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Solution Director

Marketing and Communications
E Source

303-345-9159
jessica_bailis@esource.com
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We understand utilities and municipalities because we’ve
made them our business for more than 30 years.

[3 Source

POWERING WHAT’S NEXT w Q STRATEGY @irn ERA QAACS

l P o ® o o o |
TROVE %excergu
Using market research data, Applying predictive data science Advancing business and
expert analysis, and industry to help electric and gas utilities technology solutions that
experience, we help utilities put make data-driven decisions that strategically enhance operations
their customers first, meet their improve their bottom line and for utilities and their cities.
business objectives, and solve increase customer satisfaction.

their corporate challenges.

Bl B
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This Is an online
roundtable discussion

= Participation is essential

» Use Zoom'’s chat feature to pose
guestions and share comments

= Unmute your line when you're
ready to speak (*6)

= Turn your video on

4 [@Source



Today’s agenda

Overall strategies and goals: Marketing, corporate communications, and customer care

Existing and new channel strategies and tactics

Metrics for success, reporting and analytics, and executive advocacy

Organizational structure, team roles, and budget

Internal processes, tools, and content creation

Open discussion

© 2022 E Source | Proprietary and confidential 5 E Source



Audience poll

What is the FUTURE DIRECTION for social media at your
utility?

satisfaction tresiliency advocacy

c
=
employee Cus OI I lerfarqductsE

influencers Xperiences
stakeholderbrand Videgeeé\élgaetigr??ho%gﬁtegawareness
segmentation o - cassibilityg 2nimation 2

relevanc . Interaction
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Audience poll
What social media ACCOMPLISHMENTS from the past year
are you most proud of?

. breaking-news
more-interactive-content

community-giving becoming

boosting relatable 56¥°' 's® ®hgagement

astomer(C || § | SPGB folowers

leadershipg; customer-response . .community-posts
00 relevant  .Interactive posts
linkedin multimedia

4"
E
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Audience poll
What are the biggest GROWTH areas for social media at
your utility?

customer-support gé'sl’gﬂ?gegtgesmnse -time

+ understandmg emerging-channels

c S hone executive-strate

S *Gé‘ analyt|cs| nte rla (}tlvdemore mteractlor%y

It - ive-video

ctargeting? uagents re e events |j CUStomae&_dlence personas
c = VI d e C-suite- engagement

Ty & = current chat assistance

: semployee-advocacy
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Overall strategies and goals:
Marketing, corporate communications,

and customer care

i ; { £ g | ..._' - L.l .- " .. '_{ i | l‘ g et I.'i _:: .: . - . .1‘ : o & ""_-‘;"-. ) : . L & :“.J £ r
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Successful use of social media

=9 to 10 rating m 7 to 8 rating = 1 to 6 rating Not a primary goal or objective
Communicate about outages or emergencies 4| Ut|||t|es use Social media for
Deliver corporate communications messaging ) 26 | many reasons. but they feel their
J
2 Manage, develop, or protect the brand 11 |  social media efforts were most
O L] L]
-_“8—’- Drive traffic to the utility website or other platforms 22 ' successful at communicati ng
% Offer direct customer service or customer care 59 | a bout Outag es a nd
0] Improve customer satisfaction and the utility-customer .
relationship 11 | emergenC|eS .
Increased awareness or participation in value-added programs 37 |
Acquire talent 52 |
Increased awareness or participation in demand-side 59 |

management programs

0 20 40 60 80 100
Percentage of respondents (%)

Base: n = 27 utilities. Question S3_2: Using a scale of 1 to 10, where 1 means not at all successful and 10 means very successful, please rate how
successful your utility’s use of social media has been in accomplishing each of the following goals and objectives. Note: Use caution when sample size falls
below 30. © E Source (2021 Social Media Survey)
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Challenges and planned improvements

o Improving and enhancing our overall social media

presence (48%)

Integrating social media into a broader digital
communications strategy (37%)

9 Integrating social media into a broader customer
experience plan (37%)

o Trying new forms of engaging content (37%)

6 Determining appropriate measurement, metrics, or key
performance indicators (37%)

Base: n = 27 utilities. Question §3_3: What are the top five social media issues or challenges yvou expect o focus
on at your ufility over the next 12 months? FPlease select up to five. Note: Use caution when sample size falls
below 30. @ E Source (2021 Social Meadia Survey)

© 2022 E Source | Proprietary and confidential

The top challenge utilities
reported in 2021 was
improving and enhancing
their overall social media
presence.
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Questions for the audience

= Which strategies and tactics have provided the most engagement or
participation in your programs and services?

= What has been your greatest driver in getting customers to engage
with your content?

» Have you been able to create a digital care center outside of the call
center? How?

* For those who have established a more robust social or digital
customer care team, how did you make this business case internally?

© 2022 E Source | Proprietary and confidential 12 E Source



ComEd’s Twitter message about inclement
weather

,5:-\ ComEd &
womd @ComEd

Grab your umbrella - showers and thunderstorms are in
the forecast! ™ Link your handle to your account to
report power outages via Twitter:
ComEd.com/TwitterApp

Source: ComEd

© 2022 E Source | Proprietary and confidential 13 E Source




FortisAlberta’s Facebook marketing for its
My Account feature

FortisAlberta
about 11 months ago '

Who doesn't love convenience? Access self-serve options on our website
including:

+ View your electricity consumption

+ Sign up for outage alerts

+' Apply for new or change your existing service_ See more

k4 W1 42

Source: FortisAlberta
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Alliant Energy’s tree planting campaign

sboutjn

Plantatreeina ) élliant

. nergy.
derecho-impacted s
community.

onih=sa00

& Mow through the end of August, we'll plant a tree in a derecho-impacted
community for every lowa customer who signs up for My Account.

& Don't miss this opportunity to help your neighbors and plant hope across
our state. https:/bit ly/3y TFEIZ

i 15 B Comment 4 1
Source: Alliant Energy
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Boosted and targeted posts

Post Details
a S e 1.59K EenGAGEMENT TOTAL &
Mar. 18, 2022 10:26 AM MDT @
1.40K REACTIONS ©
i Greg McGriff spent more than two weeks restoring power in Louisiana after 139 COMMENTS &
“ Hurricane Ida. He wasn't surprised to meet so many grateful customers 45 SHARES @

B then, but learning a customer contacted the company to thank him by
name left him speechless!

18.6K raceransa

He said getting that thanks was the perfect way to close out his 32-year
career as a lineman. Read the full story [ http://enter.gy/6181KI799

Kudos Greg! @ © © 8.53% ENGAGEMENT RATE BY
FOLLOWER &

74.1X ENGAGEMENT RATE LIFT &

1.40K reactionso

123K LIKES®
166 LOVES@

0 HAHAS®
WOWS
SADS 6
ANGRYS &

=2 2=

SourC.e: Entergy MISSISSIppI iew on Facb-:c:k s Likeiy c;sd
and Rival IQ

© 2022 E Source | Proprietary and confidential
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Boosted and targeted posts

Post Details

Peoples Gas

"
"" Mar. 8, 2022 7:06 AM MST 6@

Peoples Gas celebrates #InternationalWomensDay. Team members from
“ our Tampa service area office strike a pose to support calling out gender
BEEEE bios, discrimination and stereotyping. Together we can #BreakTheBias and
create workplaces where everyone is valued and welcomed.

#|WD2022 International Women's Day

[(AView on Facebook 5 Likely Boosted

Source: TECO Peoples Gas
and Rival IQ

=
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154

138
14

1.65K

9.36%

80.7x

136

117

{5 B == B = B =

ENGAGEMENT TOTAL &

REACTIONS &
COMMENTS &
SHARES &

PAGE FANS &

ENGAGEMENT RATE BY
FOLLOWER &

ENGAGEMEMT RATE LIFT &

REACTIONS &

LIKES €
LOVES &
HAHAS &
Wows e
SADS &
ANGRYS @
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Call center focus

U W Uy Dedre AITTT 15 7 TWUVEHTIURST T al 1.LUd

h They have already called me and set up an

“Our social ow_ Thank you so much for the quick response.
ywember 12 at 12:15pm

presence is a .

curated expression

S, O thing about your Facebook page, |
Of Who We are) Or you are GREAT at quick responses. The only contact | can trust to get to you. |

who we would like
to be perceived as.”

Okay thank you so much. I'm really sorry about my tone and | appreciate you
understanding why I'm upset. Have a good dayl

N Natural Gos
& Natural Gas
Source: New Jersey Natural Gas

© 2022 E Source | Proprietary and confidential 18 E Source



Cybersecurity

Source: SMUD

Here at SMUD, your safety and security is our number 1 priority.

If you receive a call from someone stating they work for SMUD, please know we'll never ask you
to make a payment at a non-SMUD payment facility.

Plus, if you're in doubt, feel free to ask for a name, employee number and supervisor's name and
call 1-888-742-5MUD (7683} to venfy if the call is legitimate.

See more tips on protecting yourself from scams at

Getting a call from someone

SMUD will never call

stating they work for SMUD? [EEp e

SMUD payment facility.

i you are concerned
about your account due
to a phone call you
receiue. p||=a=.|.‘ call sur
contact center.

Residential customers:
1-888.742-T683

Business customers:
1-877-622-7683

© 2022 E Source | Proprietary and confidential
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Existing and new channel
strategies and tactics

b
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Use of Twitter and Facebook remains consistent; Nextdoor and
TikTok are new

100

90

80

70

60

50

audience type (%)

40

30

20

10

Percentage of respondents using channel for at least one

Facebook Twitter LinkedIn YouTube Instagram Nextdoor Pinterest TikTok

Social media channel

Base: n = 27 utilities. Question S1_1: Please indicate which of the following social media channels your organization currently uses for communicating
with the following audiences. Select all that apply for each channel. © E Source (2021 Social Media Survey)

© 2022 E Source | Proprietary and confidential 21 E Source



Utilities use Twitter and Facebook for many audiences
Other channels are used for more-specific groups

100
90
80
70
60
50
40
30
20
10

Percentage of respondents using channel for specific
audience (%)

m Residential customers ® Small or midsize business customers
= Managed or key account customers Potential employees (recruiting or talent acquisition)
= News media = Trade allies

100

96

Twitter Facebook YouTube LinkedIn Instagram

Base: n = 27 utilities. Question S1_1: Please indicate which of the following social media channels your organization currently uses for communicating with the following audiences. Select all that apply for each
channel. © E Source (2021 Social Media Survey)
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Facebook is the most popular channel for targeted
communications to residential customers

Multilingual customers or customers who
speak English as a second language

Kl 59%
Low-income customers Multifamily or renters
E193% W 73% Kl 56% W 50%

Senior citizens
K 93% W 73%

Base: n = 27 utilities. Question S1_3: Please indicate which of the following social media channels your organization currently uses for targeted communications with
the following residential customers. Select all that apply for each channel. Note: Percentages based on the number of utilities using that specific channel. © E Source
(2021 Social Media Survey)

© 2022 E Source | Proprietary and confidential 23 E Source



Types of videos used In social media posts

Most utilities are already using a variety of video styles.

mYes ® No, but we plan to in the next 12 months = No

Social media stories
Long-form video

Livestreaming options

Type of video

Virtual or augmented reality

360° video

o

20 40 60 80 100

Percentage of respondents (%)

o

Base: n = 27 utilities. Question S85_1: Has your utility used the following as part of its social media efforts? Notes: Percentages may not add to 100 due to
rounding. Use caution when sample size falls below 30. © E Source (2021 Social Media Survey)
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What utilities would like to try in the next 12 months

nextdoor

© 2022 E Source | Proprietary and confidential 25 E Source



Instagram stories

(i socalgas

ANw

Thank you to our utility
partners - always working
together with safety in
mind!

Reply to socalgas...

Source: SoCalGas

© 2022 E Source | Proprietary and confidential 26 E Source



Instagram

9 Storm Prep 2w P x e

AN EXELON COMPANY

~ Astorm
Is brewing.

Prepare with PECO

¥
’ ,,
prral

< PECO.COM

' Reply tegpecogernecis

Source: PECO

@ Stop Scams 3w

STOP SCAMS

\

A

|

’ ‘x "o

/
W 12/

Reply to pecoconnect...

pect

Payment agreements for
residential customers are based
on the household income
PECO currently has on file.

L & s

" Reply to pecoconnect...
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TikTok

" TikTok

@smud

Source: SMUD
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Nextdoor

CPS Energy is working to resolve multiple electric service disruptions in the Five Point area 03.24.2022.
Marketing Manager Carroll Elter from CPS Energy - 24 Mar

As your electric and gas utility. CPS Energy is committed to providing you with reliable power so
that your lights and gas turn on quickly, operate safely, and remain affordable.

We acknowledge that you and your neighbors have experienced several outages in the past year.
CPS Energy will be conducting a thorough inspection of the circuit serving your area to identify any
opportunities to improve your reliability. We expect this work to be complete in the next week, with
the identified work to begin soon after. Thank you for your patience as we work to improve the
reliability of electric services in your neighborhood.

*EN ESPANOL*

CPS Energy esta trabajando para resolver las multiples interrupciones del servicio eléctrico en el area de Five Point
03.24.2022.

Como su empresa de electricidad y gas, CPS Energy se compromete a proporcionarle una energia fiable para que
sus luces y su gas se enciendan rapidamente, funcionen con seguridad y sigan siendo asequibles.

Reconocemos que usted y sus vecinos han experimentado varios apagones en el Gltimo afio. CPS Energy llevara a
cabo una inspeccién exhaustiva del circuito que da servicio a su zona para identificar cualguier oportunidad de
mejorar su fiabilidad. Esperamos que este trabajo se complete en la préxima semana, y que los trabajos
identificados comiencen poco después. Gracias por su paciencia mientras trabajamos para mejorar |a fiabilidad de
los servicios eléctricos en su barrio.

24 Mar - Subscribers of CPS Energy in 1 area in General

THANK REPLY

CPS Energy monitoring possible severe weather, crews on standby 04.12.2022
Digital Communications Specialist Adrian Garcia from CPS Energy - 6 days ago

CPS Energy crews are on standby as the latest weather reports indicate the CPS Energy service
area could see severe thunderstorms this Tuesday afternoon. Should storms develop, the US
Mational Weather Service in Austin-San Antonio reports large hail and damaging wind gusts are
the main concemns.

Due to the possibility of severs weather this afternoon, please remember safety first and:

Mever go near downed power lines and call CPS Energy at 210-353-HELP (4357)

Move Over & Slow Down if you come across CPS Energy crews working out in the field

Please don't wait for a power outage, make a family outage plan now.

RS

Anyone can also visit cpsenergy. com/outagemap for outage tips, view current outages on the Outage Map. or report

an outage.
6 days ago - Subscribers of CPS Energy in General

THANK | 69 REPLY

Source: CPS Energy

© 2022 E Source | Proprietary and confidential
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Nextdoor ad

[# Public Service Company of Oklahoma, Spon... W

Save the Watts! Upgrade your old appliances
and get rebates from PSO.

Get rebates on select ENERGY STAR® certified appliances to
save energy, money, and Watts!

See more ways to save at
5 earn more
Source: Public Service Co. of Oklahoma and PowerForwardWithPSO.com

E Source Energy AdVision
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Nextdoor 0

Source: ComEd and E Source Energy AdVision

© 2022 E Source | Proprietary and confidential

@ ComEd
ComEd Community Engagement Team « 10 Aug

ComEd Taking Steps to Restore Power After Severe Storms. A severe
thunderstorm with 80+ MPH wind gusts and hail has seversly damaged
many communities in our service area. Over 635 000+ customers have been
impacted. This storm caused significant damage across the service territory,
including downed poles, broken lines and tree-related damage. We expect
that it will take multiple days to restore senvice to all of the customers
affected by the storm and recommend that customers take whatever steps
they feel necessary to keep themselves and their families safe.

We have more than 800 employees working around the dlock to restore
energy to affected customers as quickly and safely as possible. Additionally,
maore than 1,100 mutual assistance workers are coming in from out of state
to assist in restoration efforts, Due to the increase of outage reports, we are
experiencing technical dificulties with ComEd.com, our mobile app, and our
outage text alerts.

We recommend customers report outages by using our interactive voice
response telephone system by contacting us at 1-800-334-7661 and dialing
“1". Our crews are working as quickly and safely as possible to restore
power. Stay safe and thank you for your patience.

31 E Source




Nextdoor

Savings
that shine.

Up to $5 off energy-efficient indoor
LED fixtures on the PSE Marketplace.

SOUND
ENERGY

Indoor Lighting

Flip the savings
switch.

Up to $10 off energy-saving
outdoor LED fixtures on the
PSE Marketplace.

SHOP NOW

Outdoor Lighting A

Source: PSE and E Source Energy AdVision

(©2022E Source | Proprietary and confidential - E
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Your future savings

look bright.

Up to $10 off energy-saving outdoor
LED fixtures on the PSE Marketplace.

PUGET
SOUND
ENERGY

QOutdoor Lighting B

Time for a
fixture fix-up.

Save instantly on energy-efficient LED
shop lights on the PSE Marketplace.

SHOP NOW

SOUND
ENERGY

Shop Light

Artificial intelligence.

Real savings.

Get $75 off smart thermostats
on the PSE Marketplace.

" SHOP NOW

PUGET
SOUND
ENERGY

Thermostat




Metrics for success,
reporting and analytics,
and executive advocacy

© 2022 E Source | Proprietary and confidential



Audience poli

How are you reporting on social media metrics at your utility?

We're reporting within our ﬁ 41
marketing/communications department
We're reporting to other teams outside 29
marketing/communications departments
We're reporting to corporate executives _ 29
We're not reporting on our social media metrics | 0
Other | 0
0 20 40 60 80 100

Percentage of respondents (%)

Base: Event attendees (n = 34). Question: How are you reporting on social media metrics at your utility? Select all that apply. © E Source
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Audience poll

Which metrics do you include in your reporting?

Reach or impressions by channel 21
Engagement rate by channel 20
Audience growth by channel 18

Conversions (i.e., click-throughs) 16
Engagement total by channel 16

Sentiment

Other | 0

0 10 20 30 40
Percentage of respondents (%)

Base: Event attendees (n = 56). Question: Which metrics do you include in your reporting? Select all that apply. © E Source

© 2022 E Source | Proprietary and confidential
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Questions for the audience

* How do you measure the ongoing sentiment of all your mentions on
social (tools, tagging?)

= How are your executives using social media as brand ambassadors?

* |s search important? |s there a strategy within social media strategy
that plays in SEO?

© 2022 E Source | Proprietary and confidential 36 E Source



Support for social media resources and strategy

Almost half of respondents from the 2021 Social Media Survey strongly agree that their social media efforts
have the support of leadership, but even more don’t feel that they have sufficient resources.

=9 to 10 rating m 7 to 8 rating =1 to 6 rating Don’t know

My utility’s executive leadership is supportive of our social media efforts
My utility allocates sufficient resources for our social media efforts

I'm satisfied with the general direction of social media strategy at my utility

Statement about support for social media

0 20 40 60 80 100
Percentage of respondents (%)

Base: n = 27 utilities. Question S2_14: Using a scale of 1 to 10, where 1 means strongly disagree and 10 means strongly agree, please indicate how strongly you
agree or disagree with the following statements. If you have no opinion, check the box at the far right ("don't know"). Note: Use caution when sample size falls below
30. © E Source (2021 Social Media Survey)
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Organizational structure,
team roles, and budget
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Corporate communications continues to have
responsibility for social media

OCustomer service (63% partially responsible)

O Marketing (56% partially responsible)

59%
of respondents said
corporate
communications has
primary responsibility for
social media

O Human resources (30% partially responsible)

O Demand-side management or energy efficiency (30% partially responsible)

O Customer experience (26% partially responsible)

Base: n = 27 utilities. Question S2_1: Which department within your utility has primary control or ownership over social media activities? Select one. S2_2: During
normal business operations, which of the following groups within your utility are involved to some degree with social media activities? Note: Top five departments shown
(excluding corporate communications, public affairs, or media relations). © E Source (2021 Social Media Survey)
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Most often respondents said that they have just one FTE
dedicated to social media

Number of respondents

2

1 1
oo oomoom
0.25 0.5 1 15 2 2.5 3 4 5 6 7 8 9

Number of FTEs

Base: n = 27 utilities. Question S2_3: Approximately how many full-time equivalents (FTEs) are dedicated to social media at your
organization (that is, how many have access to post on the organization’s social media channels)? © E Source (2021 Social Media
Survey)
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Budgets remain small for most utilities

Receive funding from other
Budget amount Have dedicated budget (%) departments (%)

Less than $10,000 26 30

$10,000-$24,999 7 0
$25,000-$49,999 0 4
$50,000-$74,999 7 0
$100,000-$149,999 4 0
$150,000 or more 4 4
No budget, but we request funding as needed 22 NA
No budget for social media 7 NA
We don’t receive funding for social media from NA 37
other departments

Don’t know 22 26

Base: n = 27 utilities. Question S2_12a: What’s your utility’s annual social media budget (excluding employee salaries)? Question $S2_12b: How much funding do you receive
from other departments to support social media activities (for example, funding from Marketing for promoted posts)? Note: NA = not applicable. © E Source (2021 Social Media
Survey)
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Most respondents expect staffing and budgets to
remain the same

9L M

Staffing Budget

Increase 1 5? 26

’ %

Remain the same 78; 59{(
Decrease 0.}, 0%

Base: n = 27 utilities. Question S2_13: How do you see the staffing level of social media personnel and the budget for social media at your utility changing in the next
12 months? Note: Percentages may not add up to 100% as respondents could select Don’t know. © E Source (2021 Social Media Survey)
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Questions for the audience

* How many people at your utility are responsible for social
media?

= |f you could build a social media dream team and didn't have
to factor in budgets or other limitations, what would the
structure look like?

© 2022 E Source | Proprietary and confidential 43 E Source



Internal processes,
tools, and content
creation

b
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Audience poll
Which tools are you using for your social media efforts or analytics?

HootSuite 43
Divvy Analytics 14
Sprinklr 14

Sprout Social 14
Meltwater
Talkwalker
Falcon

Creator Studio
Other

None of the above — 14

0 10 20 30 40 50
Percentage of respondents (%)

Social media and analytics tool

o O o o o

Base: Event attendees (n = 7). Question: Which tools are you using for your social media efforts or analytics? Select all that
apply. Note: Use caution when sample size falls below 30. © E Source
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Cross-Channel Posts

Frequency of posts per week

Cross-Channel Posts per Week

Jan. 11,2022 - Mar. 31, 2022 MDT

20

15

10

Source: Rival 1Q
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Frequency of posts for Facebook

Facebook Posts per Week
Jan. 11,2022 - Mar. 31, 2022 MDT

Mar 20, 2022 - Mar 26, 2022

@ LANDSCAPE AVERAGE

5.80

Facebook Posts
o

Source: Rival 1Q
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Frequency of posts for Instagram

Instagram Posts per Week

Jan. 11,2022 - Mar. 31, 2022 MDT

5
Mar 20, 2022 - Mar 26, 2022

4 B LANDSCAPE AVERAGE
4 2. 1 1
S 3
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Source: Rival 1Q

© 2022 E Source | Proprietary and confidential 48 E Source




Frequency of posts for Twitter

Twitter Tweets per Week

Jan. 11,2022 - Mar. 31, 2022 MDT

10
-‘.-.
8 e - S -
....... Y [ —
. e e
% T : \
=
¥ 6
=
= Mar 20, 2022 - Mar 26, 2022
g
‘§ 4 B LANDSCAPE AVERAGE
|_
7.78
2
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Source: Rival 1Q
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Questions for the audience

* Do you use a dedicated social listening tool? If so, for what purpose?

= Do you have a particular tool you like using? Why??

= How do you stay on top of or fulfill content needs?
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Social media resources

See the CX resource center’s corporate
communications section

Reports:

© 2022 E Source | Proprietary and confidential
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Digital marketing trends that engage customers and drive

program results
2021 social media trends

Channels, goals, and resources: Highlights from the E Source

2021 Social Media Survey

Create a winning LinkedIn strateqgy

A weekly update on the top-performing utility social media
posts

The essentials for a strong social media strateqgy

Q

Organizational structures of utility social media teams
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https://www.esource.com/cxresourcecenter?tab=es-tab-page-corporate-communicator-label
https://www.esource.com/126211gnxo/digital-marketing-trends-engage-customers-and-drive-program-results
https://www.esource.com/126211gsxt/2021-social-media-trends
https://www.esource.com/126211h7ik/channels-goals-and-resources-highlights-e-source-2021-social-media-survey
https://www.esource.com/report/126221hvdh/create-winning-linkedin-strategy
https://www.esource.com/126201gagu/weekly-update-top-performing-utility-social-media-posts
https://www.esource.com/10320-001/essentials-strong-social-media-strategy
https://www.esource.com/126191azvk/organizational-structures-utility-social-media-teams
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Speak at
the E Source
Forum 2022

September 13-16

Denver, CO
www.esource.com/forum2022 E Source
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Contact us

Jessica Balilis

Solution Director,
Marketing and Communications

E Source E Source

303-345-9159 303-345-9003
|essica_bailis@esource.com kyle rodriguez@esource.com

Kyle Rodriguez

Analyst
Customer Engagement Solutions

Have a question? Ask E Source!
Submit an inquiry:
WWW.esource.com/questions

You're free to share this document inside your company. If you'd like to quote or use our material outside of your business, please
contact us at esource@esource.com or 1-800-ESOURCE (1-800-376-8723).

© 2022 E Source | Proprietary and confidential 55 E Source



mailto:esource@esource.com
http://www.esource.com/questions
mailto:jessica_bailis@esource.com
mailto:kyle_rodriguez@esource.com

	Slide Number 1
	Your hosts for today
	Slide Number 3
	This is an online �roundtable discussion
	Today’s agenda
	Audience poll
	Audience poll
	Audience poll
	Slide Number 9
	Successful use of social media
	Challenges and planned improvements

	Questions for the audience
	ComEd’s Twitter message about inclement weather 


	FortisAlberta’s Facebook marketing for its My Account feature

	Alliant Energy’s tree planting campaign

	Boosted and targeted posts
	Boosted and targeted posts
	Call center focus
	Cybersecurity 
	Slide Number 20
	Use of Twitter and Facebook remains consistent; Nextdoor and TikTok are new 
	Utilities use Twitter and Facebook for many audiences�Other channels are used for more-specific groups
	Facebook is the most popular channel for targeted communications to residential customers
	Types of videos used in social media posts
	What utilities would like to try in the next 12 months
	Instagram stories
	Instagram
	TikTok
	Nextdoor
	Nextdoor ad
	Nextdoor
	Nextdoor 
	Slide Number 33
	Audience poll�How are you reporting on social media metrics at your utility?
	Audience poll�Which metrics do you include in your reporting?
	Questions for the audience
	Support for social media resources and strategy

	Slide Number 38
	Corporate communications continues to have responsibility for social media
	Most often respondents said that they have just one FTE dedicated to social media
	Budgets remain small for most utilities
	Most respondents expect staffing and budgets to remain the same
	Questions for the audience
	Slide Number 44
	Audience poll�Which tools are you using for your social media efforts or analytics?
	Frequency of posts per week
	Frequency of posts for Facebook
	Frequency of posts for Instagram
	Frequency of posts for Twitter
	Questions for the audience
	Slide Number 51
	Social media resources

	Slide Number 53
	Slide Number 54
	Contact us


