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Methodology

» This year we split the survey to accommodate two customer groups:
» Residential customers
» Small and midsize business (SMB) customers
= 25 utilities responded to residential survey:
= 7 public power utilities
= 18 investor-owned utilities (IOUs)
= 19 utilities responded to SMB survey:
= 4 public power
= 1510Us

» Results generally reported as number of respondents; findings are
directional only and should be interpreted with caution
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2018 participant profile

= AEP Ohio = KCP&L = PSEG Long Island

= Alliant Energy = Manitoba Hydro = Public Service Electric & Gas Co.

= Ameren lllinois = New Jersey Natural Gas = Sacramento Municipal Utility District
= Arizona Public Service = NV Energy = SCANA Corp.

= Colorado Springs Utilities = OUC = Silicon Valley Power

= ComEd = Pacific Gas and Electric Co. = Tacoma Public Utilities

= Energy Trust of Oregon = PECO = Vectren

= FortisBC = Portland General Electric = WPS/Integrys Group

= |daho Power = PPL Electric Utilities = Xcel Energy

Gas-only
, et utiities
Public 2
L4
power
utilities Dual-fuel
8 utilities
13
Investor- .
Electric-
owned onl
utilities n'y
19 utilities
12
Base: Number of utilities by utility type. Base: Number of utilities by North American region. Base: Number of utilities by service type.
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State of utility residential marketing
Gaining support to tackle the job ahead

m9or10 m7o0r8 = 1 through 6

My utility provides residential customers with a consistent brand
experience across different channels

My utility's executive leadership is supportive of our residential marketing
efforts

My utility uses a data-driven appraoch to target residential customers
I'm satisfied with the general direction of residnetial marketing at my utility.
My utility is one of the leaders in the energy industry when it comes to

residential marketing
My utility allocates sufficient resources for our residential marketing efforts

Agreement statement

My utility has a residential marketing improvement process in place that
helps us change our tactics as needed.

Number of participants

Base: Total number of respondents (n = 25). Question S1_8: Using a scale of 1 to 10, where 1 means strongly disagree and © E Source (2018 Residential Utility Marketing Survey)

10 means strongly agree, please indicate how strongly you agree or disagree with each of the following statements.
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Top 3 marketing challenges

» Effectively marketing to unengaged customers
* Turning awareness into program enrollments

= Integrating marketing efforts into a broader customer-
experience plan

Base: All residential participants (n = 25 utilities) and all small and midsize business participants (n =29 utilities). Question S1_5: What are the top three residential marketing issues or © E Source (2018 Residential Utility Marketing Survey)
challenges you expect to focus on in the next 12 months? Select up to three responses.
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Most-cost-effective channels

Residential customers SMB customers
Email
Utility website ngher Trade allies
Social media cost-effectiveness Utility website
SISl (= 8.0 average rating) Emall
Text messages Paid search

Paid search marketing

marketing

Online chat

Print advertising

TV Outdoor ads

Lower
Outdoor ads f . v
Outreach and cost-effectiveness Print advertising
community events (<6.0 average rating)
Base: All residential respondents (n = 25), All business respondents (n = 19). Question S3_1 (residential)/S4_1 (SMBs): Using a scale of 1 to 10 where 1 means not at all cost- © E Source (2018 Residential Utility Marketing Survey)

effective and 10 means extremely cost-effective, please rate the general cost-effectiveness of the following channels for marketing to [residential or SMB] customers.
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Channel-specific metrics

Used less

Website

Total and unique
page views
Actions (clicks,
downloads,
outlinks, and
internal site
searches)

Channel-specific

traffic
Bounce rate

Average time
spent per visit

(n = 25 utilities)

Social
media

Number of click-
throughs

Number of
impressions

Number of likes,
favorites, or pins

Customer
interactions

Total number of
fans or followers

Increase in fans
or followers

Sentiment

(n = 25 utilities)

Digital
display

Click-through
rate

Page view lift/
increase

Bounce rate
Cost per new
visitor

Actions for rich-
media display
ads

Visitor-to-
conversion rate

(n = 25 utilities)

Email

Open rate

Click-through
rate

Unsubscribe rate
Bounce-back rate
Delivery rate
Conversion rate
List growth

Email sharing/
forwarding

(n = 22 utilities)

Base: Utilities that use [channel] to market to residential or small and midsize business customers (n sizes vary as shown above). Questions S5_1-S5_5: Which of the following
marketing metrics does your organization gather for each customer segment for [channel], if any?
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Direct
mail

Response rate

Cost per
response

Conversion rate
Unsubscribe rate

(n = 25 utilities)

© E Source (2018 Residential Utility Marketing Survey)
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Residential segmentation leads the way

Residential customers SMB customers

Base: Residential marketing respondents (n = 25 utilities). Base: SMB marketing respondents (n = 19 utilities). Question
Question S3_4: Does your utility segment its residential S4_4: Does your organization segment its small and midsize
customers for_marketing purposes? business customers for marketing purposes?

© E Source (2018 Residential Utility Marketing Survey)
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Residential segmentation

Types of segmentation Data sources
Personal g
. 19 Third-party
J'L" i } 18 segmentation provider

Household
characteristics

Psychographics
(attitudes, behaviors) 11 Census
EROEEpITE 7 { Assessor’s property data
Past program
ﬁ participation
} 1

Base: Residential marketing respondents who use segmentation to market to residential customers (n = 19 utilities). Question S3_4b: How do you segment your residential © E Source (2018 Residential Utility Marketing Survey)
customers? Please select all that apply. Question S3_5a: Whichdata sources do you use to inform your residential customer segments? Please select all that apply

Internal data
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SMB segmentation

Types of segmentation Data sources

=
Energy savings 11

potential
o {
Past program
partlgpgnon }10
8 Third-party segmentation
provider
: Business type 7
: or sector
7 Census
3 {
J,:,L Number of employees 3

Square footage

2

Oth er Base: Residential marketing respondents who use segmentation to market to residential customers (n = 16 utilities). Question S4_4b: How do you segment
your residential customers? Please select all that apply. Question S4_5a: Which data sourced do you use to inform your residential customer segments?
Please select all that apply. Note: NAICS = North American Industry Classification System. © E Source (2018 Residential Utility Marketing Survey)
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Marketing basics
Key takeaways
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Organizational
structure
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Marketing resides largely in corporate communications
and customer service departments

Residential marketing

Other Stand-alone

Products and department
servlces \

Corporate
Demand-side communications
managementor 10
energy
efficiency
9

Sales Custqm er
1 service
5

Base: Residential marketing respondents (n = 25). Question S1_13: In which department(s) does residential marketing
reside? Please selectall that apply

SMB marketing

Other
1

Stand-alone
department

5
Demand-side
management or
energy
efficiency
10
Corporate
communications

9

Sales
3 Customer
service
3

Base: SMB marketing respondents (n= 19). Question S1_13: In which department(s) does residential marketing reside?
Please select all that apply

© E Source (2018 Residential Utility Marketing Survey)
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Marketing budget allocations

By customer group

Average marketing budget allocations

Other
All customer groups 0%
combined

17%

Business customers Residential
24% customers
59%
Base: Unique residential and SMB marketing participants who know their departments marketing budget (n = 31). Question S2_3: Generally speaking, what percentage of the © E Source (2018 Residential Utility Marketing Survey)

overall corporate marketing budget (including employee salaries, technology, events, and consultants) is spent on marketing o residential and business customers?
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Marketing budget allocations

By topic area

Residential marketing budget

, Other Corporate
Revenue-generating 6% communications
products or services \ 12%
9% [
Renewable Customer service
energy T— 12%
7%
Demand response
5%
Distributed energy
resources (DERS)
Energy 1%
efficiency
48%

Base: Residential marketing respondents (n = 25). Question S2_5: Including all operating companies or service territories,
what percentage of your utility's annual Residential marketing budget (including employee salaries, technology, events,
and consultants) do you expect to spend within the following areas in FY2018?

E © 2018 E Source | www.esource.com

SMB marketing budget

Corporate
Other communications
0,
15 @\ 3% Customer service
_ 8%
Revenue-generating /- ’
products or services Demand

response

4% \
Renewable 10%
energy | \ .
5% A Distributed energy
\ resources (DERS)
4%

Energy
efficiency
51%

Base: SMB marketing respondents (n = 19). Question S2_5: Including all operating companies or service territories,
what percentage of your utility’'s annual SMB marketing budget (including employee salaries, technology, events, and
consultants) do you expect to spend within the following areas in FY2018?

© E Source (2018 Residential Utility Marketing Survey)
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Utilities use variable staffing

50
40
i
® Full-time equivalents (FTES) £ 3 °
exclusively dedicated to 3 @
. P (7]
marketing activities £ ®
2 10 ® ° @
®
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110 99,999 100,000 to 200,000 to 400,000 to 1 million to 2 million to More than 3
199,999 399,099 999,999 1,999,999 2,999,999 million
Number of Residential Customers
50
¢ FTEs occasionally 40 * .
dedicated to marketing i %
activities -
o L
3 2 * *
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=
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© E Source (2018 Residential Utility Marketing Survey)

Number of Residential Customers

Base: Total sample (n = 25 utilities). Question S1_18 (x-axis, both graphs): Including all operating companies or service territories, approximately how many residential customers does your utility serve? Question S1_16 (y-axis, top graph): Approximately how many full-time

equivalents (FTEs) are exclusively dedicated to residential marketing activities at your utility? Question S1_17 (y-axis, bottom graph): Now we'd like you to think about employees who are not exclusively dedicated to residential marketing activities, but are occasionally responsible
for residential marketing. Approximately how many individual employees across all departments are at least occasionally responsible for residential marketing activities at your utility? Note: Each data point in the graph represents a utility in the sample.



=

Small to midsize utilities use variable staffing for

SMB marketing

® Full-time equivalents (FTES)
exclusively dedicated to
marketing activities

4 FTEs occasionally
dedicated to marketing
activities

© E Source (2018 Residential Utility Marketing Survey)

Number of SMB Customers

50
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Base: Business marketing survey respondents (n =18 utilities). Question S1_18 (x-axis, both graphs): Including all operating companies or service territories, approximately how many [small business, midsize business] customers does your utility serve? Question S1_16 (y-axis,

top graph): Approximately how many full-time equivalents (FTEs) are exclusively dedicated to SMB marketing activities at your utility? Question S1_17 (y-axis, bottom graph): Now we'd like you to think about employees who are not exclusively dedicated to SMB marketing

activities, but are occasionally responsible for SMB marketing. Approximately how many individual employees across all departi

ts are at least occasionally responsible for SMB marketing activities at your utility? Note: Each data point in the graph represents a utility in the sample.



Utilities plan internally and produce
creative externally

Residential marketing

H Internal ® Qusourced

Planning

Research 65 35

Evaluation 63 38

Area of marketing

Implementation 50 50

Production

0% 20% 40% 60% 80% 100%
Average percentage

Base: Residential marketing participants using agencies (n = 20). Question: S6_2: Generally speaking, what share of your utility's overall residential marketing is done internally vs outsourced to © E Source (2018 Residential Utility Marketing Survey)
an agency? Outsourcing can range from outsourcing an entire program to just a fraction of a program. Please make sure your arswers for each column sum to 100%. Your best estimate is OK.
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Utilities often work with implementation
contractors and agencies for marketing

Implementation Over 3/5 utilities work with
1 X TN T9r1 TR TR

Implementation contractors

Y TRUY TRY TROY YT 11 3/5 utilities work with

agencies

_ Less than 1/5 utilities do not
2> LY LapX T Tt N work with agencies or

Implementation contractors

Base: Residential and SMB marketing participants (n = 44). Question S6_1: It's important for utilities to know more about how the industry is working with implementation contractors and © E Source (2018 Residential Utility Marketing Survey)
agencies. Who does your utility work with for residential marketing efforts? Please select all that apply
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Organizational structure
Key takeaways

E © 2018 E Source | www.esource.com 27




Any suggestions for the next utility
marketing survey?




Thank you! Questions?

Meredith Ledbetter

Senior Analyst,

Marketing & Communications
meredith_ledbetter@esource.com

Have a question? Ask E Source!
Laura Ruff Submit an inquiry:
Analyst, WWW.esource.com/question

Market Research
Laura Ruff@esource.com

You're free to share this documentin 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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