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Typical assumption on bill redesign
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G!onmA Please Pay By 10,2013
POWER

Assumption: Customers want to o TOWR i e Tl b
be able to read their bill more _— e (RIS

[ ] May 2, 2013- June 21, 2013

. 8’2 georgiapower.com
Billing Summary NN D oo s
easlly e -
Payment Received On 06/29/13 Thank You! 3091 1-888-660-5000 1-886-891-0938

Current Electric Service HRY

Utility goals: Reduce calls, TN e

Balances unpaid 7 days after the total due date are subject to & lte
charge of 1.5% of the amount due or $2.00, whichever s greater. Web access code: 223808

complaints, and late payments, i
and increase satisfaction i e

(= Our business offices wil be closed on Thursday, July 4t in observance of A ) On orafer Juy 2, 2013
Independence Day. In case of an emergency, please call us at the number printed on
your bill 24 hours a day, 7 days a week.

Customer goals: Core fears and " mompenisneneymeite S
which helps you to budgel and eliminates end-of<he-monith surpriss. You can also ot

desires are often not well known el e o

® > At Georgia Power, we want o help you stay ool all summer long, while helping you Averag Dody KW
E save & Much as you can. Wantto discover great ways o save through our energy Dog il P
i effiency tips? Vit us at georgiapower comsave.
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Best practices: circa 2014

The bill redesign process, from initial design to the

final product, revolves around making the bill as
easy for the customer to understand as possible.

Best practices

\ \ \

Result: Relevant, useful Result: Most useful informationis Result: An intuitive,
information on the bill easiest to find user-friendly bill
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energy‘central. News Communitiesv Posts Q&A  Experts Topics Resources Events Jobs  Sponsors

“What do | owe?” Hydro One unveils simplified
electricity bills

The change, prompted by complaints from customers that bills were difficult to understand,

follows more than a year of research through surveys of 5,000 customers and testing with focus

groups.
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hydro& Pus—— .
8“0 Your account number is: 1234 5612 3456
Staterment 15 155083 o1 December 28, 2017

Your Electricity Statement

For the perod of. November 23, 2017 - December 21, 2017

What do | owe? How much did | use?

3149 " You powered your home with
Jan 16
.
s 70 1,000 wn 2018
summary of your charges of slectricity this penod
|
What does my electricity usage look like? What do | need to know?
_ Ontario’s Fair Hydro Plan
saved you $67.77 on your bill.
This amount includes the 8%
Provincial Rebate.
J
ororhlnn.w @Fﬂ o or ®F¢mm Hydro One Networks Inc
and much more. visit reporing outages and paymant PO Box 5700
www. HydroOne com 1-800-434-1235 (24 Ivs) 1-888-664-9376 Markham, ON L3R 1C8

Monwo Fri730am -8pm

Please retum this siip with your payment Your mecoust moneer 1234 5612 3488

hYd rQ(? Total amount you owe swarm

Source: Hydro One
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ComEd used crowdsourcing to help
design its new bill ComEd R

An Larion Company

SERVICE FROM 10/10/13 THROUGH 11/8/13 ae sars) " Raiatee
» Patad Ontevery Sewvece - Bes Mest Mtgle
PRENG B Tharn s b s pageens iy 347,88,
ADCwL 35V

=L .
* ComEd shared a link.
g . »TOTAL USAGE ovwny AVERAGE DAILY USE svvonsty o o ot
August 22, 2013 @& o - pr—
g 28.6 .. 2:30.% meaveree
Calling all designers... ComEd is partnering with crowdSPRING to redesign ey
ComEd’s utility bill! $5,000 in prize money will be awarded. Get the details and |I I. saHm 13.3 . 22.0 .
. . . . - o . a W ML e SR e e e AR A e - L AT D R L)
submit your great ideas using the provided link. The deadline for submission B I y
is Friday, August 31st Good luck! http://bit.ly/1astm0Y CURRINT CHARGLS SUMMARY TAXES & FIES
crowdSPRING - enne
www.crowdspring.com :gwq-wmmn- ComEd devers eecticty 10 your home.
C ComEd Residential Billing Statement | a crowdSPRING Print design ittt v
project g 4 o e e s AR S -
o Pay your bl nine. by phene or by mail

S e e b e why @
Aot ¢ 0000000000

Like - Comment - Share e @2

Source: Facebook Source: ComEd
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Broad objectives for

bill redesign

= Clarity of billing amount, due
date, and how to pay

» Understanding of terminology

= Comparison information

oA 4

G!OI!GIAA Please Pay By 4010,2013
POWER

Customar Mase A cund MNambor Total Due ,qu,
| ]
Sarvios Addruss SenicaPoiod  ContactUs 24 hours a day, 7 days a week
May 22, 2013 - June 21, 2013 :
georgiapower.com
1
Billing Summary
Previous Bl Amount
Payment Received On 05729113 Thank You!
Cument Electric Senvice

Balances unpaid 7 cays afer the total due date are subject 10 8 baty
chae of 1.5% of the amoun che ov §2.00, whichever s greate.

( Tonl Usd Nt Schoddo oo Dot
> Our business ofices il be closed on Thursday, uly 4 nchsenvance f 1 O 2,013
Independnce Day. In case of an emergency, please call us at the rumber printad on 2 :
your bill 24 hours a day, 7 days aweek. prod 1
a0 | | B [ |
> Want o see your bl eore Ecomes i themal? Wi My Power Usage fom « 11 |
(Georgia Power, you can view your projected bil long before t amves in the mal, YT o
which helps you to budget and eiminales end-olhe-morih suprises. You can also -~
irack your daily energy costs, set up emal nofficafions and receive money-saving 4 o I=
s, ustvist guorgapowe.com and ko in o Your accoun oy o A U W am
> Al Georgia Power, we want 1o help you stay cool all summer long, whie helping you Hoarags Dy R L
save as Much as you can. Want to discover great ways o save through our energy Dors h ilieg non o=

efficiency fips? Visdt us at georgiapower comisave.

PLEASE VEIER T PORITION FOR TOLR RECORCY. Source: Georgia Power



But what about the person opening the bill?
What emotions are they having?

How are they perceiving the utility and
its brand?

What iIs their overall experience?
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Broad objectives for

bill redesign

= Value-of-service information

» Behavioral influence, advisory
and choice design

* Branding design

= “Anti-anxiety” design

© 2018 ource esource.co
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Customar Mase Aexcun! Mamibior
I I
Sarvicn Address. Senice Pynod
May 22, 2013 - Je 21, 2013
Billing Summary
Prevous Bil Amout
Payment Received On 0529113 Thank You!
Curent Bectic Senice

Balances unpaid 7 cays afer the total due date are subject 10 8 baty
chae of 1.5% of the amoun che ov §2.00, whichever s greate.

(" Our business cfies wil b cosed on Tursday, ly 48 csenvanceof
Independnce Day. In case of an emergency, please call us at the rumber printad on
your bill 24 hours a day, 7 days aweek.

* Want to see your bl belore it comes in the mal? With My Power Usage from
(Georgia Power, you can view your projected bil long before it amives in the mai,
which helps you to budget and elminates end-ohe-monh surprises. You can also
rack your daily energy costs, set up emai nofificalions and receive money-saving
fips. Just visit georpiapower.com and log in o your account loday.

Al Georgia Power, we want 1o help you stay cool all summer long, whik helping you
save a5 muth as you can. Wanl o discover greal ways o save through our eneegy
efficiency fips? Visdt us at georgiapower comisave.

PLEASE KEEP THE PORTIONFOR FOLR RECORCS.
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“What did I buy?”
(And why didn’t I question the amounts on these bills?)
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Customers don’t understand their
bill, but they wantto ¢ What's a therm?

What's Mcf? What's
a kilowatt-hour?
What's a kilowatt?

ry *
T g F

F AL = BT

O say they understand R '.v_.-"“" : v / j ".'f 3.:‘ == ;‘ F "x“\-,
O theirbill very well AN

O believe it’s important
83 /O to better understand

how their bill is calculated

RS L e s s e

mer Preferen nd A n A Lot + & & Coutesf: iStock | |

rce Innovative Residential R Designand Pricing 2015:

Data from E
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https://www.esource.com/market-research/res-rate-design




Design thinking research revealed ...

= Point of view: People don’t value therms or kilowatt-hours
(kwWh); they value the end-use benefit (hot water, comfort,
light, computing, etc.).

= S0 why do we make the bill about something they don't
value? We add all kinds of information in great detail that
they really don’t understand and, for the most part, never
will.

E © 2018 E Source | www.esource.com



Design thinking research revealed ...

* Point of view: People don't value therms or kWh; they
value the end-use benefit (hot water, comfort, light,
computing, etc.).

= S0 why do we make the bill about something they don't
value? We add all kinds of information in great detail that
they really don’t understand and, for the most part, never
will.

Should we do a radical bill redesign?
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‘ ‘ not the

customer's job
to know what
they want

scrolldroll.com
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Design
with




How Many Customers are Like This
One?
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Design thinking
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Design thinking is great for reframing a
problem: Boulder Energy Smart example

Solution: Explain why
weatherization is

Problem: Customers
don’t weatherize their

Important and cost-
homes

effective

REFRAMED problem:
Customers want to
weatherize their homes,
but life gets in the way

Solution: Provide a

» “personal coach” to get
them to the finish line
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Billing
Experience
Redesign



Most people are too close to a problem
to see it as a problem
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Have you heard these phrases?

That wouldn’t

There are too get approved
didn’t work many hurdles to by Y.
: jump over.

We tried that X
years ago and it

These are all
“why we can’t” statements.
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Design-thinking benefits

@ Uses empathy to discover latent customer needs

Challenges existing ways of solving

problems
g @ Encourages divergent points of view
from cross-functional teams

Reduces risk and improves outcomes
@ through rapid prototyping

@ Focuses all outcomes on customer value

E © 2018 E Source | www.esource.com 26




Discovery and insight by looking at
exitreme users

| Pros
Non- |
customers
Extreme Extreme
users users

Courtesy: http://weunleash.co/blog/2015/01/22/ extreme -user-research-the-case-of-nintend os-wii/
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The design-thinking process

Inspiration Ideation Implementation

5 $ a
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The design-thinking process (cont.)

WI

Understand

Diverge
Prototype
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Converge

Define

Observe POV




SYNTHESIS Abstract

ANALYTICAL THINKING

Concrete
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SYNTHESIS

DESIGN THINKING

. OEE®

Concrete
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A typical design-thinking project
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Customer-centricity: Should we do a
radical bill redesign?

* Point of view: People don’t value therms or kWh; they value
the end-use benefit (hot water, comfort, light, computing, etc.).

= So why do we make the bill about something they don't
value? We add all kinds of information in great detail that they
really don’t understand and, for the most part, just don’t care
about.

= How might we ... deliver the bill as a tool to communicate
about the value customers received instead of the money

they owe?
E © 2018 E Source | www.esource.com 33



Solution concept: Shift from revenue
bill to value bill

Refrigerator,

Coo"ng, $- COOking, $6 5

Provide the cost of the end

use by dollar amount, not e
kWh or therms (put the Wt heaing Heating, $54
“required” line items on the
back page of the bill).
Lighting, $11

Clothes

washing, $10 Electronics,

$15
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Key bill feature: Future estimate

= Show an estimate of their next month’s bill, based on
historical patterns, so they can plan.

* You may even want to include hot/cold scenarios to enable
them to plan for the worst situation, instead of the average
one.

E © 2018 E Source | www.esource.com 35




“My Choice” plan for bill frequency

Pay up front like Pay each day. Pay each week. Pay each month—
you do for Don’t be surprised You can choose the traditional way.
gasoline. Fill up at the end of the the day.

your electricity tank month.

Checkinany time We'lltext you each You get paid each If you automate

with our energy- day with the week, so why not  your payments or
tracking app. We'll  amount you owe get an energy bill  don’t need to track
let you know when from the prior day. to match? your energy

you get close to Just text “Pay” and spending, this is
empty. that's it. the plan for you.
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Bill design
process
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Revisiting our broad objectives for
bill redesign

= Clarity of billing amount, due date, and how to pay
» Understanding of terminology

= Comparison information

= Value-of-service information

» Behavioral influence, advisory and choice design
» Branding design

= “Anti-anxiety” design

= New concepts from design-thinking approach

E © 2018 E Source | www.esource.com




Billing experience design: Phases

Utility’s
existing

research

Align on 2 Salliee A Concept

study cells Ethnographic development
and target . research » E%g,nstggéiesgy . workshop

customers with utility

Consumer Detailed

collaborative
workshops

design
mockups

E Source
existing
research
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Billing experience design: Final phases

Detailed Language Rapid and

final
prototyping

Finalize
designs

Behavioral
overlays

design testing, A/B
mockups testing
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In-depth ethnographic interviews

= Explore life/business context, not just the bill context (values, beliefs,
frustrations, delights)

= Start broad; then narrow down and focus

» Stay empathetic rather than judgmental

» Seek articulate customers with opinions, passion, and insights
= Screen to get the right people

» Develop discussion guide to get to the core issues around energy use and
beliefs. Find the context behind the bill.

= GOAL: Insights, not data. Insights drive new ideas.

E © 2018 E Source | www.esource.com



Executing the research

» Finalize research cells
= Determine the best way to reach target customers

= Enlist Egg Strategy to recruit appropriate customers with screener, and
offer incentive

= Conduct 10 to 20 engagements per research cell. Mobile ethnography:

= Allows us to interview customers in their home or business environment. This is key to ensuring
customers’ comfort and openness.

= Lowers travel costs
» Ensures scheduling flexibility
= Creates videos that can be used extensively by utilities

E © 2018 E Source | www.esource.com 42




Utility/E Source/
Egg Strategy workshop
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Consumer collaborative sessions

= Codesign
* Rapid feedback

» Design expert in the
room

= From rough to refined
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IDEA Tetris

= Create movable hill
components

= Allow customers to play
with premade combinations

= Force prioritization of
components

» Place key components in
new design

E © 2018 E Source | www.esource.com




Behavioral levers

= Two key factors in behavior change:
= |dentify the behavior you want to change

= Explore the various levers to instigate that change

» To instigate behavior change, you can either:
= Make it very easy

= Make it more exciting to do it than not to do it

= Need to explore the behavior and the lever




Behavioral levers (cont.)

= With bill redesign, what do we want
customers to think or feel?

= Positive utility brand?
= Clear connectionto energy use?
= More confidence that it’s correct?

= Be less anxious about their bill
amount?

E © 2018 E Source | www.esource.com




Behavioral levers (cont.)

= With bill redesign, what do we want = Whatis the behavior we want them to
customers to think or feel? engage in?
= Positive utility brand? = Spend more time reading their bill
= Clear connection to energy use? = Use less energy
= More confidence that it’s correct? = Fewer calls to utility?
= Be less anxious about their bill = The levers are about creating meaning
amount?

behind the information; they could be:

= Make their usage comparative (with
themselves, with similar homes, with
neighbors, over different time periods)

= Make the bhill more fun

= Provide greater control (with tips and
facts)

E © 2018 E Source | www.esource.com




Behavioral levers (cont.)

= With bill redesign, what do we want » What is the behavior we want them to
customers to think or feel? engage in?
= Positive utility brand? = Spend more time reading their bill
= Clear connectionto energy use? = Use less energy
= More confidence that it’s correct? = Fewer calls to utility?
= Be less anxious about their bill
amount?

E © 2018 E Source | www.esource.com




DeSign ObjeCtiVeS Advisory
beyond clarity of the S

bill and
terminology e

Billing
experience

. Anti-
Behavioral anxiety

Sl design
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Action items

= E Source wishes to conduct a consulting project for at least
one utility to use design thinking to re-imagine what the “bill
of the future” should and could be.

E © 2018 E Source | www.esource.com



Action items

= E Source will team with our design/brand partner, Egg
Strategy, a prominent national player in designing products
and campaigns for competitive markets.
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Egg Strategy

n 17 'l
I VANGOUWER#
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/Egg Health

[Egg CPG

/[EQQ Lifestyle

eggstrategy”

At Egg Health, we partner with consumers, patiernts, caregivers and Health Care Professionals
to uncover deep insight, emational and functional needs and drivers of growth. We leverage our
skils in insight hunting and brand strategy to fuel innovation and growth in Healthcare.

fotwmon-Gohen AMAE @ Shire

The Egg CPG group works across home and food categories from frozen meals tofresh
produce and in beverages from juce and CSD's to bottied water and enhanced health drinks.
At aglobal level, we explore the entire spectrum of needs associated with everyday people’s
most frequent purchases.

Nestle Gampbzlli coroxcomeany  HERSHEY&

THE HERSHEY COMPANY

The Egg Lifestyle group serves awide variety of industries from apparel and fitness to firancial
and uiiies. These brands speak to a generation of young aduits who ive fiudly across brands
and categories. Ther interactions are more of a complex web than a neat sio.

SR ONES  JAMESOr T sainwa
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Action items

= This is new and different, but potentially a huge shift in
creating customer value, improving the utility brand, and
lowering customer service costs.
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E Source Contacts

Bill LeBlanc

Chief Instigation Agent, E Source
303-345-9142

bill leblanc@esource.com

Adam Maxwell

Senior Director, Strategy & New Products, E Source
303-345-9143

adam_maxwell@esource.com
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