ar model can
go just beyond sol ar. It can be energy efficiency.
It can be distributed energy. You really see a | ot
of potential there. | don't think the technology is
that hard at the end of the day.
| think a lot of it is just sinply

regul atory system as an incentive, so |I'll say a | ot
of these things get pretty big quick.

CHAI RMAN SHEAHAN: A | ot of what we're talking

about here, we have got sophisticated customers.
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Are there ways that we can | everage
t hese technol ogies to benefit | ow-income customers
to do a better job of that?

MR. BROOKI NS: | want to go to something Dave
said earlier. | think that's true. We really are
in the very, very early stages in the adoption of
new technol ogy. Customers are | earning, and that
has not gone unnoticed on our end, and it's
somet hing we nmeasure regularly. W find ways to
educate and make sure our customers understand that
not only do we have these new technol ogi es, not all
our custoners have it, but they can make use of it.

We also -- | also want to point out
t hat today's technol ogy not all of our customers may
not have -- may not be technologically savvy to take
advant age of some of the products.

For instance, the usage alert is a
great tool. Everybody understands about that on
their phones, but their parents, when | tell them
t hey would have to go to the website, | have to do
it for them and sometimes if they're |ooking for me

if I didn't do it for them they would not know how
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to do those things.

So we work with a | ot of senior
citizens, and many of them come to our new training
center and education center about different
technol ogy out there. W talk to them about the
benefits they get out of smart neters. It takes
them some time to understand what they have and
| earn what the options are, and, quite |ikely, some
of them are concerned about m ssing it, because it's
new and, as customers become more famliar with the
benefits versus the risk of cost and realize that
peopl e are benefitting fromthem starting to create
t hat place that takes time to evolve and we are
still in the very early stage.

MR. BOWEN: | will just add to that. We
personally don't work with | owincome custonmers, so
| can't speak specifically to them but | think one
uni versal point anong any customer, |ow-incone,
hi gh-i ncome, business customer, that we work with
any time they're faced with a new energy option,
there is uncertainty there and perception of risk.

On the previous panel there was a
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guesti on about what kind of cutting edge things that
utilities can do with the ability of big data and,
you know, frankly, the services that are offered by
the competitive market or the community solar and
cl ean energy efficiency, all these new i deas that
Dave tal ked about as well, we're now able to use
past consunmpti on history and understandi ng of how
energy is used in business or I'msure in some other
end- of -use case, and | know why it's there. \What
are the, you know, real savings you see from
real -time use rates.

Taki ng somet hing of that risk out of
t he equation, whether you are a | owincome customer
or a high-income customer, and really show ng
savings in a nore tangible way, obviously, it's
going to be within some bounds of certainty, but
being able to do that in some way is definitely
going to increase participation.

We tal k about Amazon and all these
ot her companies. Sonmetinmes customers don't express
interest in buying a pair of shoes and they | eave

t hat pair of shoes in their cart at the end of the
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day, but it depends on follow-up with an e-nmail
saying were you interested in buying that new pair
of Nikes? Here's a great price. Oftenti mes people
do follow through

As Kevin said, this is still in the
very early age of a long game where we will be able
to offer that type of service personalized in sonme
of these new choices that custonmers will make about
their energy services.

MS. McERLEAN: Chai rman, Comm ssioners, any other
gquestions?
(No response.)
OCkay. Since we are out of time, give

our panelists one more hand of appl ause.

(Appl ause.)
CHAI RMAN SHEAHAN: | think that concl udes our
sessi on. | just want to thank all of the panelists

and attendees, again, a really insightful few hours.
Thank you. And unless there's any other questions
fromthe Comm ssioners, we will stand adjourned. W
are adjourned. Thank you.

(Wher eupon, the above
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matter

was adj our ned.)
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