
Email Acquisition
Getting Good at the Basics



No Stone 
Unturned



PQR Price Billing & Payment

Corp. Citizenship Customer ServiceCommunications

 Outage Alert Registration

 Proactive Outage Comm.

 “Perfect Power”

 Effective Outage Maps

 Timely Restoration

 Comm PQ&R 
Improvements

 High Energy Efficiency 
Awareness

 Awareness/participation 
in rate plan options

 Benefit / value messaging 
when rates increase

 System improvement 
maps

 Offer Billing Alerts

 Offer ‘Pick Your Due Date’

 Multiple Payment Options

 Modern Bill

 Pay with Low/no Fee

 Visibility of Efforts to Boost 
the Local Economy

 High Levels of Awareness of 
Citizenship Activities  

 “Toot Your Horn”

 Maintain Some Level of 
Brand Advertising

 Tell Your Story / 
Avoid Negative Media

 Proactive & High 
Frequency

 Digital and Multi-
Channel

 Agents 

 Offer Omni-Channel 
Options

 Achieve First Contact 
Resolution

 Customer First Culture

 Be ‘Easy to do business 
with’

Keys to Residential Customer Satisfaction

Top Performers excel at the basics and strive to continuously improve

Source: 2016 JD Power Electric Utility Residential CSAT Study

 Multiple Points Outage Info 

 Outage Alert Registration

 Proactive Outage Comm.

 “Perfect Power”

 Effective Outage Maps

 Timely Restoration

 Comm PQ&R Improvements

 High Energy Efficiency 
Awareness

 Awareness/participation 
in rate plan options

 Benefit / value messaging 
when rates increase

 System improvement maps

 Offer Billing Alerts

 Offer ‘Pick Your Due Date’

 Multiple Payment Options

 Modern Bill

 Pay with Low/no Fee

 Maintain Some Level of 
Brand Advertising

 Tell Your Story / 
Avoid Negative Media

 Proactive & High 
Frequency

 Digital and Multi-Channel

 Develop Empowered Agents 

 Offer Omni-Channel Options

 Achieve First Contact 
Resolution

 Customer First Culture

 Be ‘Easy to do business with’



Benefits of 
Email 
Marketing

 Low cost

 Deliver targeted messages

 Easy to measure

 Increased brand awareness

 Preferred communication channel for promotional content



Exponential 
Growth in the 
Email Channel
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Email 
Acquisition 
Tactics
Used

 Capture email address when customer calls including Start Service 
Calls

 Provide easy capture of email address on public website

 Social Media Campaigns
 Facebook External – customer provides email address through Duke 

Energy Website

 Facebook Internal – customer provides email address within 
Facebook

 Email address required for login on My Account

 Employee engagement

 Utilize secondary email addresses

 Email append through third party vendor



Social Media 
Samples



2017 Email 
Acquisition

1,189,020 

72,672 

42,100 
258,926 

Added net new – 1,562,718

Regular Activities

Secondary Emails

Public Web

Transferred Emails
System Update
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Lessons 
Learned

 NEVER EVER PURCHASE AN EMAIL LIST!

 Make it easy for customers to give and update an email address

 2-step email collection if taken over the phone reduces errors

 Most meters have one or more customers “attached” who want 
information

 Customers who receive timely, targeted information via email are 
happier 



Next Steps

 Updating call center email collection process to reduce errors

 Enhancing preference center to provide customers with multi-
channel – multi-device capabilities

 Data hygiene campaign



Questions? 


