Appendix A: Letter inviting participants to market research survey
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QIS Seattle City Light
700 5th Ave
Seattle, WA 98124-4023

354 /1-1-354
Seattle City Light Customer
2433 79th Ave NE
Medina WA 98039-1518
AU L e e Ui
700 5th Ave. | P.O. Box 34023 | Seattle WA 98124-4023
TeL (206) 684-3000 Trv/T0D (206) 684-3225 FAX (206) 625-3709
U \ seattle.gov/light
QIII\ Seattle CIty ng ht twitter.com/SEACityLight facebook.com/SeattleCityLight

Dear Seattle City Light Customer,

Seattle City Light has a six-year strategic plan that is updated every two years. The plan provides a
blueprint for making informed decisions about the future by outlining strategies, objectives and
initiatives that the utility will implement to ensure our mission: delivering customers affordable, reliable
and environmentally responsible electricity services.

It is important to us that we hear from you as we develop the 2019-2024 Strategic Plan, and we invite
you to take an online survey. We are using this survey to gather your input on key strategies identified
to meet both utility and customer goals as well as feedback on how we are doing on meeting
customers' expectations.

The survey is completely anonymous and should take less than 10 minutes to complete. Once you have
submitted the survey, you will be given the option to enter to win one of six $100 gift cards. The survey
is available online at: http://sgiz.mobi/s3/SCLPlanSurvey.

On the survey site, you'll be asked for a Login and Password. Please use the below Login and Password:

Login: [ID_NUM]
Password: [PASSWORD]

Please submit your survey by Wednesday, October 18, 2017.

If you have any questions or comments about the survey, please contact us at
scl_strategicplan@seattle.gov.

Thank you in advance for your valued feedback.

Sincerely,

Larry Weis
CEO
Seattle City Light

An equal employment opportunity, affirmative action employer. Accommodations for people with disabilities provided upon request.



:Desea dejar sus comentarios sobre las futuras estrategias de Seattle City Light? Solicite una encuesta
en espafol enviando un correo electronico a scl marketing@seattle.gov.

Quy vi c6 mudn dong gop ¥ kién cho cac chién lvoc trong trong lai clia Seattle City Light khong? Hay
glri email dén scl _marketing@seattle.gov dé yéu cau ban khao sat bang Tiéng Viét.

Gusto mo bang magbigay ng opinyon tungkol sa mga diskarte ng Seattle City Light sa hinaharap?
Hilingin ang iyong survey sa Tagalog sa pamamagitan ng pag-email sa scl marketing@seattle.gov.

2k= Seattle City Light A =0l et 2/ A2 MSSHAI A S LI scl_marketing@seattle.govE
OlHY=ES BLHAAN St=20H E2 T AIE QLEGIMIR.

e AEX) Seattle City Light PARARESHEHER WL ? K& M Tl fE &
1 marketing@seattle. gov, & RIIGH ChRIFAE A 45 o

R EAEE By Seattle City Light AVRKEISIRIEE R 2 HFE TR
scl marketinge@seattle.gov » 5 KBS HEEN M EHRHE -

Ma rabtaa inaad siisid tallo xeeladaha mustagbalka Seattle City Light? Codsiga sahankaaga oo af
Soomaali ah adiga oo i-meel usoo dirayo scl marketing@seattle.gov.
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Appendix B: Market Research/Survey instrument




Seattle City Light Strategic Plan Update Survey

(untitled)

Seattle City Light updates its Strategic Plan every two years. This survey is your opportunity
to tell Seattle City Light what you think is most important for us to focus on as we update the
Strategic Plan.

The survey will take about 10 minutes or less to complete and your answers are confidential.
Please do not exit the survey until you have completed it. Do not use the "Back" arrow in
your browser. Use the "Back™ button at the bottom of each page if you want to return to
an earlier page.

After completing the survey you can enter to become eligible to win one of six $100 Amazon
gift cards.

Please complete the survey no later than October 13, 2017.

We thank you in advance for your participation!

(untitled)

Page exit logic: Skip / Disqualify Logic

IF: Question "Please identify yourself as one of the following for this survey:" #1 is one of the
following answers ("Don't know","None of the above") THEN: Disqualify and display:

Sorry, you do not qualify to take this survey.



EEEShow/hide trigger exists.
1. Please identify yourself as one of the following for this survey: *

C  Seattle City Light residential customer

C  Seattle City Light commercial customer (this includes businesses that
offer residentail services)

C  Don't know

©  None of the above

(untitled)

EEEEShow/hide trigger exists.
2. How long have you been a Seattle City Light customer? *

€ Lessthan 2 years
€ 2yearsto 5 years
C  6yearsto9years

C 10 or more years

(untitled)

¢ Since 2013, Seattle City Light has had a strategic plan to lay a foundation for
meeting the current and future needs benefiting the public and our customers.

e The 2019-2024 Strategic Plan provides a blueprint for making informed decisions
about the future.

e The existing plan will be updated to reflect current conditions, incorporate
necessary adjustments, and provide a report on progress being made.



IEEEShow/hide trigger exists.
3. Were you aware before this survey that Seattle City Light has a Strategic

Plan to guide our ability to meet customers' current and future electric
needs? *

C No

C Yes

Hidden unless: Question "Were you aware before this survey that Seattle City Light

has a Strategic Plan to guide our ability to meet customers' current and future electric needs?"
#3 is one of the following answers ("Yes")

4. How did you know about the Strategic Plan?

[ Attended a meeting
[ Read something about ittheard about it
- Participated in a previous survey or focus group

— Other (please specify)

™ Don't know

(untitled)

5. List up to three things that you think Seattle City Light should focus on over
the next six years as they update the Strategic Plan?

1.

(untitled)




6. Which one of the following is most important and which one is least
importantfor Seattle City Light to focus on in the update of the Strategic
Plan? If you like, you can use the "Comments" box to explain your choices.

IF TAKING THE SURVEY ON A PHONE, PLEASE TURN YOUR PHONE
TO LANDSCAPE ORIENTATION SO THAT YOU CAN SEE ALL OF THE
ITEMS. *
Please note: You will be evaluating 4 sets of statements. Click
NEXT to advance to the next set.

Most Least
important Focus for Strategic Plan important

Providing financial assistance to our low income

C C
customers
c Attract and retain a high-quality workforce c
C Keep bills low C
1 of 4 sets
Comments

(untitled)




7. Please rank the following key objectives of the Strategic Plan from most
importantto least important.
If completing the survey on a tablet or a phone, just tap the objectives in
order from most important to least important.

Increase
workforce
performance
and safety

Stronger
environmental
stewardship

Leadership in
clean energy
solutions

Improve
customer
service

Improve rate
predictability

Enhance
organizational
performance

(untitled)




Hidden unless: Question "Please identify yourself as one of the following for this
survey:" #1 is one of the following answers ("Seattle City Light residential customer")

8. Which of the following statements describes your opinion about your
electricity bill?

C My bill amount is reasonable
C My bill amount is too high

I have no opinion about my bill amount

Hidden unless: Question "Please identify yourself as one of the following for this
survey:" #1 is one of the following answers ("Seattle City Light residential customer")

9. Which of the following is true for you regarding your electric bill amount?
(select all that apply)

I My bill amount is lower than some places | have lived
I My bill amount is about the same as some places | have lived
I My bill amount is higher than some places | have lived

" I have not lived any other place where | had to pay an electric bill

(untitled)

10. If you have any additional comments or suggestions that you would like
Seattle City Light to consider when developing the 2019-2024 Strategic Plan,
please share them here.

(untitled)




11. On a scale of zero to ten, how likely would you be to provide a positive
opinion of Seattle City Light to someone who was new to the Seattle City
Light service area?

Not

Extremely
atal ¢ ¢ ¢ ¢ ¢ C c C c likel
likely y
0 1 2 3 4 5 6 7 8 9 10
(untitled)

Hidden unless: Question "How long have you been a Seattle City Light customer?" #2
is one of the following answers ("2 years to 5 years","6 years to 9 years","10 or more years")

12. Please indicate how much you agree or disagree with the following
statements. Over the last two years, Seattle City Light has:

Strongly disagree
Disagree

Neither disagree nor agree
Agree

Strongly agree

Don't know

Established rates that are more predictable

L SR

Strongly disagree
Disagree
Increased customer energy efficiency and  Neither disagree nor agree
conservation programs  Agree
Strongly agree
Don't know

L S

Strongly disagree
Disagree
Used technology to improve customer service and  Neither disagree nor agree
communication  Agree
Strongly agree
Don't know

IR

Strongly disagree
Disagree
Enhanced existing and added new infrastructure ~ Neither disagree nor agree

R R a

it



10 Meet CusIomer neeas  Agree
Strongly agree
Don't know

L

Strongly disagree
Disagree

Neither disagree nor agree
Agree

Strongly agree

Don't know

Increased focus on safety

- i

Strongly disagree
Disagree

Neither disagree nor agree
Agree

Strongly agree

Don't know

Improved power reliability and availability

IRl

Strongly disagree
Disagree
Increased efforts to enroll customers into ourlow  Neither disagree nor agree
income assistance programs  Agree
Strongly agree
Don't know

L i

(untitled)

As a reminder, your answers to all of the survey questions, including the following
demographic questions, are confidential and will be grouped with the answers of other
respondents to identify trends and patterns.



Hidden unless: Question "Please identify yourself as one of the following for this
survey:" #1 is one of the following answers ("Seattle City Light residential customer")

13. What is your home zip code?

98057
98101
98102
98103 &
98104 &=
98105 &2
98106 &2
98107 &2
98108 &2
98109 £
98112 &
98115 &
98116 &
98117 &
98118 &
98119 &
98121
98122 &
98125 &
98126 %
98133 &
98134 &2
98136 &
98144 &2
98146
98148 &
98154 &2
98155 &2
98164 2
98166
98168 &2
98177 &
98178 &
98188 &
98195 &2
98199

it

it



Hidden unless: Question "Please identify yourself as one of the following for this
survey:" #1 is one of the following answers ("Seattle City Light commercial customer (this
includes businesses that offer residentail services)")

14. What is your business zip code?

98057
98101
98102 &
98103 &
98104 &
98105 £
98106 &
98107 &
98108 &2
98109 &
98112 &
98115 £
98116 &
98117 &
98118 &
98119 £
98121
98122
98125 &
98126
98133 &
98134 £
98136 £

i

fi

it



Hidden unless: Question "Please identify yourself as one of the following for this
survey:" #1 is one of the following answers ("Seattle City Light residential customer")

15. Do you own or rent where you live?
C  Own
C  Rent

~ Other (please specify)

(untitled)

Hidden unless: Question "Please identify yourself as one of the following for this
survey:" #1 is one of the following answers ("Seattle City Light residential customer")

16. On average, how much is your electric bill?
C  Less than $50, every two months
€ Between $50 and $150, every two months
€ More than $150, every two months

C  Don't know




Hidden unless: Question "Please identify yourself as one of the following for this
survey:" #1 is one of the following answers ("Seattle City Light commercial customer (this
includes businesses that offer residentail services)")

17. Including yourself, how many local employees does the company you
work for have?

C 1 employee

C  2to 9 employees

C 10 to 49 employees

C 50 to 249 employees

¢ 250 employees and over

C  Don’t know



Hidden unless: Question "Please identify yourself as one of the following for this
survey:" #1 is one of the following answers ("Seattle City Light commercial customer (this
includes businesses that offer residentail services)")

18. Which of the following best describes your business? (select all that
apply)
I Transportation Services
Retail / Food Sales
Technology / IT
Construction/ Manufacturing
Professional / Legal Services
Health Care / Social Services
Arts / Entertainment /Recreation
Real Estate

Lodging/Hospitality

I O O O 0 O O 1 7

Other - Write In

Hidden unless: Question "Please identify yourself as one of the following for this
survey:" #1 is one of the following answers ("Seattle City Light commercial customer (this
includes businesses that offer residentail services)")

19. Is your company registered with the city as a certified Women and
Minority Owned Business (WMBE)?

C No
C Yes

C  Don't know




20. How do you identify?

(@

(@

c

Male
Female

| identify as (please specify)

21. What is your age?

(@

Ie

c

Under 18
18-24
25-34
35-44
45 - 54
55 - 64
65-74

75+




22. How do you identify?
C  White or Caucasian
C  Black or African American
€ American Indian or Alaska Native
C  Asian or Asian American
€ Native Hawaiian or Other Pacific Islander

~ Other race or combination of races (please specify)

Hidden unless: Question "Please identify yourself as one of the following for this
survey:" #1 is one of the following answers ("Seattle City Light residential customer")

23. What was your total household income (before taxes) for 20167?
€ Less than $25,000
C  $25,000 to less than $35,000
$35,000 to less than $50,000
C  $50,000 to less than $75,000
C  $75,000 to less than $100,000
C $100,000 to less than $150,00
C  $150,000 to less than $200,000

€ $200,000 or more

(untitled)

Page exit logic: Skip / Disqualify Logic

IF: Question "Seattle City Light is developing an online panel of customers who are interested
in periodically responding to surveys or participating in focus groups. Would you be interested
in being added to this online panel of Seattle City Light customers?" #24 is one of the
following answers ("Yes") THEN: Redirect to: sgiz.mobi/s3/SCL-Online-Customer-Panel



http://sgiz.mobi/s3/SCL-Online-Customer-Panel

24. Seattle City Light is developing an online panel of customers who are
interested in periodically responding to surveys or participating in focus
groups. Would you be interested in being added to this online panel of
Seattle City Light customers? *

C No

C Yes

Thank you for taking our survey. Your response is very important to us.

Action: URL Redirect
SCL sweepstakes form



Appendix C: Market Research Final Report




) Seattle City Light

STRATEGIC PLAN UPDATE SURVEY

Summary of Results

Prepared by PRR | November 2017




OBJECTIVES AND METHODOLOGY

* Research Objectives
o Identify customer priorities for strategies laid out in the 2019-2024 strategic plan update
0 Measure how City Light is doing currently in meeting customer expectations

0 Measure awareness of the strategic plan

* Methodology

o0 Residential and General Commercial: random sample, email/mail; oversampling of UDP
customers

o Key accounts: all contacts, email from account managers

Residential General Commercial Key Accounts
Oct 9-23, 2017 Oct 9-23, 2017 Oct 2-13, 2017

Response rate 4% 2% 7%
Qualified respondents 1377 230 58
Margin of error +/-3% +/- 6% +/- 12%

“‘HR* Seattle City Light THE NATION'S GREENEST UTILITY | 2




KEY FINDING # 1

* Customers want City Light to plan for the future while keeping costs down.

* Their top three priorities for the utility are:
0 Be leaders in environmental and renewable energy
o Invest in technology for operational improvements

0 Keep costs down

* Recommendations:

o Ensure the updated strategic plan aligns with what is most important to customers

0 Use priorities to start a conversation with customers about what they want from the utility;
continue to dig deeper

‘\‘jﬁ Seattle City Light THE NATION'S GREENEST UTILITY | 3




KEY FINDING # 2

* City Light is outperforming many other gas and electricity utilities in customer
satisfaction.

* Based on the Net Promoter Score (NPS):

o NPS among residential customers is 9, among general commercial customers it's 2, and among
key accounts it's 3.

0 Many other utility companies have lower or even negative NPS's.

* Recommendations:
o Continue providing strong customer service to all customers

o Invest in operational improvements to address concerns among commercial customers

‘\‘jﬁ Seattle City Light THE NATION'S GREENEST UTILITY | 4




KEY FINDING #3

* Customers see improvement in City Light's performance over the last two years,
but there is still a lack of awareness about what City Light is working on.

* The areas where the largest number of customers have seen improvement are:
o Increased energy efficiency and conservation efforts
o The use of technology to improve customer service and communications

o Improved power reliability and availability

* Recommendations:

0 Increase communication about City Light performance outcomes, especially around areas where
customers reported less improvement

0 Assess strategies and investment in areas where customers reported less improvement and
decide if further action is needed

o Build strategies and plans for increasing awareness of and involvement in the strategic plan

‘\‘jﬁ Seattle City Light THE NATION'S GREENEST UTILITY |




ADDITIONAL INSIGHTS

* Report back to participants what City Light learned from the survey and how this
information informed the strategic plan’s development

* Increase attention given to commercial customers (and to small-to-medium sized
business in particular), both in terms of investment and customer service

* Develop communications strategies and programs that adapt and align to City Light's
changing service territory (i.e. shifting demographics of age and home ownership)

* Use priorities identified through the online survey to test messaging about City Light
programs and performance

* Recognize that different personas have different priorities and needs; address them
accordingly

‘\‘jﬁ Seattle City Light THE NATION'S GREENEST UTILITY | 6



#)) Seattle City Light

DEMOGRAPHICS




RESIDENTIAL RESPONDENTS BY LOCATION

Seattle City Light Strategic Plan Survey Seattle City Light Strategic Plan Survey
Zip Code Distribution Zip Code Distribution
Base: Residential Respondents (n = 1,363) Base: UDP Participants (n=96)

%% of UDP Respondents

L ——

1.0% 8.3%

% of Residential Respondents

1T

2 OpenStreetMap contributors ® OpenStreeiMap contributors
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RESIDENTIAL CUSTOMERS (N=1,377)

Income

48% $200,000 or more
female $150,000-less than $200,000
$100,000-less than $150,000

$75,000-less than $100,000

52% $50,000-less than $75,000
' ' % O
48% Own
male $35,000-less than $50,000 o
$25,000-less than $35,000 52 A’ Rent
Less than $25,000
Ra ce 0% 5% 10% 15% 20%
Ameri Indi
rican Indian Asian or Asian
or Alaska A . 10%
Native, 1% merican, o

Age

Black or African

American, 3% 25%
Native Hawaiian 20%
or Other Pacific
o)
Islander, 0.50% 15%
10%
5%
White or 0%
Caucasian, 83% 18-24 25-34 35-44 45-54 55-64 65-74 75+

‘\‘jﬁ Seattle City Light THE NATION'S GREENEST UTILITY | 9




GENERAL COMMERCIAL CUSTOMERS (N=230)

250 1 employee
50 to 249 employees 8% Seattle City Light Strategic Plan Survey
employees andgoc/auver Zip Code Distribution
12% Base: General Commercial Respondents (n=227)

% of General Commercial Respondents

0.2 [ T - =

2to9

10 To 49 employees
emgoc:;/ees 1%
(]
25% 23%
21%
20%
0,
15% 11% 12% ‘g
(]
\ 9% 9% patry
10% 7% g - \ be11s
1.8% 13%
5% \
5% 3% -
0, 0,
2% 2% 0 I 516 | o
8% | 0.
ox W N .
K 5 QL QN L & & 2 @ e
< ) :
A c\‘& \@\& £° e,d‘& v\&"b e\e & @‘\"Q' Q}& Sl =1
T I S O R T N G 0% || ogiss |
d S & NN @ X 2 (P
& RPN F & £ & & & \¢
<& o(@ b\(‘% &R e@é\ QY \@ < &
K O '\<‘(Q & DN ¢
,\k'b(\ (@ O& s r—,':’\o \)é’ ‘(\Q’
\?f N S\Qf ‘é A\ @ OpenSireetMap contributors
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KEY ACCOUNTS (N=58)

10to 49
employees
23%

Seattle City Light Strategic Plan Survey
Zip Code Distribution
Base: Key Commerical Respondents (n = 58)

0% | ) 0%

% of Key Commercial Respondents

175 [ 7 2%

250
emp|oyees 50 to 249
and over employees
60% 17%
30% 27%
25% 22%
20%
15%
15% 11%
10% % °
0
5%
4% 4%
5% - I ° 2% I I 2%
0% . . || ||
& S Q Q 0\ X SRR (] 3
AN IR O v
\o°° (_)q} & & £ \(‘5‘ 5‘5‘ @6‘ (_)e} Q}Q/ R
\\Qo &\o(\ \\2\o \ng 5 Qfé Q?\ N O’z} (€
PO AR P RN AR GRS A
S ® ) L & N\ QN \ X8
J & & K\ RO @ @
&Y 8 O
’\‘ ,@} «0‘& KQ:—’ \$\> '2}%\ B OpenStreetMap contributors
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#)) Seattle City Light

DETAILED FINDINGS




HOW AWARE ARE CUSTOMERS OF THE STRATEGIC PLAN?

Most residential and general
commercial customers were
NOT aware City Light had a

Strategic Plan.

M Residential (n=1370) B Gen. Commercial (n=235) Key Commercial (n=68)

No 80%

Yes 20%

62%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90%

Q: Were you aware before this survey that Seattle City Light has a Strategic Plan to guide our ability to meet
customers' current and future electric needs?
Base: All respondents.

‘\‘jﬁ Seattle City Light THE NATION'S GREENEST UTILITY | 13



WHAT DO CUSTOMERS WANT US TO FOCUS ON MOST?

M Residential (3,344) B Gen. Commercial (526) B Key Commercial (145)

27%

Cost Concerns 23%
24%

) 22%
Alternative Energy 18%

Infrastructure Improvements 19%

2
N

30%

14%
Environmental C . 1o, : R
nvironmentel Foncerns IR 6% | Top 3 themes provided by Residential
g% and General Commercial: cost
Customer Service _ 9% .
6% concerns, alternative energy and
oy, — infrastructure improvements
Reliability 6%
e e 14%
, 2% Top 3 for Key Accounts: infrastructure
Safety and Security 4% .
1% Improvements, cost concerns,
. . 3% environmental concerns
Outreach/Education/Community Engagement 4%
Y 3%

Q: List up to three things that you think Seattle City Light should focus on over the next six years as they update
the Strategic Plan.
Base: Comments by all respondents.

‘\‘jk Seattle City Light THE NATION'S GREENEST UTILITY | 14




A1 Realize not everyone in
Seattle is earning 6 figures
or s subsidized and can
pay huge increases. n

A1 ppase out the use of fossil
fuels as a source of
Seattle's electricity. n

A1 Infrastructure repair and
upkeep so people do not
lose their electricity as
much, as often, etc.

&) Seattle City Light

CUSTOMER INPUT ON THEIR TOP PRIORITIES

A # Consistent and correct
billing on coordinated
schedule. 144

44 Promoting commercial and
residential solar and wind
(nstallation. rs

44 Upgrading and replacing
infrastructure as needed to
Improve emergency
response service. 14 4

A1 Long term investment in
changing to underground
wiring to decrease poweryy
outages.

A1 Minimize price increases. I ¥

A4 Developing clean energy
solutions and renewable
energy solutions. 44

THE NATION'S GREENEST UTILITY | 15




Technologies to improve service, costs, and safety
Clean energy

Improve power reliability

Keep bills low

Conservation programs

Hydroelectric dams

Climate change

Low income assistance programs

Attract and retain a high quality workforce
Rate transparency

Access usage data online

Pay bill online

W Most important

25%

31%

52%

65%

PRIORITIES FOR RESIDENTIAL CUSTOMERS

Least important

16%

22%

15%

28%

27%

20%

25%

0% 20%

110%
5% 74%

40%

60%

80%

Not chosen
135 Mo;t ir-n-portant
priorities for
21% residential
35% respondents
30%
32%
40%
36%
43%
47%
32%
25%
21%

100%

Q: Which one of the following is most important and which one is least important for Seattle City Light to focus
on in the update of the Strategic Plan? [Respondents select “most” and “least” important priority out of 4 sets of
3 statements (they review 12 statements total)]
Base: All residential respondents (n=1,377)

\ﬁﬁ Seattle City Light

THE NATION'S GREENEST UTILITY | 16




PRIORITIES FOR GENERAL COMMERCIAL

B Most important I Least important B Not chosen

Technologies to improve service, costs, and safety 12% 32% MOS.t |r.n.portant
priorities for
Improve power reliability 13% 33% general
Clean energy ISV 18% 30% commercial
Hydroelectric dams ~ IEEEEG—G—EOY; 18% 34% respondents
Keep bills low 50— 25% 30%
Climate change I ——— 23% 32%
Attract and retain a high quality workforce [IIIENI28 NN 38% 34%
Conservation programs  [INEEEN227N 33% 43%
Low income assistance programs [INTSY NN 27% 55%
Rate transparency NI %N 56% 30%
Access usage data online IO 65% 26%
Pay bill online 6%l 71% 23%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90%  100%

Q: Which one of the following is most important and which one is least important for Seattle City Light to focus
on in the update of the Strategic Plan? [Respondents select “most” and “least” important priority out of 4 sets of
3 statements (they review 12 statements total)]

Base: All general commercial respondents (n=230)

‘\‘jﬁ Seattle City Light THE NATION'S GREENEST UTILITY | 17




PRIORITIES FOR KEY CUSTOMERS

B Most important Least important M Not chosen

e Most important
priorities for

key commercial
respondents

Improve power reliability

Hydroelectric dams NN 14%  EENERY

Technologies to improve service, costs, and safety NI 21% S 28%
Conservation programs 07— 21% S 30%

Attract and retain a high quality workforce NN 16% ST

Keep bills low NS/ 28% S 34%

Rate transparency IS 27 N 32% 3%

Clean energy IEEN257 NN 37% e 38%

Climate change N0 41% 3%

Access usage data online TSN 52% S 30%

Low income assistance programs  [INGSEE 42% A%
Pay bill online 0% 85% L 14%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Q: Which one of the following is most important and which one is least important for Seattle City Light to focus
on in the update of the Strategic Plan? [Respondents select “most” and “least” important priority out of 4 sets of
3 statements (they review 12 statements total)]

Base: All key account respondents (n=58)

“‘ﬁﬁ Seattle City Light THE NATION'S GREENEST UTILITY | 18




RESIDENTIAL CUSTOMER RANK OBJECTIVES

Overall No. of
Item Rank Rank Distribution Score Rankings
Leadership in clean energy solutions 1 I ‘ 6,088 1,307
Stronger environmental stewardship 2 I ‘ 5462 1,309
Increase workforce performanceand 3 I ‘ 4476 1,307
safety
Improve rate predictability 4 B 4256 1,310
Improve customer service 5 . ‘ 3,691 1,304
Enhance organizational performance 6 . ‘ 3,552 1,301
[ | | [ |
Lowest Highest
Rank Rank

Q: Please rank the following key objectives of the Strategic Plan from most to least important.
Base: All residential respondents (n=1,297)

‘\‘jﬁ Seattle City Light THE NATION'S GREENEST UTILITY | 19




GENERAL COMMERCIAL CUSTOMER RANK OBJECTIVES

Overall No. of
Item Rank Rank Distribution Score Rankings
Leadershipin clean energy solutions 1 ‘ - 899 210
Stronger environmental stewardship 2 ‘ I 744 209
Increase workforce performanceand 3 ‘ I 728 210
safety
Improve customer service 4 ‘ l 716 209
Improve rate predictability 5 ‘ . 709 209
Enhance organizational performance 6 ‘ I 604 209
[ HH
Lowest Highest
Rank Rank

Q: Please rank the following key objectives of the Strategic Plan from most to least important.
Base: All general commercial respondents (n=206)

‘\‘jﬁ Seattle City Light THE NATION'S GREENEST UTILITY | 20




KEY ACCOUNT CUSTOMER RANK OBJECTIVES

Overall No. of
Item Rank Rank Distribution Score Rankings
Improve rate predictability 1 ‘ 241 62
Increase workforce performanceand 2 ‘ 227 61
safety
Enhance organizational performance 3 ‘ 212 60
Leadership in clean energy solutions 4 ‘ 209 61
Improve customer service 5 ‘ 201 61
Stronger environmental stewardship 6 ‘ 196 61
| [ |
Lowest Highest
Rank Rank

Q: Please rank the following key objectives of the Strategic Plan from most to least important.
Base: All key accounts respondents (n=52)

‘\‘jﬁ Seattle City Light THE NATION'S GREENEST UTILITY | 21




HOW DO RESIDENTIAL CUSTOMERS FEEL ABOUT THEIR BILL?

Nearly 2/3 of customers say
their electricity bill is
“reasonable”

25%

My bill amount is too high

| have no opinion about my bill amount 16%

0% 10% 20% 30% 40% 50% 60% 70%

Q: Which statement describes your opinion about your electricity bill?
Base: All residential respondents (n=1,352)
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NET PROMOTER SCORES

M Residential (n=1352) B Gen. Commercial (n=228) Key Commercial (n=68)

. Net Promoter Scores
0 o 2%
3% : il
» Residential: 9
1 %
1% Key Account: 3
() .
—2 MRl 3y General Commercial: 2
(y
3 Mlad’,
s 2%
s 4 [—
© 3%
s — 11%
© 5 — 0%
[a) 10%
0,
6 —
7%
7 S 17
o — A 15%
2 \ 27%
",
i 29% 40%
o
s O — 6%
£ o 17%
2 6%
10 2 )
5 e 18%
o
0% 5% 10% 15% 20% 25% 30% 35% 40% 45%

Q: On a scale of zero to ten, how likely would you be to provide a positive opinion of Seattle City
Light to someone who was new to the Seattle City Light service area?
Base: All respondents
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UTILITIES: GAS AND ELECTRIC NPS 2017 BENCHMARKS

20

| . THTHHITH

| _[[l_[l_l_ttmi_'

AGL Resources  FirstEnergy PG&E Corp. Puget Energy DTE Energy PPL SCANA AES Veciren TECO Energy Hawaiian Electric Industries Duke Energy
PG&E Corp. Dominion Resources Ameren n AGL Resources
Entergy Consolidated Edison E FirstEnergy CMS Energy
Atmos Energy [ Southwest Gas [EZ} NextEra Energy [} rrLER
Integrys Energy Grou? vectren B Exelon CenterPoint Energy [§E)
Edison International Hawaiian Electric Industries [gE] NiSource Duke Energym
Alliant Energy National Fuel Ga@ Southern Public Service Enterprise Group [fJ)
Puget Energy Pepco Holdings Great Plains Energ\/a Xcel Energy
OGE Energy scaNnA ) Westar Energy [EJ DTE Energy
TECO Energy Wisconsin Energym Pinnacle West Capital B American Electric Powera

s 7 |

https://customer.guru/net-promoter-score/industry/utilities-gas-and-electric
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RESPONDENTS AGREE THAT EFFICIENCY AND
CONSERVATION PROGRAMS HAVE INCREASED

Over the last two years, Seattle City Light
has increased customer energy efficiency

and conservation programs.
Base: respondents who have been customers for
more than two years

(o) 1 1 (o]
M Residential (n=881) M Gen. Commercial (n=169) ® Key Commercial (n=66) 69 /0 Of I‘eSIdentIa|, 66 /0 Of
general commercial, and
00 O .
Strongly agree -11102/ 51 /0 Of key CommerCIaI

13% customers agree that City

E— Light has increased energy
Agree 55%

38% efficiency and conservation
o programs over the last two
Neither disagree nor agree _ 2;% yeaI‘S.
38%

5%
Disagree 7%

11%

2%
Strongly disagree 1%

0% 10% 20% 30% 40% 50% 60%
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RESPONDENTS REPORT THAT RATES ARE MORE
PREDICTABLE

Over the last two years, Seattle City Light
has established rates that are more

predictable.
Base: respondents who have been customers for
more than two years

35% of residential, 32% of
general commercial, and
) 28% of key commercial
- customers a i
5% gree that City
Light rates have become
Agree 27% more predictable over the

23%
last two years.

43%
Neither disagree nor agree 43%
41%
17%
Disagree 21%

23%

M Residential (n=858) M Gen. Commercial (n=168) m Key Commercial (n=67)

Strongly agree

5%
4%
7%

Strongly disagree

0% 10% 20% 30% 40% 50%
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RESPONDENTS RECOGNIZE THAT CITY LIGHT
INVESTED IN NEW INFRASTRUCTURE

Over the last two years, Seattle City Light
has enhanced existing and added new

infrastructure to meet customer needs.
Base: respondents who have been customers for
more than two years

M Residential (n=738) m Gen. Commercial (n=135) ® Key Commercial (n=67) 51% Of reSidentiaI, 53% Of

general commercial, and

% o .

Strongly sgree 8% 52% of key commeraql

% customers agree that City
I— Light has enhanced or added
Agree 45% .
48% new infrastructure over the
last two years.

39%
Neither disagree nor agree 36%
35%
8%
Disagree 10%

10%

2%
Strongly disagree 2%
4%

0% 10% 20% 30% 40% 50% 60%
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RESPONDENTS AGREE THAT TECHNOLOGY HAS
IMPROVED CUSTOMER SERVICE

Over the last two years, Seattle City Light
has used technology to improve customer

service and communication.
Base: respondents who have been customers for
more than two years

M Residential (n=907) ® Gen. Commercial (n=164) m Key Commercial (n=67) 56% Of I‘eSIdentIal, 55% Of
general commercial, and
% 0, M
trongly agree '6 J¥ 50% of key commeraql
5% customers agree that City
_48% nght has used teChnOIOQy to
heree i improve customer service
and communication over the
%
Neither disagree nor agree _2:‘;; |aSt tWO yea Is.
31%

11%
Disagree 14%

15%

3%
Strongly disagree 3%
4%

0% 10% 20% 30% 40% 50% 60%

‘\‘jﬁ Seattle City Light THE NATION'S GREENEST UTILITY | 28




RESPONDENTS RECOGNIZE CITY LIGHT'S FOCUS
ON SAFETY

Over the last two years, Seattle City Light

has increased focus on safety.
Base: respondents who have been customers for
more than two years

M Residential (n=603) ® Gen. Commercial (n=119) m Key Commercial (n=67)

38% of residential, 45% of

- general commercial, a.nd
13% 53% of key commercial

customers agree that City

31% . . .
reree TR 52 Light has increased their

40%
focus on safety over the last

59%
Di—— g two years.

48%

Strongly agree

B 2%
Disagree

2%
Strongly disagree 1%

0% 10% 20% 30% 40% 50% 60% 70%
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RESPONDENTS REPORT IMPROVED POWER
RELIABILITY AND AVAILABILITY

Over the last two years, Seattle City Light
has improved power reliability and
availability.

Base: respondents who have been customers for
more than two years

M Residential (n=854) M Gen. Commercial (n=164) m Key Commercial (n=67) 57% Of I‘eSidentiaL 57% Of
general commercial, and
Strongly agree -1102%% 54% of key commercial

13% customers agree that City

e | . Light has improved power

41% reliability over the last two

37%
Neither disagree nor agree _ 39% years.

25%

5%
Disagree 4%
11%

2%
Strongly disagree 1%
11%

0% 10% 20% 30% 40% 50%
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RESPONDENTS SAY CITY LIGHT HAS MADE
PROGRESS IN ASSISTANCE PROGRAM OUTREACH

Over the last two years, Seattle City Light
has increased efforts to enroll customers

into our low income assistance programs.
Base: respondents who have been customers for
more than two years

(o) 1 1 (o)
M Residential (n=673) B Gen. Commercial (n=113) ™ Key Commercial (n=67) 53 /0 Of reSIdentlaI’. 51/0 Of
general commercial, and
; 9 '
— L 36% of key commeraql
9% customers agree that City
37% Light has increased efforts to
Agree 44% .
27% enroll customers in low
E— income assistance programs
Neither disagree nor agree 36% s5% over the Iast tWO yea rs.

Disagree 11%

6%

3%
Strongly disagree 2%
3%

0% 10% 20% 30% 40% 50% 60%
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Appendix D: Sample strategic plan presentation to stakeholder




#)) Seattle City Light

2019 - 2024 STRATEGIC PLAN
PRESENTATION TO
FRANCHISE CITIES

February 26, 2018




Opening Comments

Jim Baggs, Interim
General Manager & CEO

\
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#)) Seattle City Light

Seattle City Light
Strategic Plan Survey — Summary of Results




OBJECTIVES AND METHODOLOGY

* Research Objectives
o Identify customer priorities for strategies laid out in the 2019-2024 strategic plan update

* Methodology

o Residential and General Commercial: random sample, email/mail; oversampling of UDP
customers

o Key accounts: all contacts, email from account managers

General
Commercial
Oct 9-23, 2017

Residential
Oct 9-23, 2017

Key Accounts

Oct 2-13, 2017

Response rate 4% 2% 7%
Qualified respondents 1,377 230 58
Margin of error +/-3% +/- 6% +/-12%
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RESIDENTIAL CUSTOMERS (N=1,377)

Income

48% $200,000 or more
female $150,000-less than $200,000
$100,000-less than $150,000

$75,000-less than $100,000

52% $50,000-less than $75,000
48% Own
male $35,000-less than $50,000 0
$25,000-less than $35,000 52 A) Rent
Less than $25,000
Ra ce American Indian 0% 5% 10% 15% 20%
or Alaska Native,
1% Asian or Asian
Other race or American, 10%
combination of

Black or African Age

races, 3%
American, 3% 25%
Native Hawaiian 20%
or Other Pacific
Islander, 0.50% 15%
10%
5%
White or
Caucasian, 83% 0%
18-24 25-34 35-44 45-54 55-64 65-74 75+
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RESIDENTIAL RESPONDENTS BY LOCATION

Seattle City Light Strategic Plan Survey Seattle City Light Strategic Plan Survey
Zip Code Distribution Zip Code Distribution
Base: Residential Respondents (n=1,363) Base: UDP Participants (n =96)

% of UDP Respondents

% of Residential Respondents

1T

1.0% 8.3%

@ OpenStireetMap contributors ® OpenStreetMap contributors
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GENERAL COMMERCIAL CUSTOMERS (N=230)

emili?/ees 1 employee Seattle City Light Strategic Plan Survey
50 to 249 and over 8% Zip Code Distribution
employees 9% Base: General Commercial Respondents (n = 227)

12% 7%
Women and
Minority Owned

9% of General Commercial Respondents

0.4% [ TG o 3%

L3
Businesses
2to9
10to 49 employees
employees 41%
30%
25% 23%
21%
20%
0,
15% 12%
11%
9% 9%
10% 7%
5%
5% 3%
T2% 2% I
w m m N
N\ ) A N N X o % o e o
Q \,\\(g, . ’z}‘\& 0 {,{\\\ \),\c \\\(,Q/ \;\\(\ & \Q;x c,’l}@
0@\ & N <&@ f_)QQ’ & & X & <& >
S & <8 & 2 (a\&\ & @ N D S
& & N\ & & & @ Q Bg € 3
& N o) « & & & 3 S A
g &8 2>°<§ & & N QY \$\ O &
K NY & & s L & & &
,b(‘ X2 fe) \(9 & (o (&)
N & ,\o(& S@," (_}5\) & © OpenStreetMap contributors
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WHAT DO CUSTOMERS WANT US TO FOCUS ON?

B Residential (3,344) W Gen. Commercial (526)

Cost Concerns 27%

23%

22%

Alternative Energy 18%

17%

Infrastructure Improvements 19%

14%

Envi
nvironmental Concerns 16%

9%

Customer Service 9%

Top 3 themes provided by Residential

6%

Reliability 6% and General Commercial:
”  Cost
Safety and Security 2% e Alternative energy

» « Infrastructure improvements

Outreach/Education/Community Engagement 4%

Q: List up to three things that you think Seattle City Light should focus on over the next six years as they update
the Strategic Plan.
Base: Comments by all respondents.
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IMPORTANT TO RESIDENTIAL CUSTOMERS

B Most important Least important Not chosen
Technologies to improve service, costs, and safety 16% 32% MOSt |r.n.portant
priorities for
Clean energy 22% 27% residential
Improve power reliability IO 15% 35% respondents
Keep bills low 27— 28% 30%
Conservation programs 17— 27% 32%
Hydroelectric dams 07— 20% 40%
Climate change IIEEEEENNNEO7——— 25% 36%
Low income assistance programs  [IEENSTZNS 25% 43%
Attract and retain a high quality workforce IIINZ2%NN 31% 47%
Rate transparency ININTIGZ2NEN 52% 32%
Access usage data online INI0SZE 65% 25%
Pay bill online 1584 74% 21%
0% 20% 40% 60% 80% 100%

Q: Which one of the following is most important and which one is least important for Seattle City Light to focus
on in the update of the Strategic Plan? [Respondents select “most” and “least” important priority out of 4 sets of
3 statements (they review 12 statements total)]

Base: All residential respondents (n=1,377)

\ﬁﬁ Seattle City Light
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IMPORTANT TO GENERAL COMMERCIAL

B Most important I Least important B Not chosen

Technologies to improve service, costs, and safety 12% 32% MOS.t Im.portant
priorities for
Improve power reliability 13% 33% genera|
Clean energy IS 18% 30% commercial
Hydroelectric dams ~ NGOV, 18% 34% respondents
Keep bills low S 25% 30%
Climate change N7 ——— 23% 32%
Attract and retain a high quality workforce |INEEEEEENZS72NN 38% 34%
Conservation programs [INNEEN2472N 33% 43%
Low income assistance programs  INIINTS N 27% 55%
Rate transparency T4 56% 30%
Access usage data online NGS5 65% 26%
Pay bill online g%l 71% 23%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90%  100%

Q: Which one of the following is most important and which one is least important for Seattle City Light to focus
on in the update of the Strategic Plan? [Respondents select “most” and “least” important priority out of 4 sets of
3 statements (they review 12 statements total)]

Base: All general commercial respondents (n=230)
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#)) Seattle City Light

Seattle City Light
2019-2024 Strategic Plan Overview

Robert Cromwell, Power Contracts,
Regional Affairs, and Strategic
Planning Director




STRATEGIC PLANNING PROGRESSION
Seattle City Light 2013-2018 Strategic Plan

Your Power Future

First Strategic Plan (2012)
SEATTLE CITY LIGHT 2015-2020 STRATEGIC PLAN UPDATE

A PROGRESS REPORT
ON YOUR POWER FUTURE

First 2-year Update (2014)

A Progress Report on the

Future of Your Electric Service

Second 2-year Update (2016)

Gl Seattte City Light



CURRENT SEATTLE CITY LIGHT AND REVIEW
PANEL PLANNING PROCESS

Current State Future Vision Plan Development Set course for 2019-2024
\ Strategic Direction )
Who is SCL today? How do we get there?
Strengths, Weaknesses, SRS R ] = Initiative Action Plans Strategi'c.ﬂl?jectiwes,
Opportunities, Threats in the future? Initiatives
Budget: Cost to support Focus Areas/Weaknesses Pricritization 2019-2024 Rate Revenue
current service levels, meet . Rate Path Development Path
regulatory requirements Strategic Priorities
j Stakeholder outreach T W e atenT:
= Plan to City Council

T 1

Feb — Apr 2017 May — Sept 2017 We are here May 20138
Oct 2017 - present

\
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CUSTOMER INPUT ‘ STRATEGIC DIRECTION
Strategic Plan Highlights

Reliability

Infrastructure
Safety and
Security

Gl Seattte City Light

Preserve and upgrade power
generation and delivery assets
to ensure they perform reliably
and efficiently for customers
now and in the future

Upgrade the operational
technology infrastructure and
energy grid to support grid
operations and wholesale power
marketing
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CUSTOMER INPUT ‘ STRATEGIC DIRECTION
Strategic Plan Highlights

Environmental
Stewardship

Gl Seattte City Light

Enable customers to predict
and manage their power
costs through utility cost
management and effective
revenue collection

Delivery of robust and
innovative programs to
promote the efficient use of
clean energy and protect our
shared ecosystem
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CUSTOMER INPUT ‘ STRATEGIC DIRECTION
Strategic Plan Highlights

Customer

Service

Invest In

Alternative
Energy

Gl Seattte City Light

Meet evolving customer
needs and expectations,
while making improvements
to service levels

Be a valued energy
management partner,
leading our communities to
a clean energy future
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KEY INITIATIVES IN DEVELOPMENT FOR THE
2019 - 2024 STRATEGIC PLAN

Improve customer service

* Implementation of a 24/7 Customer Relationship
Hub

* Expand customer access to information and
assistance

o Shorter caller wait times
o Increased first call response

o Allow customers to choose their method of
interaction

o Provide multi-channel and 24/7 communication
options

o Provide specialized access and services to all
customers

Q\]IS Seattle City Light THE NATION'S GREENEST UTILITY | 17



KEY INITIATIVES IN DEVELOPMENT

Environmental Stewardship

* Seek innovative ways to
improve our ability to
protect the ecosystems in
which we operate

oImplementation of Climate
Adaptation Plan

o Continued ecologically-sound
vegetation management on
City Light transmission line
right-of-ways

Gl Seattte City Light
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KEY INITIATIVES IN DEVELOPMENT

Clean, renewable-powered city

* City Light strives to be our customers most
valued and trusted energy management
partner

o Create programs and service offerings that target
whole building energy savings in commercial
buildings

o Pursue opportunities to work upstream in the
product distribution chain

o Support widespread adoption of electric
transportation through increasing access to
charging stations

o Demonstrate how efficient buildings, connected K
technology, and distributed resources can work
together

o Bring a more specific equity focus to our portfolio
of programs and services

\
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HOW TO LEARN MORE:
* Visit www.seattle.gov/light/stratplan/

* Please send questions, comments, or requests for
anning materials to: SCL StrategicPlan@seattle.gov

0

°* Phone contact:

o Leigh Barreca,
Program Manager,
(206) 684-5072

A
H
A
=
-
£
A
o
%

A

C]\“S Seattle City Light THE NATION'S GREENEST UTILITY | 20


http://www.seattle.gov/light/stratplan/
mailto:SCL_StrategicPlan@seattle.gov




Appendix E: Letter inviting participants to Community Partners
Forum




700 5th Ave. | P.O. Box 34023 | Seattle WA 98124-4023
TEL (206) 684-3000 TTV/7DD (206) 684-3225 FAX (206) 625-3709

seattle.gov/light

\
\ L] °
QII\ Seattle CIty nght twitter.com/SEACityLight facebook.com/SeattleCityLight

January 22, 2018
[ADDRESS (IN ALL CAPS)]
Dear [Name],

As an important part of the community, your organization is a contributor to the health, safety, and
welfare of Seattle. Your perspective on the types of efforts that should be included in the Seattle City
Light 2019-2024 Strategic Plan is key to making sure that the utility’s strategic priorities and business
stay aligned with the communities we serve.

I would appreciate the opportunity to share the development of strategic initiatives for the 2019-2024
Strategic Plan with you in more detail. Please join us for a meeting on Friday, February 16, 2018 at the
Seattle Municipal Tower, 700 Fifth Avenue, Floor 32, Seattle, WA 98104 from 9:00am-10:30am.

Since City Light's Strategic Plan was first approved by the City Council in 2012, the utility has been
improving its efforts to deliver affordable, reliable, and environmentally responsible electrical services to
its customers. We have identified four focus areas for the 2019-2024 Strategic Plan:

e Customer Service

o Affordability and Rate Stability

e Clean Energy and Environmental Stewardship
e Continuing Progress on our Core Business

At the meeting, I look forward to meeting you and introducing myself as the new Interim General
Manager and CEO. Your organization is a valuable partner and it is important to me to share City Light's
vision for the next six years.

If you have any questions or would like additional information about our Strategic Planning Process,
please contact Program Manager Leigh Barreca at (206) 684-5072 or SCL StrategicPlan@seattle.gov.

Sincerely,

Jim Baggs
Interim General Manager & CEO
Seattle City Light

An equal employment opportunity, affirmative action employer. Accommodations for people with disabilities provided upon request.
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Appendix F: Email re: Community Partners Forums




Good Morning,

This email is a follow up to a letter I recently sent to you. As an important part of the community, your
organization is a contributor to the health, safety and welfare of Seattle. Your perspective on the types
of efforts that should be included in the Seattle City Light 2019-2024 Strategic Plan is key to making
sure that the utility’s strategic priorities and business plan are aligned with the communities we serve.

I would appreciate the opportunity to share the development of our updated Strategic Plan for 2019-
2024 in more detail. Please join me for a meeting on Friday, February 16, 2018 at the Seattle Municipal
Tower, 700 Fifth Avenue, Conf room 3205 (Floor 32), Seattle, WA 98104 from 9:00am-10:30am.

Since City Light's Strategic Plan was first approved by the City Council in 2012, the utility has been
striving to keep costs under control and increasing the efficiencies of our operations while improving
our efforts to deliver affordable, reliable, and environmentally responsible electrical services to our
customers. We have identified four focus areas for the 2019-2024 Strategic Plan:

e Customer Service

e Affordability and Rate Stability

e Clean Energy and Environmental Stewardship
e Continual Progress of our Core Business

At the meeting, I look forward to meeting you and introducing myself as the new Interim General
Manager and CEO. Your organization is a valuable partner and it is important to me to share City Light's
vision for the next six years.

If you have any questions or would like additional information about our Strategic Planning Process,
please contact Program Manager Leigh Barreca at (206) 684-5072 or SCL StrategicPlan@seattle.gov.

Thank you,
Jim Baggs

JIM BAGGS
INTERIM GENERAL MANAGER AND CEO
SEATTLE CITY LIGHT

Qi
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Appendix G: Strategic Plan Preview



10,100

9,900

9,700

9,500

GWhs

9,300

9,100

8,900

8,700

8,500

WE POWER Resiliency

As a pioneering city of the information age, Seattle
is no stranger to change. With the pace of
technological advancements accelerating, City Light
is at another pivotal moment in its history. The
2019-2024 Strategic Plan builds on the utility’s
legacy of bold, visionary action by candidly
addressing these challenges and developing
solutions befitting our adaptive, resilient
organization.

Despite serving one of the fastest-growing cities in
the nation, City Light’s retail sales have been less
than forecast because of the success of its
energy-efficiency efforts and stringent local building
codes. The new strategic plan forecasts that the
downward trend will continue as seen below.
Unfortunately, lower sales of electricity do not result
in lower operating costs.

One thing hasn’t changed for City Light: The utility
still strives to ensure its customers receive the
highest possible level of service. Through strategic

Retail Sales Forecasts
2017 Actuals are Preliminary

...................................

Weather-Adjusted Actuals

These weather-adjusted
actuals reflect an estimate
of what retail sales would
have been during average
weather conditions.

.........

Actuals

2011 2012 2013 2014 2015 2016

initiatives in the 2019-2024
Strategic Plan, City Light is
developing a comprehensive,
multi-pronged response to the
challenges faced by the utility.

From standing up enterprise-wide process
improvement teams to building a customer
relationship hub to exploring additional
opportunities for clean energy, City Light is investing
heavily in a more flexible and responsive
organization. As customer demand for new products
and services continues to increase, so will the
utility’s unwavering dedication to answering that
demand. And, as always, City Light’s efforts to
combat climate change and advance social equity
guide the utility’s work.

Together, these initiatives will maintain City Light's
status as a reliable, values-driven nonprofit energy
partner and deepen its commitment to community
and the environment—a utility of the future, working
for you today.

2012 Strategic Plan

2014 Strategic Plan

2016 Strategic Plan

2018 Strategic Plan

2018 2019 2020 2021 2022 2023 2024



WE POWER _Progress

The 2019-2024 Strategic Plan includes initiatives in support of four priorities.

€ cCustomer Service

Meeting Evolving Customer Needs

To provide excellent customer service while
addressing customer needs and expectations, City
Light will implement a 24/7 customer relationship hub
expanding customer access to information and
assistance. This full-service hub will allow customers
to choose their method of interaction, with access to a
full range of services through multiple touchpoints.

9 Affordability and Rate Stability

Revenue Recovery

To improve bill transparency and combat revenue
volatility exacerbated by declining retail sales of
electricity, City Light will restructure rates to better
reflect the cost of serving its customers.

Business Process Improvement Program

City Light will deploy strategies to identify and capture
opportunities for improved efficiency and reduction in
costs on an ongoing basis, both in the delivery of
customer services and for internal operations.

Clean Energy and Environmental
Stewardship

Environmental Stewardship

City Light will continue its industry leadership in
improving the protection of the ecosystems in which it
operates.

Clean, Renewable Power for the City

City Light will continue to lead the community towards
a clean energy future. The utility will work with its
customers and community partners to increase the
energy productivity of buildings, equipment and
transportation, preserving and extending the benefits
of our low-cost, carbon-neutral electricity system.

Q Continuing Progress on Our Core
Business

Business Safety Culture

City Light will continue to improve its Safe Work
Environment program, which has decreased employee
injuries by 23 percent since its implementation.

Secure, Resilient Work Environment

City Light will implement best practices to enhance
security, emergency preparedness/disaster recovery
programs and improve the resiliency of facilities and
services.

Attract, Train and Retain Employees

To ensure a knowledgeable and robust workforce for
the future, City Light will continue to implement a
comprehensive strategy to attract qualified candidates
while retaining its current staff.

Relicensing Current Hydroelectric Projects

The utility’s hydroelectric dams are central to its ability
to deliver reliable and low-cost power. License renewal
applications for the Skagit, Newhalem and South Fork
Tolt hydroelectric projects will be filed in 2023, 2025
and 2027, respectively.

Enhanced Grid Performance and Cybersecurity
City Light will continue to upgrade the operational
technology infrastructure and energy grid it operates
to address cybersecurity risks and support power grid
operations and wholesale power marketing.

Preserve Hydroelectric Generation Assets

City Light will enhance its programs with a strategic
focus on multiple areas of generation investment and
maintenance. These enhancements include
implementing dam safety enhancements, improving
outage management processes and long-term
planning for the sustainability of its hydroelectric
assets.

While the work of each of these initiatives is important, they are hollow if they are not first examined through
an inclusive and equitable lens to reflect the communities they serve. With this in mind, each initiative was
intentionally designed to align with City Light's commitment to environmental equity, race and social justice.

G} seattle City Light
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