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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
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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?

CSAT in 2019

CSAT 

during 

COVID-19

+13%

+9%
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Are utilities effectively communicating 
their responses to COVID-19?

Electric

utilities
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Are utilities effectively communicating 
their responses to COVID-19?

Natural gas

utilities
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Are utilities making COVID-19-related 
decisions in customers’ best interests?

Electric

utilities
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Are utilities making COVID-19-related 
decisions in customers’ best interests?

Natural gas

utilities
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Key takeaways

▪ Overall, 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
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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

▪ Show up and do your part 

▪ Don’t act alone

▪ Solve, don’t sell

▪ Communicate with emotion, compassion, and facts

“Nobody cares how much you know, until 

they know how much you care”
—Theodore Roosevelt

Special Report: Brand Trust and the Coronavirus Pandemic, Edelman Trust Barometer 2020 (PDF)

https://www.edelman.com/sites/g/files/aatuss191/files/2020-03/2020%20Edelman%20Trust%20Barometer%20Brands%20and%20the%20Coronavirus.pdf
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Communicating about 

community involvement 

and investment
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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

Tell specific stories

Make the community the hero

Follow up
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COVID-19 pandemic and BLM movement response
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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

shelby_kuenzli@esource.com

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).

Have a question? Ask E Source!

Submit an inquiry: 

www.esource.com/question

mailto:shelby_kuenzli@esource.com
mailto:anna_nixon@esource.com
mailto:customer_service@esource.com
http://www.esource.com/question
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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



www.esource.com

Diversity, equity, and inclusion

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

Tuesday, September 22, 2020

Jessica Bailis

Associate Solution Director, E Source

Liji Thomas

Head of Diversity & Inclusion, SCE
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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

jessica_bailis@esource.com

mailto:Jessica_bailis@esource.com


© 2020 E Source | www.esource.com 33

Polling the room
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Utilities’ response 

to Black Lives 

Matter
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First to respond: DTE Energy
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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

Duquesne Light Co. (DLC)

Enbridge Gas

Eversource

Fort Collins Utilities

Hydro Ottawa

Hydro-Québec

NW Natural

PECO

Portland General Electric

SDG&E

Southern California Edison (SCE)

Southern Company

Vectren Indiana

Xcel Energy

21
utilities

#BlackoutTuesday posts had the highest engagement rate for the week, surpassing other hashtag 

posts such as #NationalSafetyMonth, #BlackLivesMatter, and #COVID19. Note that these engagement 

rates are specific to utilities’ social media posts from May 31 to June 6, 2020. 

Hashtag Engagement rate (%)*

#BlackoutTuesday 0.59

#NationalSafetyMonth 0.44

#BlackLivesMatter 0.39

#PoweringThruTogether 0.33

#COVID19 0.11

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)

https://www.facebook.com/196315385397/posts/10163440847425398
https://www.facebook.com/307711312635531/posts/3944132415660051
https://twitter.com/ComEd/status/1268268017772908547
https://www.instagram.com/p/CBCFFIeFvjB/
https://www.instagram.com/p/CA8nWN-JUE5/
https://www.instagram.com/p/CA8V381pz64/
https://www.facebook.com/84420741464/posts/10158214845081465
https://www.facebook.com/189849767717443/posts/2988515154517543
https://www.facebook.com/enbridge/posts/10157130135441825
https://www.instagram.com/p/CA8IcsJJGL7/
https://www.facebook.com/640793209334116/posts/3033895986690481
https://twitter.com/hydroottawa/status/1268980430931451909
https://www.instagram.com/p/CA8QLgbncoO/
https://www.instagram.com/p/CA8Rw8QHypN/
https://www.instagram.com/p/CBMXfIKjJPT/
https://www.instagram.com/p/CA8H-zrHMN2/
https://www.instagram.com/p/CA76htLD2aj/
https://www.instagram.com/p/CBE2JR8DRZi/
https://www.instagram.com/p/CA8OuZWBnId/
https://twitter.com/VectrenIndiana/status/1270025032442486784
https://www.facebook.com/130112937326/posts/10157224279412327
https://www.esource.com/001201dt5s/utilities-support-black-lives-matter-movement-and-so-does-e-source
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Alabama Power

Alliant Energy

Austin Energy

BGE

CenterPoint Energy

Con Edison

Consumers Energy

Dayton Power & Light

DTE Energy

Entergy Mississippi

EPB

Eversource

Fort Collins Utilities

Georgia Power

Indianapolis Power & Light Co.

LG&E and KU

Nicor Gas

NIPSCO

NV Energy

NW Natural

Oklahoma Natural Gas

PECO

PGW

PPL Electric Utilities

Puget Sound Energy

Sacramento Municipal Utility District

Southern California Gas Co.

Southern Company

Southern Company Gas

Tacoma Public Utilities

Tucson Electric Power

Tennessee Valley Authority

Xcel Energy

Social media response #Juneteenth 
(June 18 to 20)

33
utilities

Source: Rival IQ

https://www.instagram.com/p/CBnrzykoBLB/
https://www.facebook.com/119644664774976/posts/4036660349740035
https://www.facebook.com/63234252836/posts/1076986346071716
https://www.facebook.com/114351251909317/posts/3565558800121861
https://twitter.com/energyinsights/status/1274050646308794375
https://www.instagram.com/p/CBnhXc8n3to/
https://www.facebook.com/85543026043/posts/10157158558361044
https://twitter.com/DPLToday/status/1274019112822484992
https://www.facebook.com/dteenergy/posts/10158268213706465
https://www.facebook.com/331802453545533/posts/3383271511731930
https://www.facebook.com/355777615019/posts/10157982716300020
https://www.instagram.com/p/CBoLKEyJqoZ/
https://twitter.com/fortcollinsgov/status/1274119827704053764
https://www.facebook.com/360037427392521/posts/3326890044040563
https://www.facebook.com/162717107237992/posts/1564821267027562
https://www.instagram.com/p/CBn45bBlW3d/
https://www.instagram.com/p/CBn9j_Og3_b/
https://twitter.com/NIPSCO/status/1273964555555819520
https://www.facebook.com/84977152935/posts/10158273721827936
https://www.facebook.com/162039410576190/posts/2979286698851433
https://www.facebook.com/370136309792123/posts/1849357915203281
https://www.facebook.com/57553362273/posts/559250041382553
https://www.facebook.com/125628144282786/posts/1555920491253537
https://www.instagram.com/p/CBnXTmhA2Y0/
https://www.facebook.com/120137368013775/posts/3553244294703048
https://www.instagram.com/p/CBoCtranbz3/
https://www.instagram.com/p/CBn1xkYA8UI/
https://www.facebook.com/344175515603105/posts/3207357592618202
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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“Silence is not an option”

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

https://www.edelman.com/sites/g/files/aatuss191/files/2020-06/2020%20Edelman%20Trust%20Barometer%20Specl%20Rept%20Brands%20and%20Racial%20Justice%20in%20America.pdf
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“Talk is not enough”

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

https://www.edelman.com/sites/g/files/aatuss191/files/2020-06/2020%20Edelman%20Trust%20Barometer%20Specl%20Rept%20Brands%20and%20Racial%20Justice%20in%20America.pdf
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Walk the talk
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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
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Energy Trust of Oregon’s workforce 
development goals

Source: Energy Trust of Oregon

▪ Increase the diversity in recruitment
and hiring of employees by 25% by
the end of 2020

▪ Increase participation in the Trade
Ally Network by minority- and 
women-owned business by 50%
each by the end of 2020

▪ Increase the number of projects completed by 
minority- and women-owned trade allies by 
15% by the end of 2020

▪ Increase the number of contracts executed with 
minority- and women-owned businesses by 
15% by the end of 2020
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Supplier diversity
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Metrics and the effect 

of corporate 

citizenship on CSAT
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Diversity metrics

Source: American Electric Power

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

Overall CSAT in 2019

Community and environmental focus in 2019
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Top J.D. Power utility: PPL Electric Utilities

PPL’s overall CSAT in 2019

PPL’s community and environmental focus in 2019
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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



ADDITIONAL ACTIONS INTERNALLY

Strengthening commitment with additional actions based on reviewing 
data and listening to Black employees

Internal Actions Timing and Expected Outcomes

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

• Data shared through this August 2020 presentation

• Standard people metrics dashboard created and deployed 
by Q2 2021

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

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

Talent Accelerator
Accelerate talent movement by pairing officers with high-potential talent30; 
start with Black employees with plans to expand the initiative

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

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

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

Career Counseling
Hire career counselors to help employees navigate their careers at Edison, 
starting with a pilot for the Networkers28 membership

• 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

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 

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

2



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

External Actions Timing and Expected Outcomes

Greater Data Transparency
• Issue annual economic impact report highlighting contributions of 

supplier diversity spend (e.g., jobs, wages, taxes)

• Provide annual community impact report providing details of 
philanthropic contributions and featuring nonprofit partners

• Issue economic impact report for 2019 spend in Q3 2020

• Issue 2020 community impact report in Q2 2021

Industry/External Partnership and Allyship
• 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

• 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

Skilled Craft Scholarship Program
• 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

• Launch effort by end of Q2 2021

Marketplace Development & Supplier Diversity
• 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

• Launch effort in Q4 2020; issue study Q2 2021 (issue date 
dependent upon third-party supplier engagement)

ADDITIONAL ACTIONS EXTERNALLY

3
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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&I 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

jessica_bailis@esource.com

Liji Thomas, CPA, CIA, CRMA, SHRM-CP

Head of Diversity & Inclusion

Southern California Edison

mailto:jessica_bailis@esource.com


Our market research will expand your 
customer knowledge and offer 
insights into other utility successes

“Data provided by E Source is used for shared goals 
throughout the business unit.”

- Large federal utility




