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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%
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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
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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
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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
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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
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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

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+
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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
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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)
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% of Key Commercial Respondents
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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.
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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.
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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
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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)
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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)
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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)
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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)
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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)
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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)
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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%
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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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