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Session objectives

Purpose: Show how COVID-19 is affecting customers, how they feel
about their utility’s response to COVID-19, and how utilities are pivoting
their brands through community- and customer-centric messaging

Outcome: Benchmark how customers feel about your COVID-19 efforts
and get inspiration and tips for how to continue your positive brand
momentum

E © 2020 E Source | www.esource.com



Session outline

How are customers reacting to utility COVID-19 responses?
How are utilities pivoting their brands during COVID-19?
How are utilities showing their community involvement?

Discussion
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Are you doing a
good job?
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Are customers satisfied with their utility
companies during COVID-19?
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Are utilities effectively communicating
their responses to COVID-19?
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Base: US and Canadian respondents who pay an electric bill (n varies). Question $2_2_2: Using a 1-to-7 scale, where 1 means
strongly disagree and 7 means strongly agree, please rate how much you agree or disagree with the following statements about your
electricity provider during the COVID-19 pandemic. My electricity provider effectively communicates about its response to COVID-19

within the community. $6_5a: How has COVID-19 impacted your household income? Note: Percentages may not add to 100 due to
rounding. ® E Source (2020 COVID-19 Residential Survey)
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Are utilities effectively communicating
their responses to COVID-19?
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Base: US and Canadian respondents who pay a natural gas bill (n varies). Question $3_2_2: Using a 1-to-7 scale, where 1 means
strongly disagree and 7 means strongly agree, please rate how much you agree or disagree with the following statements about your
natural gas provider during the COVID-19 pandemic. My natural gas provider effectively communicates about its response to COVID-19
within the community. $6_5a: How has COVID-19 impacted your household income? Notes: Use caution when sample sizes fall below
30. Percentages may not add to 100 due to rounding. © E Source (2020 COVID-19 Residential Survey)
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Are utilities making COVID-19-related
decisions in customers’ best interests?
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Base: US and Canadian respondents who pay an electric bill (n varies). Question $2_2_1: Using a 1-to-7 scale, where 1 means
strongly disagree and 7 means strongly agree, please rate how much you agree or disagree with the following statements about your
electricity provider during the COVID-19 pandemic. My electricity provider makes decisions that are in its customers' best interests.
$6_5a: How has COVID-19 impacted your household income? Note: Percentages may not add to 100 due to rounding. © E Source
(2020 COVID-19 Residential Survey)
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Are utilities making COVID-19-related
decisions in customers’ best interests?
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Base: US and Canadian respondents who pay a natural gas bill (n varies). Question $3_2_1: Using a 1-to-7 scale, where 1 means
strongly disagree and 7 means strongly agree, please rate how much you agree or disagree with the following statements about your
natural gas provider during the COVID-19 pandemic. My natural gas provider makes decisions that are in its customers’ best interests.
$6_5a: How has COVID-19 impacted your household income? Notes: Use caution when sample sizes fall below 30. Percentages may
not add to 100 due to rounding. E Source (2020 COVID-19 Residential Survey)
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Key takeaways

= Qverall, customers are more satisfied with their utility during
COVID-19 than during 2019

= However, customers who lost income because of COVID-19 are
reporting lower satisfaction across the board

= Customers who lost income are more likely to think their utility
didn’t communicate effectively about its response to COVID-19

» Customers who lost income are also more likely to think their utility
didn’t make decisions in customers’ best interests
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The COVID-19
utility brand




How utilities pivoted their brands

= Made sure reliable power was the #1 priority

* Focused on supporting the community, employees, and
essential workers

» Shared positive, nonutility stories

* Promoted resources customers needed the most, not just
what programs utilities prioritized

» Cemented themselves as cornerstones of the community
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Many utilities did this well ...
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And you should still be doing it

» While it's OK to start posting more-traditional utility content,
customers are still struggling and need help

» Keep this momentum going

= Now is the time to reevaluate what you want your utility’s
reputation to be in your community

“Never waste a good crisis”

—Unknown source
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Now is the perfect time to build trust

“Nobody cares how much you know, until

they know how much you care”

—Theodore Roosevelt

= Show up and do your part

» Don’t act alone

» Solve, don't sell

= Communicate with emotion, compassion, and facts

Special Report: Brand Trust and the Coronavirus Pandemic, Edelman Trust Barometer 2020 (PDF)
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https://www.edelman.com/sites/g/files/aatuss191/files/2020-03/2020%20Edelman%20Trust%20Barometer%20Brands%20and%20the%20Coronavirus.pdf

How are you building trust with your customers during the
pandemic?

“Spotlighting employees or business that are doing more in the community”

“Donate $10 to Help Your Neighbor utility assistance program for each new enrollment in our green power program”
“Developed a small business energy efficiency grant program for up to $10k in energy efficiency retrofit measures. ”
“Developed special assistance programs for residential and commercial customers in the form of bill credits and increased rebates ”
“reminder campaign to let customers know they still have to pay their bills "

“Giveaways for Tier Il Advanced power strips for low income and multifamily customers ”

“EE tips, helpfulness campaign - free thermostats, EE kits ”

“Customized tips based on customer segments and the impact to them ”

“Community food drives”

“Clear and frequent messaging over multiple channels about our new supports and policies ”

“Donation efforts to help customers in need. Huge success! ”

“Kids activities to help wfh parents!”

“Temporary Covid rate assistance in addition to usual low income discount program”
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Communicating about
community involvement
and investment
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Communicating community involvement and
investment

How to get your utility’s local corporate citizenship efforts noticed and appreciated
Anna Nixon

AUGUST 14, 2020 | 12 MIN READ

PDF this page & Print this page [ Email this page ﬁ Add to My Favorites

RELATED CONTENT

Key takeaways

= Tell stories about individual people and events and make the community (not your utility) the hero. Then follow up
with the recipients of your efforts.

What's your utility doing for
customers, employees, and your

= Measure success using metrics such as corporate charitable giving, hours volunteered, and money retained in the community during COVID-19?
local economy.

= The most successful utility ad campaigns use storytelling to focus on the community. Corporate goodwill during

= You can improve your utility's image by being more community focused. COVID-19

What utilities can do to positively
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Key takeaways

[~

Tell specific stories

Make the community the hero

Follow up
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Alabama Power Smart Kids campaign
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Alabama Power Smart Kids campaign
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Alabama Power Smart Kids campaign
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Make the community the hero

E © 2020 E Source | www.esource.com 22




OVID-19 pandemic and BLM movement response

Con Edison @
ned @

We stand in solidarity with the African American community. Join us in supporting the
organizations that safeguard the diversity, equality. social justice, and civic involvement that our
ccommunities, our company, our city, and our country embrace. http://spr.ly, GGTR8

We stand in solidarity
with the African American
community.
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eversourceenergy @ - Follow
Massachusetts

eversourceenergy @ In the spirit of
giving back to the community and
supporting frontline healthcare
workers, members of our operations
technical training team and their
families have assembled 1,000 face
shields for @bostonmedicalcenter.
We're all 50 glad to give back in a
small way to our local healthcare
heroes.” ~ Sarah Izzi, Senior Analyst
and donation coordinator.
#eversourceenergy #eversourcema
#healthcareheroes #bm:
#bostonmedicalcenter

bostonmedicalcenter & Thanks
for your support @
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nutrition. Learn more by clicking the
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How are you communicating about your community
involvement and investment during the pandemic?

“Stakeholder Newsletters and social media spotlights on various community events ”
“Partnering! ”

“Social media, customer newsletter, specific stories about employees helping their communities, parenting with other essential services ”
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Discussion
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Discussion questions

= How have you pivoted your utility brand since COVID-19
started?

» Are there any positive changes or lessons learned from
pivoting your brand quickly that you plan to use going
forward? If so, can you list them?

= How are you pivoting your brand now and looking forward as
the pandemic progresses?
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Thank you! Questions?

Shelby Kuenzli
Analyst, Customer Engagement Solutions
E Source

303-345-9164

. Have a question? Ask E Source!
shelby kuenzli@esource.com 9

Submit an inquiry:
WWW.esource.com/question

Anna Nixon
Staff Writer, Content Strategy and Production
E Source

303-345-9178
anna nixon@esource.com

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

Stay in this meeting

Up next: Embracing pain, change, and growth: What do people need
from their utility now? Part 2
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Diversity, equity, and inclusion

The utility’s role in social justice and how to
“walk the talk”

Jessica Bailis
Assoclate Solution Director, E Source

E Liji Thomas
Head of Diversity & Inclusion, SCE

www.esource.com Tuesday, September 22, 2020



Purpose and outcome

Purpose: To reflect on utility strategies and initiatives in social
justice and diversity, equity, and inclusion, and to learn how
communications and actions support your mission and brand

Outcome: To leave with industry insights and

recommendations on how to create or improve your utility’s
plan to “walk the talk”
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Session agenda

Polling the room

Utilities’ response to Black Lives Matter and effects on customer
and employee sentiment

Diversity, equity, and inclusion initiatives in the industry

Metrics and the effect of corporate citizenship on CSAT
» Hear from Liji Thomas on SCE’s Diversity & Inclusion Plan
" Q&A

» Key takeaways
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Who you’re speaking with today

Jessica Bailis

Associate Solution Director, Sales
Support and Engagement, E Source

303-345-9159

[essica bailis@esource.com
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Polling the room
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Did your utility make a public statement this year in

response to the Black Lives Matter protests?

Yes

No

E © 2020 E Source | www.esource.com




How is your utility involved in diversity, equity, and
inclusion efforts? (select all that apply)

We have D&l policies
We have a D&l strategy and goals

We have a D&I position/job function

We have a dedicated D&l executive council or
committee

We have employee resource groups that have a
focus on D&l

We publish our D&l metrics (in an annual report,
on the website, news release, or other)

Other

E © 2020 E Source | www.esource.com




Utilities’ response
to Black Lives
Matter

E © 2020 E Source | www .esource .com
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First to respond: DTE Energy

DTE Energy @ -
May 303t 722 PM - Q
At DTE, | stand united with our more than 10,000 employees in
rejecting all forms of discrimination and violence in our workplace and
in our communities. We condemn the inhumanity that caused the

death of George Floyd in Minneapolis and what we have witnessed
recently in New York, Georgia and other states.

While living through a pandemic that has already affected so many in
Michigan, we have learned that COVID-19 is a frightening, invisible
force. Racism is another terrible, invisible force that becomes obvious
when we see our people and communities in pain.

We can all help by reaching out, listening and offering support, caring
and understanding each other.

— Jerry Norcia, DTE Energy CEO
Q0% 396 35 Comments 100 Shares
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Social media response from May 30 to June 12

Appalachian Power

CenterPoint Energy

ComEd —
Con Edison

Consumers Energy

Dominion Energy

DTE Energy

Duguesne Light Co. (DLC) #BlackoutTuesday posts had the highest engagement rate for the week, surpassing other hashtag

Enbridge Gas posts such as #NationalSafetyMonth, #BlackLivesMatter, and #COVID19. Note that these engagement
Eversource rates are specific to utilities’ social media posts from May 31 to June 6, 2020.

Fort Collins Utilities

Hydro Ottawa
Hydro-Québec #BlackoutTuesday 0.59

NW Natural )

PECO #NationalSafetyMonth 0.44

Portland General Electric #BlackLivesMatter 0.39

SDG&E

Southern California Edison (SCE) #PoweringThruTogether 0.33

Southern Company #COVID19 0.11

Vectren Indiana

Xcel Energy Notes: Engagement rate is the total interactions (likes, comments, shares) on a post per follower expressed as a percentage.

The engagement rates we feature are specific to utilities’ social media posts from May 31 to June 6, 2020. © E Source; data
from Rival IQ (Utilities support the Black Lives Matter movement, and so does E Source)
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Given recent events, we believe we have a responsibility to speak out.

People working together - regardless of race, gender, or belief - is key
to who we are. We mourn the loss of life, We stand against
divisiveness & hate. We recommit ourselves to equality & diversity.
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We start this livestream with a heavy heart. We

are seeing what | view as a very justified rage

across our country with people condemning the
recent deaths of George Floyd, Breonna Taylor (>}

s Reply

and Ahmaud Arbery. | don't think anyone can R~

watch what's happened to these individuals and
their families and their community and just not
feel outraged... I'm outraged. And so my heart, and
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of Edison and the Southem
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the Black communities and all of the families
impacted by this.
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The recent unjust deaths, protests and civil unrest are 2 heartbreaking
and sobering reminder that racial divide continues in our country. It
cores the importance of why AEP is committed to diversity and
inclusion. Everyone should fzel welcomed, valued, and traated with
dignity and respect. Not just at our company, but everywhere.

\We have = diversity and inclusion focus 3t AEP. We are focussd on
understanding and disrupting biases and getting into the hearts and
minds of all employees to benefit from their perspactives. We are
committed to developing a culture where everyone, from every walk
of life, can achieve their best at our company.

Our expectation is that svery will embrace diversity and
inclusion and support our commitment to bring about positive social
change in the communities we serve.
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Social media response #Juneteenth
(June 18 to 20)

Alabama Power NIPSCO —

Alliant Energy NV Energy

Austin Energy NW Natural

BGE Oklahoma Natural Gas

CenterPoint Energy PECO -

Con Edison —PGW Hashtag Companies Using b Eng. Rate By Follower

Consumers Energy PPL Electric Utilities #uneteenth 25 — 0.16%

Dayton Power & Light Puget Sound Energy

DTE Energy Sacramento Municipal Utility District  #covio1s [ 11 ] — 0.23%

Entergy Mississippi Southern California Gas Co.

EPB Southern Company #PoweringThruTogether o (.33%

Eversource Southern Company Gas

Fort Collins Utilities Tacoma Public Utilities #NationalsafetyMonth [ 8 | - 0.056%

Georgia Power Tucson Electric Power _

Indianapolis Power & Light Co.  Tennessee Valley Authority FRrDAveRUmmer - poete

LG&E and KU Xcel Energy .

Nicor Gas #Fcommunity “ —— (0.34%
#BlackLivesMatter “ o 0.21%

Source: Rival IQ
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https://www.instagram.com/p/CBn9kAxn6ja/
https://www.facebook.com/185836168126117/posts/3211157458927291
https://www.facebook.com/275518539210196/posts/2921020047993352
https://www.instagram.com/p/CBoJqpigYKq/
https://www.facebook.com/130112937326/posts/10157273708502327
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oTE dte_energy_official & » Follow

So, | learned about Juneteenthafew yearsago [
when there was a knowledge share at our local

library. | researched the purpose and the

significance of the day and | was disappointed

dte_energy_official & Some of our

JUNETEENTH

FREEDOM DAY

JUNE 19

to know my ancestors were enslaved for 2 years

and no one told them! But then | was delighted
oo o because as an A | finally had something @ oo
to celebrate that was reflective of myculture. [ av "

47 likes

152 likes

Q conedison & - Following

-

Racism, intolerance and hatred have no place in our society. @ toc2k
At LG&E and KU, we are steadfast in our long-standing
commitment to diversity and inclusion. Our strength is built
upon the diverse perspectives, experiences and talents of
our people.

liday markin

The recent events in Louisville and across the nation shine a
light on how much work remains to be done to unite us and
end all forms of racial injustice. We are actively listening
and participating in conversations with community leaders,
our employees and customers, and will further support
efforts that drive meaningful and lasting change.

o - The only way to succeed is by empowering a culture of
D o298 inclusion, equality, dignity and respect for all.

celek

oQvY N ﬁ« % oQvY N
131 likes ~ ' N 30 likes




“Silence is not an option”

Brands should publicly speak out on
systemic racism and racial injustice following the
death of George Floyd and other recent racially
motivated attacks on blacks

Of those who agree brands should publicly speak out e [l Brand wouid eamkeep my trust [ ] Brand would lose my trust
on racial injustice, percent who say each is a reason = %
brands must do so g3
0 Do @D DO
/o opportunity
vs risk of 92 91 88
82 trust loss
Fill government leadership void _ 50
Want brands to stand with me _ a1
20 21
Attract and keep customers _ 39 |:| |:| Ifl Ifl 14
General White Black Latinx Asian
population American

Source: Edelman Trust Barometer 2020 Special Report: Brands and Racial Justice in America (PDF)
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“Talk 1s not enough”

Brands and companies that issue a statement
in support of racial equality need to follow
it up with concrete action to avoid
being seen by me as exploitative or

as opportunists

Percent who say each brand response to racial injustice

€
is important to earning or keeping their trust c
o
B Moderately importantto  [Jl] Verylextremely important gg Percent who say each brand response to racial injustice
samfkeep trust to eamAesp trust &g o is important to earning or keeping their trust
c
Yo
) . ]
Moderately important to Very/extremely important &=
Set an Bxample within their 17 47 64 . earn/keep trust . to earn/keep trust g g.
own organization 8 g_
U.S. general population
Invest in addressing the root
Reflect the full diversity of the 18 42 60
country in their communications i 44 63 causes of racial nequaiity

Make products accessible and

Inspire customers and
suitable to all communities 18 43 61

empioyess t0 et imvoived I I -

Source: Edelman Trust Barometer 2020 Special Report: Brands and Racial Justice in America (PDF)
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Walk the talk

Puget Sound Energy .
June 19-

Utilities play a rele in advancing diversity, equity & inclusion because we serve every customer.
We also know that we cannot address racial injustice alone. Over the last several weeks, we've
besn listening to our community & finding ways to take action.

We're starting to take action on our commitment to community partnership. As a charter member
of the Black Future Co-op Fund & $150,000 donation, we're acknowledging the harm systemic

racism has done in WA, The fund will support efforts to eradicate poverty, build generational
wealth & preserve Black Culture.

PSE is committed to the fight for racial justice.

More from our CEO at hitp://ms.sprly/6183TYtwh
#JUMETEEMTH2020 #FreedomDay

O0% 41 8 Comments 2 Shares
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Diversity, equity,
and inclusion
Initiatives
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Dedicated diversity and inclusion (D&I)
utility roles

Cleco renamed its vice president of human resources to chief human
resources and diversity officer (2019)

Duke Energy has had a D&I position for at least seven years—chief
diversity and inclusion officer (2019)

DLC hired its first diversity officer (2019)

NW Natural has a chief diversity officer and released a human rights
policy (2019)

Pacific Gas and Electric Co. renamed its vice president of human
resources as chief diversity officer (2019)
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D&I executive councils and committees

Duquesne Light Company s
. Consumers Energy & @ConsumersEnergy - Aug 26, 2019 v Noyelber, 2013 1D
We're committed to the quality a diverse culture can provide. Read about DLC's Diversity and Inclusion Committee recently recognized
how our Employee Resource Groups are working to enhance diversity and #NationalHispanicHeritageMonth by partnering with Casa San Jose, a
inclusion: bit.ly/2oXx3dy. resource that works to empower the Pittsburgh Latinx community. Volunteers

cleaned and restored the facility’s basement by removing old flooring and
restocking rows of new shelving.

consum@ Counton Us'

Q 3 5 8
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ANz, Ameren Corporation
74 August14at914AM - Q@

Diversity, equity, and inclusion are integral parts of our vision and strategy at Ameren, but we
know we need to talk more openly about what this means and how we live these behaviors
consistently. We started the conversation about what more we can do to embrace DE& at this
year's Diversity & Inclusion Leadership Summit, and we'd like to share it with you.
http://spr.ly/6002GYdzC

.Y
!
m

==
Iﬂ"
=4

I

©O0® 404 19 Comments 65 Shares
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SCE® @SCE - Aug 25 v
Leaders at @edisonintl today shared diversity, equity and inclusion
information on the workforce and status of business partnerships &
community investment. We recognize the progress we've made to date &
remain committed to making more meaningful change.
on.edison.com/3jbciTh

Diversity, Equity and Inclusion

Edison International and Southern California Ed

S| EDISON

(ab nwnaturalgas * Follow

‘\’ nwnaturalgas At this time, we pause

W7 for reflection. Racism will never be
tolerated at NW Natural. It's one
reason we formed a Diversity, Equity

Now more than ever, we need & Inclusion Council with our

A - employees two decades ago. This
to tap into our caring and commitment is essential o the service
o1 o we provide to our customers and
resilient spirit - for ourselves, communities.
each other and the
communities we serve.
oQv W

22 likes




Energy Trust of Oregon’s workforce
development goals

EnergyTrust EXPLORE PUBLIC MEETINGS PLANS + REPORTS + FINANCIALS LEADERSHIP CAREERS NEWS

» |ncrease the diversity in recruitment
and hiring of employees by 25% by
the end of 2020

* |ncrease participation in the Trade
Ally Network by minority- and _
women-owned business by 50% Diversity, Equity and
each by the end of 2020 Inclusion

T R R, T
- RIZZLFVS 1

u I nCrease the n u mber Of prOjeCtS Com pleted by Photo: Pendleton Early Learning Center QUICK LINKS

minority- and women-owned trade allies by Reaching and Serving Everyone A

Operations Pla

0 h .I: Energy Trust is dedicated to helping 1.7 million utility customers in Oregon and Southwest
15 /0 by t e e n d o 2 O 2 O Washinqton save energy and generate renewable power, today and in the future. It is our blversity Equity.andnclisicniGoals.?
esponsibility to ensure that all customers can directly benefit from our services, including people Diversity, Equity and Inclusion Policy >
with low and moderate mes, communities of color and rural communities. 2018 Diversity, Equity and Inclusion

. Increase the number Of ContraCtS exeCUted Wlth We strive to culturallv diverse. eauitable and inclusive oraanization with emlovees. [,)‘at.an‘d Ej(.ase'.nem "
minority- and women-owned businesses by
15% by the end of 2020

Source: Energy Trust of Oregon

E © 2020 E Source | www.esource.com




Supplier diversity

CenterPoint Energy
une 19- @

Happy #Juneteenth! One of the most enduring ways we can all support the Black community is
to promote Black owned businesses. Over the years, we've valued diversity in our supply chain
and recognized the economic value of small and diverse businesses in the communities that we

serve — but what has changed is that we're spotlighting them so our customers and stakeholders
get to know them.

Meet a key business partner - REDE, INC,, a certified Minority (African American) Owned Business

Enterprise. Owner Hubert Glover has been a strategic partner in managing CenterPoint Energy's
print shop services for well over a decade, which has led to the hiring of minority employees that,
in turn, provides economic stimulus in communities of color within our footprint. Pictured is
Levon Brown, representing REDE, INC. at our annual Supplier Diversity Expo.

Learn more: https://www.r P C

Memphis Light, Gas & Water (MLGW)
August 20 at 10:06 AM - @

s Supplier Diversity program of is more vital now than ever before ensuring that we
e our work with certified MWBE/LSBs, despite the challenges cf COVID- 19 and the
national economic recession for millions of households. #Serving

PRI

continu

iversity
firms

he numbers

g —— Read more in our Sustainability Report:
emphis Light, Gas and Water's

UPPLIER DIVERSITY,
PROGRAM

Do business with MLGW through our
ONLINE BID NOTIFICATION SERVICE

2019 SUPPLIER DIVERSITY HIGHLIGHTS

$2.218

As a registered user, you will receive alerts of competifive bids ", 9
for materials, equipment, supplies and contracted services. ’*‘
MLGW'S ONLINE BID SERVICE OFFERS:

Quick access to competitive bids
Up-to-date information
Opportunity to manage your own bids

’Connec' with us to share
comments & ask questions!
3y Twitter: @migw
To learn more about our f Facebook.com/migw1
Supplier Diversity Program,

scan the QR code below:

/), 35‘.9‘3 |

2019 Sustainability Report

To register, or update your account
please visit migw.com/bids.

MLGW'S SUPPLIER DIVERSITY OFFICE
Phone: 901
Email:

A

MLGW

red and/or supported



Metrics and the effect
of corporate
citizenship on CSAT
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DiVerSity metrics Diversity by the Numbers

Con Edison, Inc., Total Employees

Total
14,596

AEP EMPLOYEE REPRESENTATION* Minoritis: 7,080 Women: 3123
" 49.0% 21.4%

as of Dec. 31, 2019 Employees Females Y% Minorities
Total Employment 17,573 3,454 20% 3,233 18%
Officials & Managers 3,326 543 16% 4§19 13% Con Edison of New York Orange and Rockland Utilities
Professionals 5743 1,578 27% 1,128 20% w Minarities ._#.
Minorities amen Women
51.4% 12,965 20.9% 23.8% 1,168 26.69
as of Dec. 31, 2018 Employees Females % Minorities %
Total Employment 17930 3,409 19% 3127 17%
Clean Energy Businesses
Officials & Managers 3,288 494 15% 384 12% & Con Edison Transmission

Professionals 5,998 1,503 27% 1,062 19% Minorities w w
29.6% 21.9%

466
* Does not include all AEP subsidiaries, co-ops and interns, AEP Energy and emplayees
on unpaid leave-of-absence.

Source: American Electric Power

Minorities & Women, Middle Management and Above
Minorities
284% Women
282 31.6%

Source: Con Edison
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Corporate citizenship and customer
satisfaction (CSAT)

Overall CSAT in 2019

u Excellent mVery good = Good Fair m Poor . . .
Community and environmental focus in 2019
m9to 10 m7tod mltob Don’t know
L=2]
£
z 8
Community focused 14
@
=]
K1
£
<T
0 20 40 60 80 100
Percentage of respondents
Base: US rasp who are of y or dual-fuel providers (n = 30,725). Question A12: Taking into account your Environmentally focused 16
overall satisfaction as a customer of your eleciricity provider, how would you rate them? Note: Data may not add to 100% due to
rounding. @ E Source (US Residential Customer Insights Center)
a0 100

0 20 40 60
Percentage of repsondents
Base: US respondents who are customers of electricity or dual-fuel providers (n = 30,725). Question A10: How much do you
personally agree or disagree with the following statements about your electricity provider for your primary residence? Is

environmentally-focused. Is community-focused. Notes: Respondents used a scale of 1o 10, where 1 means strongly disagree
and 10 means strongly agree. Data may not add to 100% due to rounding. @ E Source (US Residential Customer Insights

Center)
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Top J.D. Power utility: PPL Electric Utilities

PPL’s overall CSAT in 2019

u Excellent uVery good " Good Fair uPoor

| i
0 20 40 60 80 100

Percentage of respondents

Base: Customers of PPL Electric Utilities (n = 355). Question A12: Taking into account your overall satisfaction as a customer of your
electricity provider, how would you rate them? Note: Data may not add to 100% due to rounding & E Source {US Residential Customer

Insighis Center)

Rating

E © 2020 E Source | www.esource.com

PPL’s community and environmental focus in 2019

mitod mlto6 Don't know

m9to 10

Community focused 14

Attribute

Environmentally focused 16

0 20 40 60 80 100

Percentage of repsondents

Base: Customers of PPL Electric Utilities (n = 355). Question A10: How much do you personally agree or disagree with the
following statements about your electricity provider for your primary residence? Is environmentally-focused. Is community-
focused. Notes: Respondents used a scale of 1to 10, where 1 means strongly disagree and 10 means strongly agree. Data may

not add to 100% due to rounding. @ E Source (US Residential Customer Insights Center)




Communicating a
plan moving
forward
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Featured speaker

Liji Thomas, CPA, CIA, CRMA, SHRM-CP
Head of Diversity & Inclusion

Southern California Edison
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ADDITIONAL ACTIONS INTERNALLY

Strengthening commitment with additional actions based on reviewing

data and listening to Black employees

Internal Actions

Greater Data Transparency/Dashboard
Share data regarding representation, pay, turnover and employee
sentiment and create officer-level dashboard for continued visibility

Inclusion and Cultural Literacy Training
Expand current training to include content on anti-racism and
microaggressions for all employees

Talent Accelerator
Accelerate talent movement by pairing officers with high-potential talent3°;
start with Black employees with plans to expand the initiative

Talent Pipeline
Increase Black scholarship awardees and internships (see external actions
for additional scholarships)

Career Counseling
Hire career counselors to help employees navigate their careers at Edison,
starting with a pilot for the Networkers?® membership

Audit for Potential Bias in HR/Ethics Processes
Engage external third party to audit HR and Ethics policies and processes for
biases such as racial and gender and improve based on findings

Timing and Expected Outcomes
Data shared through this August 2020 presentation

Standard people metrics dashboard created and deployed
by Q2 2021

Train all employees in 2021 and monitor for expected
increase in Inclusion index of employee sentiment survey
over the following year

First assignments determined by end of Q4 2020; track
and measure results by employee development over the
next 2-3 years

Measure success rate of converting more Black interns
and scholars to full-time employees

Hire new career counselor and pilot program by end of Q4
2020

Create metrics to determine efficacy of career counselor
program and impact on employee career paths over 18-
36 months

Complete audit of three key HR/Ethics processes by end of
Q4 2021




ADDITIONAL ACTIONS EXTERNALLY

Immediate focus on expanding education, workforce, and
marketplace opportunities in the Black community

External Actions Timing and Expected Outcomes

Greater Data Transparency Issue economic impact report for 2019 spend in Q3 2020

* Issue annual economic impact report highlighting contributions of Issue 2020 community impact report in Q2 2021

supplier diversity spend (e.g., jobs, wages, taxes)
Provide annual community impact report providing details of
philanthropic contributions and featuring nonprofit partners

Industry/External Partnership and Allyship Become AABE Energy Equity partner in Q3 2020

Award initial $100,000 contribution to Black Equity
Collective and $25,000 to African American Alliance Fund33
in Q3 2020

* Join the American Association of Blacks in Energy (AABE) Energy Equity
campaign

Commit incremental $1 million shareholder funding over next five years
to advance racial equity in our communities

Skilled Craft Scholarship Program Launch effort by end of Q2 2021

*  Commit $1 million shareholder funding to pilot four-year $250,000
annual scholarship program supporting line worker students to expand
diversity in the skilled craft workforce pipeline, with an initial focus on
attracting Black participants

L — . dependent upon third-party supplier engagement)
e  Commission marketplace study to assess availability of diverse

businesses in procurement categories where SCE has needs; use findings
to inform access and spend targets, with an emphasis on Black-owned
businesses




Key takeaways

* Don’t just make a statement, communicate a plan of action

» Use social media, the website, the blog, news releases,

community events, and annual reports to communicate your
efforts

» Engage your employees

= Measure your D&l efforts and make the results public
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Thank you! Questions?

Jessica Bailis

Associate Solution Director, Sales Support and Engagement
E Source

303-345-9159
[essica bailis@esource.com

Liji Thomas, CPA, CIA, CRMA, SHRM-CP
Head of Diversity & Inclusion
Southern California Edison
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Fall 2020 E Source

Marketing
Leadership Council

September 22  3:00-5:00 p.m. EDT
September 23  3:00-5:00 p.m. EDT
September 24  3:00-5:00 p.m. EDT
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