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I. Introduction
In accordance with the Kentucky Public Service Commission’s Order of June 30, 2021 and
subsequent order of December 6, 2021 in Case Nos. 2020-00349 and 2020-00350, Kentucky
Utilities Company (“KU”) and Louisville Gas and Electric Company (“LG&E”) (collectively “the
Companies”) submit their first annual Advanced Metering Infrastructure (“AMI”) report.

Pursuant to Ordering paragraphs 8, 11 and 13 in the June 30, 2021 Orders mentioned above, the
Companies report provides the plan and progress toward maximizing benefits in the areas of
reduced meter reading expense; ability to disconnect/reconnect remotely; reduced field service
costs; avoided meter costs; fuel saving from decreased customer usage; conservative voltage
reduction; time of day rates; electric distribution operations; improved outage response;
management and prediction of outages, overloads, and shortfalls of transmission and distribution
assets; data availability to customers within 4-6 hours; innovative rate design; reduced theft and
earlier detection; a detailed plan for customer engagement of its AMI systems’ as well as detailed
plans regarding how the Companies identify outages, how the AMI systems will facilitate
notification and communication of information with customers regarding outages, the estimated
times of repair, and the AMI systems’ interaction with the Companies other smart grid
investments, including the outage management system.

This report reflects data through the end of June 2022, except where noted.

II.  Quantitative Benefits

Reduced Meter Reading Expense

Meter exchanges are scheduled to begin this fall and the number of AMI meter installations will
increase significantly throughout the first part of 2023. As these meters are installed, meter reading
routes can start to be reduced and savings can begin to be captured. As there are currently no
contiguous meter installs that allow for the reduction of meter reading routes there are currently
no savings to be reported as part of this report.

Ability to Disconnect/Reconnect Remotely

Although the meters being installed (under 200 amp) will have a remote disconnect/reconnect
switch, the switch is not enabled for operations until the system integration is completed in the
Spring of 2024, see Appendix II for the schedule of planned work. Consequently, reporting on the
ability to disconnect/reconnect remotely will begin with the July 2025 report. The savings are
likely to be minimal, if any, in the 2024 report as the switches will have been enabled for only a
short period of time.
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Reduced Field Service Costs

Reduced field service costs are associated with remote service switch enablement because field
technicians will not need to visit each meter for a disconnect or reconnect. However, these savings
will not start to occur until after the remote service switch systems are enabled and integrated. As
noted above, the plan is to begin utilizing these switches in the Spring of 2024 (See the schedule
in Appendix II) after the system integration work is complete. Consequently, reporting on reduced
field service costs will begin with the July 2025 report. The savings are likely to be minimal, if
any, in the 2024 report as the switches will have been enabled for only a short period of time.

Avoided Meter Costs

Avoided meter costs are associated with not purchasing replacement meters at the same level
prior to AMI approval. Through December 31, 2021, the Companies have realized savings of
$136k related to avoided meter costs. !

Fuel Saving from Decreased Customer Usage

Meter installations will begin in the fall of 2022. Customer engagement is planned to begin as the
meters are installed to encourage customers to take full advantage of their AMI meter capabilities
in order to save energy which should result in fuel savings. As meters have not yet begun to be
installed beyond the opt-in program, providing data related fuel savings from customer use of their
AMI meters will start to be included in the 2023 report.

Conservation Voltage Reduction

Conservation Voltage Reduction (“CVR”) is dependent upon integration with distribution
systems. Plans are to conduct system integration with distribution systems at the end of 2023 and
continue through 2024 (See Appendix II); therefore, CVR benefits are not planned to commence
until 2026. The first report that may have CVR benefits will be the July 2026 report.

Time of Day Rates

The Companies currently have voluntary time-of-day (“TOD”) rates for residential and non-
residential customers with loads that do not exceed 50 kW. All non-residential customers with
loads that exceed 250 kVA are already on TOD rates. AMI Meters will begin being installed in
the fall of 2022. AMI meters will provide customers with information to make an informed
decision on whether a TOD rate would benefit them. The customer communication and
engagement plan will let customers know about these alternative rates and how they can utilize
their AMI meter to make an informed decision. As meters have not yet begun to be installed as
part of the project, there is no information to report. There is expected to be some, although
minimal, data to be provided in the 2023 report.

Electric Distribution Operations
Electric Distribution costs are not expected to be affected by AMI until 2025, when EDO and
AMI systems are integrated. Additionally, AMI systems are not planned to be integrated with

! Avoided meter costs are reported on an annual basis aligned with the Companies fiscal calendar (January 1 —
December 31).

2 Case Nos. 2020-00349 and 2020-00350, Exhibit LEB-3, Table 24, page A-17, The labels on Table 24 should be
2021-2030 instead of 2031-2040.
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electric distribution until the latter part of 2024. Consequently, there is nothing to report until after
these system integrations occur and maybe not until distribution would have planned expenditures
in 2025 or beyond.

Improved Outage Response

Important aspects of managing outages are identifying the outage area, isolating it, and then
restoring service. AMI enables the Companies to know of an outage down to the individual
customer as soon as it occurs without the customer having to take any action. When integrated
with distribution operations systems, the AMI system will report outages quickly and will reduce
the time to accurately determine the outage location. With earlier outage detection and location,
faster and more effective restoration can be achieved. This will translate into decreased crew time,
overtime savings, reduced fleet costs, and lower contractor expenditures.

Integration with distribution operations is scheduled to begin at the end of 2023 and continue
through 2024 (See Appendix II.); therefore, significant outage benefits are not planned to
commence until the end of 2024 at the earliest and most likely not until 2025. The first report that
may have outage management benefit reporting will be the July 2025 report.

Management and Prediction of Outages, Overloads, and Shortfalls of Transmission and
Distribution Assets

Some distribution transformer failures may be predicted prior to failure by using AMI data for
transformer load management. This earlier identification allows the Companies to move from
time-based maintenance to condition-based preemptive repair or replacement of the failing
transformer before it fully fails, thereby reducing the outage duration and avoiding any additional
cost of an “emergency” replacement. This capability is especially important as more load is placed
on the system by electrical vehicle charging which can stress transformer capacity especially
during extreme heat or cold periods.

AMI data can also be used to diagnose momentary outages related to overloaded hydraulic
reclosers which are not connected to Supervisory Control and Data Acquisition (“SCADA”)
systems. Following weather events that cause an increase in demand, momentary outages can be
plotted on a map to identify hydraulic reclosers that are operating due to load. Pockets of
momentary outages that appear on the map behind hydraulic reclosers indicate a recloser that was
probably operating due to load. Although the Companies have been installing intelligent reclosers
since 2016 to identify these kinds of issues, there are more than 900 circuits that do not have an
intelligent recloser and will benefit from the information AMI will provide. Without AMI, these
operations may go unnoticed until the recloser fails altogether.

AMI can provide data for voltage management. If the average voltage of a meter is outside of the
normal band, but not low enough to be considered an outage, the meter can send the voltage
reading to the system operator for analysis and response. These voltage excursions will help the
Companies identify where there may be issues in the system and can also be used to enable more
advanced voltage management solutions on the distribution system.

Utilities have experienced good success at identifying failed or failing equipment based upon
information from AMI meters. Average voltage information can be used to identify transformers
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with windings shorted and can also identify regulators and switched capacitors that are not
operating properly. When voltage information is combined with circuit data, the type of problem
identified can be scripted which allows repair orders to be automatically created and dispatched.
Voltages that are out of range on a single meter indicate a bad meter and a work order is issued.
Voltages out of range for multiple meters on a transformer create a repair order to swap the
transformer. Voltages out of range for multiple transformers are investigated for regulator or
capacitor problems. Recently, the Companies found an AMI meter reporting a high temperature
event. Upon investigation, it was found that the customer added equipment which would exceed
the capacity of their service and meter box. This was found before major damage occurred and
allowed communication with the customer and their electrician to fix the situation.

AMI usage and demand data will be used to identify over or underutilized transformers.
Obviously, the larger the transformer the more value there is in keeping it from failing from
overload or replacing it with a smaller transformer. The process is very straightforward for
transformers with only one customer served from the transformer. The same process can be
applied to smaller transformers by summing the load from all the AMI meters that are connected
to the transformer. This process will identify overloaded transformers and may also identify
transformers that have mis-linked meters. Additionally, this can help identify distribution losses
or theft.

The connection between the meter and the transformer is critical to accurately predicting failed
devices and the customers impacted from an outage. The service from a meter may be rerouted to
a different transformer for several reasons. When this occurs, it is important that the rerouting is
correctly mapped in the Companies’ mapping system. Voltage signatures from AMI meters can
be used to determine what meters are connected to a transformer and make any necessary
adjustments. Thus, AMI provides very precise and current mapping of meter-to-transformer
pairings.

The savings discussed above are dependent upon integration of AMI with distribution’s
operational systems. This is planned to occur at the end of 2023 and continue through 2024. (See
Appendix II.) Therefore, these benefits are not planned to commence until the end of 2024 at the
earliest and most likely not until 2025 or beyond. Thus, the first report that may address these
benefits will be the July 2025 report.

Data Availability to Customers Within 4-6 Hours
The Companies are providing data within 4-6 hours to the MyMeter portal for customer use and
will continue to do so as AMI meters are installed across the service area.

Innovative Rate Design

The Companies affirm their commitment to offer innovative rate designs to ensure customers
receive benefits from AMI beyond the operational savings that will be reflected in their bills
following future rate cases. The Companies will offer residential customers a voluntary prepay
option upon full deployment of AMI and plan to utilize AMI data to guide rate design and thus
would not plan on offering these rates until 2026 or later when AMI data is available for all
customers.
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Reduced Theft and Earlier Detection

The identification of theft or the failure of metering equipment resulting in under billing of a
customer is dependent upon AMI meter installation, the collection and analysis of interval data.
For the roughly 20,000 meters installed there have been only a couple of indications of tampering.
As more meters are installed at the end of this year and over the next three years interval data will
be monitored for theft, tampering, and failed equipment. The Companies will report on these
finding in subsequent reports.

III. Customer Engagement
LG&E and KU have developed plans to engage and educate customers and stakeholders about
fully-deployed AMI. The Companies have developed an Advanced Metering Infrastructure
Customer Engagement and Communications Plan (attached as Appendix I) that includes
awareness, education, and engagement.

The Companies have begun to make customers aware that AMI is going to be available during the
next several years in a phased implementation. Direct customer communications include
informational articles accompanying monthly bills in Power Source customer newsletter entitled
“The 411 on AMI,” which highlight the customer benefits of the project, reinforce the safety of
the technology, and explain the elements of the project underway. Search Engine Marketing
keywords are in place to help customers seeking information to be directed to our AMI webpages
for more information, and there is regular outreach to brief our community advocates like our
Customer Advisory Panel and customer talking points for our front-line employees. This is in
addition to an internal awareness-building series of employee news articles to assist our employees
in fielding questions from customers, neighbors and friends about the AMI technology and the
upcoming deployment schedule. Full strategic plans are in place from Change Management and
Training teams to prepare employees for the future-state so they can best serve our customers.

Moreover, the Companies will continue to educate customers about the conveniences and
advantages of AMI meters prior to deployment in each specific sector before and during meter
exchanges. Using established communication channels like regular website updates with
informational videos and updated answers to frequently asked questions, informational flyers at
our walk-in customer service offices, stakeholder outreach, and through other owned and paid
media, customers will find more detailed information about the project as it moves toward
deployment of meters in the fall of this year. The communications plan includes paid advertising
on a variety of platforms including digital media, social media, online music streaming radio, and
other mediums as appropriate in each area of the market, such as outdoor and print, to build
awareness of the project and explain the benefits of the technology to the customer. The website
will also be updated to include a searchable deployment map so that customers can find out when
meter exchanges will be coming to their area of the service territory. Direct customer notifications
through emails, letters, postcards, text messages and automated outbound calls will notify
customers of the approaching installations in their zip codes. After meter exchanges are complete,
the Companies will continue to use established communication channels to engage customers by
encouraging them to take full advantage of the benefits that will be available to them upon
installation of their AMI meter. The Companies will encourage them to track their energy usage
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and avail themselves of innovative rate structures so they can make more informed decisions and
reduce their bills.

IV.  Outage Management
AMI meters can do much more than just provide usage and billing data. They act as a coordinated
group of sensors throughout the service area. In that capacity, they can be used to provide various
types of information the Companies can use to prevent and handle outages, and validate
restoration.

Integration with distribution operations is scheduled to begin at the end of 2023 and continue
through 2024. (See Appendix II.) Therefore, outage benefits are not planned to commence until
the end of 2024 at the earliest and most likely not until 2025. Thus, the first report that may have
outage management benefit reporting will be the July 2025 report.
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Introduction and Background

The LG&E and KU Advanced Metering Infrastructure (AMI) will consist of new digital meters to replace
existing electric meters for customers, new communication modules for gas meters in areas of combined
electric and gas service, and a new two-way system that will allow for wireless communication between
the meters and the utilities. Initially, AMI will require a significant investment in the meters and
supporting infrastructure that will, over time, lead to cost savings from reductions in operational expenses
associated with reading meters and service connections/disconnections/reconnections.

In addition, there are many short- and long-term benefits to the customer experience. For example, the
new service will allow for enhancements in outage detection that will lead to faster and more efficient
power restoration, especially when combined with automated controls that already are being installed in
electric distribution. Moreover, the new meters will capture more detailed and real-time energy usage
information that can:

e help customers become more informed about their usage patterns and behaviors; and
e help LG&E and KU develop and offer new programs and rate options, both of which offer the
potential for lower energy bills and greater customer satisfaction.

AMI provides customers new data, tools, and control over their energy consumption. A robust customer
engagement strategy is the key element in engaging customers to take advantage of the benefits AMI
offers. Without robust customer communications, education, and support before, during and after
deployment, the Companies are likely to encounter customer concern, resistance, and low adoption of
advanced capabilities. Consequently, the Companies are committed to educating and engaging customers
and other interested parties to help them understand and take advantage of the benefits of their AMI
meters.

Using the Companies proven approach to communications, LG&E and KU will:

e communicate to customers the benefits of AMI; the installation process; and greater control,
increased options, and improved convenience available with AMI meters.

e encourage customers, and any third parties they designate to adopt AMI meters and their
associated benefits.

e cstablish communication channels that allows the companies to reach all customers with
information about AMI meters.

e support collaboration with stakeholders to enhance customer adoption and identify opportunities
for additional programs and benefits.

The LG&E and KU AMI Customer Education and Engagement Plan (Plan) reflects a customer-focused,
collaborative strategy resulting from the Companies’ research, customer surveys, experience with
participants in the LG&E and KU voluntary Advanced Metering System (AMS) Opt-In Program,
collaboration with third-party stakeholders, and benchmarking with peer utilities. LG&E and KU
developed an education and engagement strategy that:

e ensures customers receive messages consistent with their preferences,

e ensures third parties receive messages that enable them to educate and engage with their
constituents, and

e encourages customers and third parties to participate in discussions with the Companies about
customer preferences and options.

The Plan was developed through a collective and holistic process involving the Companies and various
stakeholders. LG&E and KU gained insights into how best to communicate with their customers about
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AMI meters while promoting and installing meters through their voluntary AMS Opt-In Program. In
addition to anecdotal feedback LG&E and KU received from participants, the Companies reached out
with surveys inviting customers to share direct feedback and comments. To further shape the Plan the
Companies drew upon the expertise of industry professionals, research, and benchmarking from other
utilities of similar size that have deployed AMI meters system-wide.

Various studies of third-party customer satisfaction surveys showed a connection between strong,
proactive customer communications and positive customer experiences with AMI programs. With this in
mind, LG&E and KU developed this comprehensive Plan to educate customers, as well as community
stakeholders, throughout the duration of the deployment and after customers’ AMI meters are installed to
encourage participation and support of AMI and future programs.

The Plan includes providing customers a robust offering of information on a variety of topics, including:

how an AMI meter works

the meter installation process

new tools and features available through AMI

the online dashboard MyMeter which provides features, tools, and ways to help manage energy
use

The overarching objective of the Plan is to inform customers of the benefits of AMI meters and promote
engagement post AMI meter installation. The Companies have an unwavering commitment to customer
service and satisfaction, and implementing the action plan laid out in the Plan will ensure a positive
customer experience before, during and after a system-wide rollout of an AMI.

While communications tactics will be triggered based upon AMI deployment in geographic areas as part
of the multi-phase strategy, the overall campaign will reflect two positions:

e General Awareness: Raise customers’ and stakeholders’ awareness of our AMI meter rollout
and educate our audiences about the benefits of modernizing our system (with specific emphasis
on the role AMI meters play).

e Direct Outreach: Target and engage affected customers with direct communications (pre- and
post-rollout) to:

o set expectations about the installation process (what to expect),

o how the meter works,

o how customers benefit from AMI, and

o the tools, information and features they can access to gain the most benefit from their
new AMI meter.

Figure 1, below depicts the timing of these two positions based upon AMI deployment milestones and the
multi-phase approach of the Plan discussed further below.
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Figure 1 AMI Deployment Milestones
AMI Network Installation Begin Advanced Meter End AMI meter
Rollout Rollout
v v v
General Build on “Empowering Possibilities”
Awareness

Communicate the benefits of AMI and AMI meters to educate customers and
promote engagement.
Direct Phase 1 — Awareness
Outreach .
Notify customers of AMI meter deployment
and benefits
Phase 2 - Education
I
Prepare customers for advanced
meter deployment, provide
information on available
opportunities

Phase 3 — Engagement .
Equip customers with knowledge to make
more informed decisions and to participate

in AMI meter opportunities

In executing the Plan, LG&E and KU will encourage adoption of the capabilities of AMI meters and
provide customers with resources that allow them to manage their energy usage and costs. During and
after full deployment, the Companies will continue to work to identify opportunities that engage
customers and third parties, and to enhance the customer experience and improve community relations.

History of Strong Customer Education and Engagement

At LG&E and KU, the customer experience is one of our highest priorities. Employees understand and
recognize the importance of ensuring a positive experience with every customer interaction. In addition,
they appreciate knowing that their efforts to hold down costs and maximize performance also contribute
to a positive customer experience. The Companies understand that a robust customer education and
engagement plan is paramount to the success of AMI and to ensuring a positive customer experience.

In 2015, the Companies established Customer Experience Action and Advisory committees to develop
and implement strategies that enhance the customer experience. Internal leaders representing all lines of
business comprise each committee. Through regular communication, including strong internal
messaging, a corporate website and mobile app available to all employees and contractors, the committees
emphasize the importance of positive customer interactions. The committees advise all departments
throughout the Companies on what, when, and how to communicate effectively with customers. The
committees are key to continuing the Companies’ outstanding customer satisfaction and will be utilized to
assure AMI messaging resonates with customers.
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Prior to developing the Plan, the Companies conducted numerous surveys among customers to gauge
their awareness and understanding of AMI meters. In addition, the Companies surveyed participants in
their voluntary AMS Opt-In Program to gauge awareness and engagement. Survey results and industry
research drove the development of a multi-phased communication approach. The Plan focuses on three
phases — Awareness, Education and Engagement — that build on the Companies’ existing “Empowering
Possibilities” messaging phase which launched in early 2019.

Understanding Customer Needs, Priorities and Expectations

A successful plan must focus on understanding and anticipating the needs, priorities and expectations of
customers. To that end, LG&E and KU reached out to existing advisory groups for feedback and insights
into customer preferences and an understanding of AMI meters and their associated infrastructure.
Respondents to our surveys provided the following insights into customers’ preferences, awareness, and
perceptions about AMI meters:

e Overall Awareness: In a brand favorability survey conducted among residential customers in
April 2018, nearly 25% indicated they were familiar with the Companies’ AMS Opt-In Program.
When asked to describe their overall feelings about advanced meters, 45% of those surveyed
indicated they felt extremely or very favorable while 37% indicated they were somewhat
favorable. Extremely favorable and very favorable responses were higher among customers in
Eastern Kentucky with 57% expressing favorable feelings. Generation X customers were far
more likely to have favorable feelings about advanced meters (58%) than Baby Boomers (40%)
and Millennials (39%).

o Sources of Knowledge: Customers who participated in the April 2018 brand favorability survey
were asked to indicate their sources for general news and information. Three-fourths of them
(75%) cited television; more than half (54%) indicated general internet; and over half (51%) cited
social media. When asked for preferences for how to receive company news and information,
more than half (56%) said email; 42% said a flyer with the bill; and 37% said direct mail. Other
sources — LG&E and KU website, television, social media, print or digital customer newsletter —
were also mentioned.

e Feelings About Advanced Meters: In a survey conducted from August 24 to September 8, 2020
among customers who participate in the voluntary AMS Opt-In Program, more than half the
respondents expressed satisfaction with the program. Customers who are most satisfied with the
program mentioned ease of use and the ability to look at detailed data and usage trends to help
make informed, energy-saving decisions as reasons for satisfaction.

Customer Education and Engagement Plan

LG&E and KU recognize the importance of engaging all market segments as well as the challenges in
reaching every customer. To that end, the Plan includes customized approaches for all customers,
including low income, seniors, high usage customers, customers with plug-in electric vehicles, and
customers with private solar systems. The Plan, which was shaped by feedback from our customers,
informs and engages customers throughout the various phases of implementation. LG&E and KU will
reach out to customers to obtain feedback about their experience and adjust communication messages and
channels based on customer feedback and preferences.

There is no “one size fits all” approach to communicating with customers. Customers will select the
messaging methods they prefer. One of the Plan’s strengths is that it allows flexible, scalable, and
measurable communications as the customer evolves and becomes more engaged. The Companies utilize
tools and data that analyze which communications are most effective for educating and engaging each
customer segment. The result of this analysis informs the Companies to adjust plans, communication
channels, and messages to resonant with customers.
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In addition, the Companies’ proprietary online customer panel is a resource to share draft communication
pieces and gain direct customer feedback.

Multi-Channel Communications

The Companies are committed to customer service and satisfaction, and they plan to ensure a positive
customer experience before, during and after a system-wide rollout of an advanced meter infrastructure.
The overarching objective of the Plan is to inform customers of the benefits of advanced meters and
promote engagement post advanced meter installation.

LG&E and KU will use a diverse range of methods to educate and communicate with customers about:

e the Companies’ plans to deploy advanced meters system-wide
e the installation process, and
o the benefits afforded by advanced meters and the supporting infrastructure

The Companies approach to communications includes using a variety of communication channels to
distribute information. This may include but is not limited to, direct mail, emails, bill inserts, bill
messages, outdoor signage (e.g. billboards), newspapers, radio, television, corporate website (e.g.
information and videos), brochures/flyers, etc. In instances where there are key stakeholder groups (e.g.
low-income agencies), the Companies will also provide education and materials to the groups to prepare
them for any questions they may receive.

The Plan involves a three-phased approach that builds on the Companies’ existing “Empowering
Possibilities” campaign. Empowering Possibilities is a territory-wide campaign that serves as an
introduction and the foundation that gives all LG&E and KU customers a broad sense of the future of the
energy industry, its landscape and new technologies that benefit customers and add value to the
communities served by the utilities. For more information about the campaign, please see Appendix A.

Phase 1 — Awareness

The Awareness Phase occurs prior to the installation of a customer’s advanced meter. The Awareness
Phase will include customized messages aimed at notifying all LG&E and KU customers of the
Companies’ plans to deploy AMI system-wide and emphasizing the high-level benefits to customers and
to LG&E and KU. The Companies will ensure customers from urban areas to more rural settings receive
the messages.

When interacting across multiple channels, customers recognize the messages easier and awareness
increases. Messaging around the Awareness Phase will begin soon after receiving approval for full
deployment.

During this phase, messaging will emphasize AMI technologies along with benefits and opportunities to
give customers more control, choice and convenience. Other messages will provide information,
resources and assurance to customers who express concerns over safety, privacy and security.

Awareness Objectives

e Educate all LG&E and KU customers about the Companies’ plans for system-wide
deployment of new advanced meters.

e Explain the reasons LG&E and KU are making this investment, with a focus on customer
benefits, “What’s does it do for them?”

e Educate LG&E and KU employees with a strong focus on those who have direct customer
interaction so they can fully and effectively discuss the benefits and specifics of AMI with
customers.
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Start to inform elected officials, media, and other stakeholders (e.g., low-income advocacy
groups) generally about AMI, the benefits, and the implementation process.

Phase 2: Education

The Education Phase would begin as the Companies approach meter installation in a specific area.
Stakeholder communications will generally begin approximately six weeks before any advanced meter
installations in an area. Direct customer communication will begin approximately four weeks prior to
scheduled installation; additional communication will be deployed to each customer approximately two
weeks prior to scheduled installation and again the week of the installation. The focus is on educating
customers on the deployment process and the benefits of an advanced meter.

Education Objectives

Educate LG&E and KU employees with a strong focus on those who have direct customer
interaction so they can fully and effectively discuss the benefits and specifics of the initiative with
customers.

o Prior to the beginning of deployment, customer-facing employees will be trained on the
process, provided detailed information about the schedule, and key points about the
advanced meter and the capabilities it provides customers.

Follow up with elected officials, media, and other stakeholders (e.g., low-income advocacy
groups) regarding the deployment process and timeline.

o Approximately six weeks in advance of deployment in a specific area, the Companies
will use a variety of communication channels to ensure all stakeholders are aware of the
deployment schedule and the advantages of an advanced meter. This includes but is not
limited to, local news interviews, newspaper articles, phone calls, etc.

Inform and educate all LG&E and KU customers about the Companies’ plans for system-wide
deployment of new advanced meters.

o The Companies will send three direct communications to customers prior to the
installation of their advanced meter (i.e. two emails and/or letters and a postcard and one
automated telephone call and/or text message — dependent upon each individual
customer’s contact information on file).

Messaging Initiatives

The Education Phase will focus on AMI meter benefits and emphasize control, choice and
convenience. Each deployment area will receive multiple messages through three distinct
initiatives:

1) Schedule and Deploy: Provide customers with clear and accurate information to
prepare them for and facilitate the installation of their new AMI meter and gas AMI
module (only applicable to LG&E electric and gas customers), and inform customers
of opt-out process, and address other concerns.

2) Opt-Out Coordination: Further, educate customers on advanced meter benefits and
the opt-out process.

3) Minimize Inconvenience: Find ways to address concerns customers have about any
inconveniences that may occur as a result of their advanced meter installation.

Schedule and Deploy

Specific information will be presented to the seven segmented audiences listed in the stakeholder
column in the table below, as a notification prior to advanced meter deployment. Given
experiences with meter replacement, the Companies have decided that the most effective
deployment notification should be delivered to customers approximately four weeks before their
advanced meter is scheduled for installation. The initial communication will be followed by two
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additional communications — one approximately two weeks prior to scheduled installation and the
other the week prior to installation. Doorhangers will be left the day of installation. See the table
below, which depicts customer communications prior to AMI meter installation.

~6 weeks prior ~4 weeks ~2 weeks Week prior to | Day of Meter

prior prior installation Installation

Stakeholder

Communications
Customer

Notifications

Customer
Ej Notifications

- Customer
KYPSC @, —L o o
- < Notifications
Local Officials Customer
Low Income ﬂ \E) Notifications
Agencies or
Medical Alert

Special Needs w =

Key Accounts
Media

This initiative will conclude when LG&E and KU inform the customer that the advanced meter
has been installed and will seek to assess the customer’s satisfaction with the process. This will
be done through the following actions:

o LG&E and KU will leave a door hanger on the door to notify each customer when their
new advanced meter has been installed. The door hanger has instructions for accessing
and registering their online account via the MyMeter portal and how/when they can begin
to use the functionality.

o Customers who have registered their email address with LG&E and KU will receive an
email notification after their new advanced meter has been installed. The email includes
instructions for accessing the MyMeter portal.

o The Companies will periodically execute customer satisfaction surveys to assess the
deployment and installation processes.

Opt-Out Coordination
LG&E and KU will focus their opt-out campaigns on decreasing the number of customers who
decline to allow the Companies to install an AMI meter by proactively alleviating typical
concerns through awareness and education. For those customers who choose to opt-out even after
reviewing the information, LG&E and KU will provide a clear opt-out process.

Opt-out information will be included in the letter/notification customers receive. Customers who
wish to opt-out will be instructed to call LG&E or KU. Opt-out coordination will be handled by
employees specifically trained to provide customers with accurate and up-to-date information

Page 9 of 28



APPENDIX I

regarding advanced meters and the available opt-out process. Front-office employees and other
individuals who will be handling customer contact and meter installations will receive
information about opt-out processes.

Minimize Inconvenience
Consistent with each phase, LG&E and KU will design communications that are aligned with
successful examples the Companies have employed in their voluntary AMS Opt-In Program,
other large-scale company projects, and materials used throughout the energy industry.

LG&E and KU materials will be clear, concise, non-technical and segmented based on customer
demographics. Appendix B contains samples of materials LG&E and KU have used along with
drafts of materials LG&E and KU would use.

Phase 3: Engagement

The Engagement Phase starts when a customer receives an AMI meter and access to the tools necessary
to better understand their energy consumption as well as optional rates available to them. The objective
of the Engagement Phase is to assess and use insights gathered from customer surveys concentrating on
the post installation user experience, focus groups and outreach experience to refine and promote new
customer opportunities and future offerings. These activities will facilitate greater customer interaction
with the Companies’ programs, increase access to energy efficiency tools and information, and provide
for other energy management opportunities offered by the Companies and other innovative third-party
vendors.

A campaign will be developed to promote the information and benefits customers can access after their
AMI meter is installed via the online MyMeter portal. Additionally, LG&E and KU will highlight tools
and features to customers via periodic notifications. This approach has proven to be extremely helpful
during the existing voluntary program.

For example, in early 2019, the Companies launched a monthly email update to AMS Opt-In Program
participants®. Each update offers information about existing — or new — tools and features available to
customers via the MyMeter portal. Not only have LG&E and KU seen strong open rates and interest in
the email updates, but engagement on the portal increases significantly in the days after an email update is
deployed.*

LG&E and KU have tools in place to increase customer engagement, and the Companies are investing
more and more in digital channels. These digital channels will have the ability to gather and store
customer preferences for the delivery of personalized, timely, effective, and educational communications.
These communications will allow customers to make smarter energy decisions. Paired with information
the Companies gather from the advanced meters, the engagement tools will allow LG&E and KU to
transform their relationship with their customers by proactively providing new usage insights to
customers.

Engagement Objectives
e Educate customers about online resources and how to access MyMeter.
o The Companies will use multiple communication channels to engage the customer (e.g.
bill messages, bill inserts, corporate website, videos, etc.)

3 A history of these communications can be viewed at https://Ige-ku.com/advanced-meter/roadmap
4 See Appendix D
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e Make it easy for customers to select energy management tools and energy efficiency offerings
that are available to them based on their personal preferences.
o For example, written materials and videos that explain each feature and how it can be
used to accomplish an individual’s goals.

Messaging Initiatives
The Engagement Phase provides digital experiences while still recognizing that many customers
prefer non-digital channels. Outreach programs will provide education materials through social
and traditional channels to enhance face-to-face outreach from LG&E and KU personnel. The
Engagement Phase is a long-term, holistic approach that leverages several digital and non-digital
channels to engage and educate customers.

The Digital Experience
Among the digital channels used for ongoing customer engagement is the MyMeter portal. LG&E
and KU will create added value for customers by providing access to personalized and useful
energy usage data. The portal enables customers to leverage this information to gain insights into
how they use energy and then turn those insights into action. Specifically, the MyMeter portal:

e Provides customers with an easy, intuitive method to view their energy usage in near real
time.

e Provides a customized and personalized experience anywhere, anytime and on any
device.

e Provides customers the ability to download usage data in various formats, including
Green Button format, which is the national standard.

e Provides improved analytical capabilities to better understand customer behavior and
empower customers with tools to make informed decisions.

e Provides the ability to overlay additional data, including weather, price and comparisons
to other Advanced Meter customers in the customer’s zip code and throughout the LG&E
and KU service territory all in graphical format.

e Utilizes a customer analytics engine that leverages advanced meter usage data to provide
customers with insights and energy savings tips as well as personalized action plans to
conserve and save.

e Provides customers with proactive alerts associated with projected billing, home energy
use, and customized thresholds set by customers (energy use or projected cost).

e Provides the ability for customers to set markers for dates when they make certain energy
improvements so they can monitor to gauge the effectiveness of their actions.

MyMeter portal functionality is tailored to specific customer segments (residential, small
business, large commercial) and optimized for viewing on multiple devices (e.g., desktops and
tablets). The portal integrates with the LG&E and KU corporate website, which means customers
experience seamless access via a single sign-in process. The multi-channel experience extends to
the front office, which allows LG&E and KU customer service employees access to the same data
screens as the customer.

The end result of the MyMeter portal is a low-effort, high-satisfaction digital customer experience
that drives increased customer adoption. With “customers first” as the guiding principle at LG&E
and KU, the MyMeter portal sets the Companies’ direction while AMI provides the platform that

helps bring it to life.
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Personalized Data Insights
An important element of customer engagement is personalization. Traditional utility
communications have been largely one-size-fits-all. LG&E and KU are committed to using a
software platform that sends information that is relevant to each customer’s unique situation. The
information takes the form of periodic energy reports for customers, customized with information
ranging from new plots to energy saving tips to benchmark comparisons. The tips can be further
refined based on publicly available non-utility information about the customer, such as the age of
the customer’s house. In addition to the MyMeter tools listed under the Digital Experience, below
are even more tools integrated into the MyMeter portal that LG&E and KU will employ to
increase customer engagement:

e A user-friendly, interactive visualization tool will allow customers to analyze their energy
usage trends through a series of views. Customers will be able to see their data by
different time periods (e.g., days, weeks, months, years). Customers also will be able to
see their bill costs in addition to usage data.

e Personalized energy cost comparisons across the standard residential rate and the
Companies’ two residential time-of-day rates so that customers can determine what rate
offers the best value for them.

e A bill comparison tool will allow customers to compare their last bill to their previous
bill or to the corresponding bill from the same time period the previous year. Comparing
bills is a useful way for customers to track their energy use and identify possible causes
for an increase or decrease in their bill. AMI data allows for a more personalized and
detailed breakdown of bill differences, including the impacts of weather, rate plan
changes, and peak versus off-peak usage.

e Modules highlighting the resources available on the online portal and encouraging
customers to engage with LG&E and KU online.

The tools in the Digital Experience and Personal Data Insights are complementary to each other
and will drive a customer journey for years after the deployment of AMI meters. See Appendix C
for screen shots of some of the tools, data and information customers can access via the MyMeter
portal.

Engaging All Customer Segments
There are customer segments throughout the LG&E and KU service territory that require special
engagement efforts. Some customers may not be comfortable receiving messages through digital
channels while others may not have access to online services. LG&E and KU will use a range of
channels beyond digital means to engage customers. Engagement with non-digital, seniors, low-
to moderate-income and non-English speaking customers will include the efforts of Customer
Outreach Ombudsmen. These employees will determine which customer segments are not
receiving the appropriate messages and take action to fill those gaps. Mail, community groups,
events, social services, libraries, and government centers can all be leveraged as channels for
reaching customers with education materials or personal interactions.

The Companies also acknowledge that there are customer segments (e.g., high usage customers,
customers with electric vehicles, solar customers) within their service territory that may have
opportunities to take part in additional offerings. As such, LG&E and KU will provide targeted
messaging to these customers that will revolve around additional opportunities to become
involved in energy efficiency, third-party offerings, or other ways to save.
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Customer engagement will evolve over the course of AMI deployment through lessons learned,
surveys, focus groups, and a building of awareness across the LG&E and KU service territory.
More opportunities to engage across channels means customers will participate more and begin to
adopt new behaviors.

Conclusion

This Plan provides a framework to communicate and collaborate with customers and interested third
parties in support of the Companies’ AMI initiative. While AMI and the MyMeter portal provide
technologies that support customer control, choice and convenience, the Plan will help customers and
third-parties better understand how to best take advantage of AMI.

The Companies combined research, past experiences, benchmarking, and outreach to develop the Plan.
The Companies’ collaborative relationship with customers, energy service companies, and other
interested parties played an invaluable role in gaining extensive support for the effort. Energy data access,
rate pilots, and additional AMI-enabled opportunities detailed in the Plan support security and
convenience for customers and third parties. The Companies will continuously seek and benefit from
feedback from interested parties to maintain a customer-centric focus as new AMI-enabled opportunities
arise.

In summary, the LG&E and KU AMI Customer Awareness and Engagement Plan provides a robust
framework for successful customer awareness, understanding and engagement as part of AMI
deployment.
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Appendix A - Empowering Possibilities — Awareness Phase

In early 2019, LG&E and KU launched its “Empowering Possibilities” campaign, which was developed
in response to quantitative and qualitative customer research conducted in summer 2018. In the
quantitative survey, the Companies gauged customer satisfaction and brand sentiment, attempting to
understand what content appeals to LG&E and KU customers and discover which targeted
communication channels customers prefer.

The Companies sampled four specific regions across Kentucky, which included Louisville, Lexington,
and Eastern and Western Kentucky.

Phase 1 findings helped shape the Companies’ approach to the second phase of research, the qualitative or
focus group portion of the study.

LG&E and KU conducted focus groups in four cities that represented the same areas sampled in
Phase 1 — namely, Louisville, Lexington, Middlesboro and Morganfield.

With each location, the Companies conducted three two-hour customer focus groups with
Millennials, Generation X and Baby Boomers.

With each group, LG&E and KU received feedback on brand sentiment and the drivers of it from
the perspective of the customer, and conducted a diagnostic assessment around the brand
attributes of innovation, customer focus, affordability, and energy efficiency.

With those attributes, the Companies received direct customer feedback on content (discovering
what customers want to hear), voice (who customers want to hear it from), and style (how they
want to see/hear it).

Overall brand sentiment was positive; however, there were several areas that were identified by
the survey as opportunities for improvement — namely, through the focus groups, the Companies
sought customer insights on the brand attributes of Innovation, Customer Focus, and
Affordability.

AMI meters fall into the Innovation category, but the Companies also wanted to glean some
information in the areas of Customer Focus to ensure the Companies reach customers with
messages in the manner the customers wish to receive those messages.

LG&E and KU wanted to determine which content is most appealing to customers, how best to
deliver messages through the appropriate voice, and, visually, to identify the style — or the look
and feel of the message — that customers most wanted to see.

It was clear — in every focus group — that customers needed to quickly see and understand how
any offering or investment the Companies make would positively impact and benefit their day-to-
day lives.

The “what’s in it for me” mentality means that LG&E and KU must provide “proof points,” or
evidence that if the customer takes an action, such as enroll in a program (e.g., the voluntary
AMS Opt-In Program), the customer will quickly understand how they can benefit from the
program.

Overall, customers felt that mid-level LG&E and KU workers, employees who are “in the
trenches,” would be best suited to speak credibly to the programs and services the Companies
offer, and the investments the Companies are making that benefit customers.

Customers believed that presenting a positive employee voice is a signal that the Companies are
doing right by their employees, which, in turn, has a positive impact on the customer experience.
Customers tended to react favorably to the style and imagery that presented a more literal
representation of a program, service or investment, which allowed them to better understand the
end benefit and how it directly relates to them.

Finally, customers want to see how these programs and services impact the household and their
lifestyle, but they need to see the “proof” and not just “shiny happy faces.”
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The “Empowering Possibilities” campaign capitalizes on LG&E and KU employees’ credibility and
expertise. The campaign humanizes the Companies while integrating customer experiences to validate the
benefits of offerings to customers.

The campaign includes messages designed to build trust among LG&E and KU customers and set the
stage for future technologies and a changing energy landscape.

Elements of the campaign feature content and visuals that create a localized sense of place, showcase
actual LG&E and KU employees where appropriate, and present the Companies’ infrastructure and use of
technology in a clear and meaningful way.

The Companies’ “Empowering Possibilities” campaign establishes LG&E and KU as proponents of
renewable energy and advanced technologies that put more control in the hands of customers.

As customers embrace energy management programs and access to information to help them save energy,
the Commonwealth, along with LG&E and KU and other Kentucky utilities will continue to work to
develop cleaner, more resilient and affordable energy for all Kentuckians. To support this goal,
“Empowering Possibilities” campaign messages include a focus on technologies, such as AMI meters and
AMI technologies that enable customer control over energy use by:

e providing the data customers need to make more informed decisions (choices)
e increasing customer convenience, and
e streamlining the Companies’ relationship with customers.

The Companies promote the “Empowering Possibilities” campaign through their surround-sound
approach to communication utilizing owned, earned and paid channels which include:

the LG&E and KU corporate website

bill inserts

social media (Facebook, Instagram, YouTube, Twitter, etc.)
employee newsletters

posters in company facilities

media relations

digital advertising

radio

streaming television

print ads

“Empowering Possibilities” is a springboard into more direct messaging around AMI meters and the
benefits they provide to customers. The campaign is fluid and will continue beyond AMI deployment.
The Companies will adjust activities based on feedback from customers (online and telephone surveys,
focus groups).
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Sample Empowering Possibilities Print Ads
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Appendix B — Education Phase Customer Communication Examples
Sample 4-weeks Advance Notice Letter®

Advanced Mesering hefraserecture (AN
Feadenid Phune ] H
Lo E: 300- 5371 -T 520 | KLz S0-587 0800 L] e *

Fumimam Phone |
LGB 3002317300 | KLk B00-365-5 852 FPL companies

Address

«Insart Date >

Meter upgrade project

Car Valuca Customer,

In the nest faw wesks, raired sendce echniciars working on behall of LGRE and KL will be in wour aias
exchanging ekactne mater(s! inyour groperty’s Iip code — INSER| FREMIBE ZIF LOLDE| - atno
additicnal cost b ynu, Thess now advanced meters help vou manage wour energy use and allow us to
willer mew Louls and services,

Cunng the meter axchange proosss:

= Mlechmician Trom Uility Parners of Armenica (UPA] will upgrade your metar(s], They camy phato
identitication, and thairvenicles ane marked as L&k and KU contractore,

= The meler exchange will only lake a lew mirutes and youdo nol need (o be presenl nomost
cases, there is no disruption of power dunng the meter enchange. Jontact UPS at S00-914-4197
fyou hawa questions about the meter axchange.

= This imatar upgrade is al no additional cost te you. 11 wou do not wish 1o receive an advanced
meter, please vist Ige-kacomy meter-opt-out, and Till out the torm. Wee wall contact vou about
the mnnthly fees youw will incur by apting out.

Visitour website at Ige-gucom/meter-uporate tolearn mone aoout i meter upgrada process and the
penefits of advanoed meters,

LGEE ard KU Crergy (LG | B2 Vias Droadway | Loaleyie, K 40232 ek commma g aos

3 This is a sample letter.
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Sample 2-weeks Advance Notice Postcard®

Your meter is
being upgraded.

Durlng the meter em:hamge process: 1ymes e ok wich b rescefvm vm adwanoad mater, oot te
contact o at iga-lenoem/medar-sp o, H you clect
o eqat-ean peul b mpiond] b pay e e o olTsel the
chatgrs azsncmted wits the manusl pmcasses masied

L.Ipaﬁiii * A techniclan from Utillty Partnars o privide your sevice. Alier Hing oo the sing form,
e af America (UPA) will upgrade .l coreet yom abeart s monthly Tess yoswill base
your meker, b oty om:
They carry photo identification, and
heir vehiches are narked a2 LOEE and
KL conracioes, Themeler evchange Adwared Ml ikt i AV
is it no additional cost ba you, £l st Eradaary

L]

= The meter upgrade will only take
ﬁ afew minutes and you do not
need to be present,

I ozt cases, there is no disruption
of pesser during the meter exchange.
Comtact UPA at S00-314-0170 1 you
have cquesBores shoul the meber swchange

A 3

¢ This is a sample postcard.
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Sample Door Hangers (Examples)’

Today a technican successiully upgraded the
folowing equipment at no additional cost to you

|| EtectricMeter | | Gas Module ussiom

Your new meter gives you access to the tools,
resources, and insights to better help you
manage your energy usage and take steps to
reduce your menthly energy bills. Seon you
will be able to

* Stay updated on your usage
* Set and manage energy usage alerts
* Learn valuable energy-saving tips

In a few days, you can register and start using
your MyMeter dashboard to track and manage
your energy use. Vist Ige-ku.com/mymeter to
register and learn more about the featuwes and
henctits of the advanced meter.

Visit lge-ku.com/meter-upgrade to learm mare
about our preject to replace all meters within
our service territory.

[ Tecy's Doty

upazs  ICE KU

o vy of Jascn

ANENWZZ

Your attention

is required.

Today a techrican was unable (o upgrade the
folowing equipment:

[ EtectricMeter | | Gas Module assiom

The technician was unable to complete the
exchange because of the followng reasonds):

[ pete [] eeushes/shrubs
[ cbstruction ] Meter inside
D Locked Gate D Safety Issue

DOther |

Please call 800-914-4179 ot your carliest
convenience o schedule a time for a technician
to return. Normally, the entire process can be
completed in a few minutes. You do nat need to
be present. In most cases, there is no disruption
of power during the exchange. This meter
upgrade i at no addtional cost to you,

i |

upaz ICE KJ

Povwws of et [y

ANENWTZ

7 These are sample door hangers.
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Fact Sheets and Informational Articles (Examples)®

APPENDIX I

Health Fact Sheet

Advanced Metering Infrastructure

What is an Advanced Meter?

Advanced meters ghve customers more timely information
on their energy use. After installation, customers will also
be able to access a customized online dashboard that can
help them track and compare their energy usage by day.
week, month of year.

While most meters record a running total of the energy used,
an advanced meter can record enargy usape data n 15, 30.or
&0 minute increments. Generally, the meter will only transmit
the usage information for a few minutes each day.

When we build out this network of advanced meters over
the next several years and install the necessary supporting
infrastructure, these technologies will then work together and
help us more quickly detect when an cutage oceurs and then
communicate with our system to help identify its location.

] 500 1000 1500

Can Advanced Meters affect
my health?

The Warld Hezlth Organization (WHO) has
cancluded that ne adverse health effects have
been demonstrated from exposure 1o low-level
radia frequency energy such as that produced by
advanced meters!,

Radio frequency signals also weaken significantly as the
distance between you and the device increases. The casing
of an advanced meter, as well as wall construction materials,
also decreases the level of RF energy in the vicinity.

Please note that advanced meters transmit RF energy only for
short periods each day. In fact, an Electric Power Research
Institute (EPRI) analysis of 47,000 advanced meters installed
in southern California found that 99.5% of the maters were
transmitting for approximately three minutes o less daily!.

¥
 Eetrees s, . Am e s o] Pk Fokds Amnciot
s St A4S i A EE N TS AT A T, 000

Radio Frequency Power Density Levels of Common Devices (in microwatts/cm2)

2000 2500 3000 3500 4000

4500 5000

Cell Phone - at ear 000
Microwave Oven -2 feet == 200
= 5y

Smart Meter-3feet = 40
-

Smart Meter - 10 feet

Radio frequency by Advanced
Meters are below levels produced
4 by cell phones, baby monitors,

5000

WIFi Router - 3 fest satellite TV's and microwaves
. v v r
FM Radio/ TV Broadeast | 0o
— i e e i e aue Sty o O el
- Minimum Haindth Tores fram Semat Scar, Lnlten Techrtos Cnencd. <
v S cuarca; City of M ikt 2 kf Emmaiorn 4
- il g

e o Exabeaten

Meter Upgrade Project

our customer:

THE 411 ON AMI

e data, and to

Did you know? The “A" in AMI stands for “Advanced.” After installation,

you will have access to a customized online

dashboard that can help you track

and compare your energy usage by day, week, month or year, providing you with
advanced tools to manage the energy you use and the money you spend.

Visit Ige-ku.com/ami to learn more.

THE 411 ON AMI

Privacy Fact Sheet

Advanced Metering Infrastructure

What is an Advanced Meter?

Advanced meters give custorners mare timely infarmation
on their energy use. After installation, custamers will slsa
be able to access 2 customized online dashboard that can
help them track and compare their energy usage by day,
wesk, month or year.

"While most meters record a nsnning total of the energy used,
an advanced meter can recond energy usage data in 15, 30 ar
60 minute increments. Generally, the meter will anly transmit
th P drartes each day.

forafew

When we build sut this netwark of advanesd meters aver

the next several years and install the necessary supparting
infrastructure, these technalogies will then wark together and
help us more quickdy detect when an outags oocurs and then
communicate with aur system to help identity its locatian.

Utilities adhere to strict policies,
following state lawe that regulate
the use of personal information.

Meter Upgrade Project

mers. Far mare
‘meter-upgrade.

Did you know? The “M” in AMI stands for “metering.” With AMI, the new two-way
system will allow for wireless communication between your meters and LG&E.

Visit Ige-ku.com/ami to learn more.

8 These are sample fact sheets and informational articles.

Will Advanced Meters keep
my data safe and secure?

All customer infarmation is canfidential

and only available to the custarmer and
sutherized uliity persennel 2z neaded for
infarmatian such as maintenanes, billing

and eustomer servies. W place the utmest
importance an aur eustomers’ safety and
security, and we have stringent practices in
placs ta protect their energy usage infarmatian.

Are Advanced Meters capable
of invading my privacy?

i ach

you use, based on time of day, not how you use
that energy. Unless you install 2 home energy
system, advanced mets t

tell whether the energy used is fram your aven,
air canditianer, ar hairdryer.

TWO
WAY
-
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Appendix C — Engagement Phase Communication Examples
Usage Dashboard — Access and Home Page

Energy Management Made Easy — Your MyMeter Dashboard

APPENDIX I

Usage Dashboard Alerts
'lll Charts 9
—
Get usage alerts via text or email
/ J Data
——
Property Profile Ways to Save
NV «—
Vo
11 =
Find out how your energy usage Take advantage of our energy-saving
compares to other similar-sized tips
properties

Energy Markers

g

Set markers to note changes you've
made that may impact your energy
usage

Support

)

We're happy to answer questions or
offer support

How do | create my MyMeter
account?

? https://youtu.be/_6GGqxfxnWw
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Usage Dashboard — Charts
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Can you tell me more about
the charts? Want to know more about
your near real-time usage?
10 11

How do | compare my energy
usage over time?

12

10 https://youtu.be/nhJ5IcEwvvk
! https://youtu.be/WDONOqIA8zA
12 https://youtu.be/tvz0_3PMom0
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Usage Dashboard — Data

Accounts Compare o
ﬁ L your rate
options
& charts El Data % Property
¥ Electric

DaybyMenth  w  G1T4E3(F v
0ct 2020 | 917483 )
Sep 2020 917433
Aug 2020 | 917483
Jul 2020 917483
20 2020 | 917483
May 2020 | 917483
Apr 2020 | 917483
Mar 2020 | 917432
Feh 2020 | 917433

e

-]

]

L]

-]

e

e

]

o

-] Jan 2020 | 917433
©  Dec 2019 917483
©  Nov20l9 917483
o Oct 2019 | 917483
©  Sep019 917483
©  Aug 2019 917483
] Jul 2019 | 917483
-] Jun 2019 | 917483
©  May2019 917483
e Apr 2019 | 917483
-]

Mar 2019 | 917483

19.95iwn

Latest Daily (Oct 10)
o &8% from 90 day average

APPENDIX I

[+
149.5wn 951.0wwn
Last Week (Sep 27} Last Month (Sep 2020)
& 18% from previous & ZT% fom previous
Dollar {5) o = & @
e | oownices | e

s [0 -

| want to know more about the
data | see in my MyMeter
dashboard.

13 https://youtu.be/57f8WicBKnY
1 https://youtu.be/DeCgv_TTRcE

How can | use my MyMeter
data to save energy in my

home?

13,14
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APPENDIX I

Alerts — Notifications

Add Threshold Motifications x
Notification Details
Location Account v
Service Type Electric =
Meter Meler? W

Threshold Details

Motify me when 15-Minute ~ usageis Over w 0 KWh »

You currently average 30,4288 kWh per day , 213.0018 kWh per week, and 912.8647 kwWh per month on meter 917483 ( Residential
Electric Service )

Recipient Details

Contact Method Email » Emiail
Add Recipient 4

Delivery Method Enabled

There are no recipients for this notification. Please fill out the recipient detalis section and click the "Add Recipients" bution to add recipients to the notification

What are "alerts?"

15

15 https://youtu.be/BP2_xuReeKU
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APPENDIX I

Energy Markers
=] £ =] L]
Accounts Compare
/ﬁ\ yourme  19.99 kwn 149.5 iwn 951.0wm
options Latest Daily (Oct 10) Last Week (Sep 27) Last Month (Sep 2020)
& Charts & Data 9 Property & 48% from 90 day average & 18% from previous ¢ 2T from previcus
]
Energy Markers i
There are currently no markers for this property or service
Type Travel w
Start Date
10/11/2020 [m]
Start Time
@
End Date
10/11/2020 (]
- End Time
ConteciLGEEand KU Feedback  Privacy Folicy & select =
Description

What is the Energy Challenge?
16 17

What is an Energy Marker®?

16 https://youtu.be/GIK 7uxoGNpo
17 https://1ge-ku.com/node/16246
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APPENDIX I

Property Profile

Dashboard Motifications Usage History 1 a
o @ a o
Account= Compare
‘/ﬁ\ _ yoa,?a:e 19.95 kwn 149.5 kwn 951.0uwn
options Letest Dally (0ct 10) Last Week (Sep 27) Last Month (Sep 2020)
& Charts A Data 9 Property GO o 8% from 90 day average 4 18% from previous 4 27% from previous
Location #: 1 ot Profile
; Yardstick 0% Complete

i The Home Energy Yardstick
yEr P ol 61 WA

T Eada:
Details
Mame

Primary Lise Choose Proparty Type "l
Total Sg Ft

Occupants

Year Built

Select your property type to view and edit your profile
details.

Cortact LGEE and KL Fiadback Privacy Palicy S Selecl Language » | w5.).5.3 Powered By -'I'IW,"I'CTDF%

How do | complete my
Property Profile?

18

18 https://Ige-ku.com/node/16246
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Appendix D — AMS Opt-In MyMeter User Data

1,400

1,200

1,000

800

600

400

200

T-Mar
15-Mar
29-Mar

12-Apr
26-Apr
10-May
24-May

My Meter All User Log-Ins March 1, 2019 - September 3, 2020

7-Jun
21-Jun
5-Jul
19-Jul
2-Aug
16-Aug
30-Aug
13-Sep
27-Sep

May | Jun = Jul

2019

11-Oct
25-Oct

Aug Sep Oct

8-Nov
22-Nov

Nov

6-Dec
20-Dec

Dec

3-Jan
17-Jan
31-Jan
14-Feb
28-Feb
13-Mar
27-Mar

Jan

Feb Mar

10-Apr
24-Apr

Apr

2020

8-May
22-May
5-Jun
19-Jun

May ' Jun

APPENDIX I

3-jul
17-Jul
31-jul
14-Aug
28-Aug

Jul ' AugSep

**Log-in spikes demonstrate the effectiveness of ongoing engagement communications.
Customers who receive the monthly AMP It Up e-updates, which are designed to highlight
tools available to customers with advanced meters, are engaging with the content. Among
those surveyed in August/September 2020, respondents indicated a high level of
satisfaction with the email updates.

2019 Email Campaign Statistics

| Date | EmailsSent | OpenRate | Click-thruRate*

03/04/19
04/09/19
05/07/19
06/07/19
07/11/19
08/07/19
09/13/19
10/23/19
10/24/19
11/04/19
12/18/19

8,968

9,865
10,886
12,560
12,358
17,788
17,309
17,695
17,261

6,447
17,598

37.10%
57.50%
53.50%
50.70%
50.10%
47.10%
41.90%
42.70%
42.30%
37.90%
40.60%

9.60%
23.60%
11.00%
10.70%

9.90%

6.20%

8.10%

7.90%
13.60%
12.00%

5.20%

*Click-thru Rate is a percentage that indicates how many successfully delivered emails

received at least one click.

Page 27 of 28



APPENDIX I

January 2020 - June 2022 Email Campaign Statistics

Date Emails Sent Open Rate Click-thru Rate
1/20/2020 17,666 57.70% 10.40%
2/19/2020 17,563 45.40% 14.20%
4/7/2020 17,451 46.30% 9.00%
5/27/2020 8,403 56.90% 17.40%
5/27/2020 8,342 50.80% 15.90%
6/24/2020 8,212 57.10% 13.60%
6/24/2020 1,062 41.00% 11.20%
6/29/2020 6,009 40.80% 7.50%
7/28/2020 3,220 39.00% 10.20%
7/28/2020 12,206 42.80% 9.00%
7/28/2020 2,153 36.20% 9.00%
7/28/2020 4,633 51.70% 2.30%
9/10/2020 1,633 33.86% 3.92%
9/10/2020 16,163 45.31% 5.10%
9/16/2020 536 44.22% 6.90%
10/15/2020 386 40.50% 6.50%
10/16/2020 17,087 40.30% 3.40%
11/19/2020 243 36.80% 1.70%
11/19/2020 17,149 44.90% 5.90%
12/18/2020 16,912 41.30% 4.10%
2/3/2021 17,006 39.60% 4.20%
3/3/2021 13,559 43.38% 3.19%
4/21/2021 15,279 33.70% 0.30%
5/26/2021 14,401 35.90% 1.90%
6/29/2021 14,812 40.50% 4.10%
7/30/2021 17,988 53.30% 2.10%
8/31/2021 13,348 41.30% 3.60%
9/30/2021 13,118 44.05% 1.27%
10/29/2021 14,196 44.10% 1.80%
11/30/2021 12,866 45.80% 1.10%
12/29/2021 11,438 54.60% 2.50%
1/19/2022 12,032 57.30% 2.00%
2/16/2022 11,009 56.60% 4.50%
3/16/2022 13,071 55.80% 2.50%
4/13/2022 13,279 54.60% 1.20%
5/25/2022 13,940 54.40% 2.20%
6/15/2022 11,892 62.00% 6.10%
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Appendix II — AMI Schedule
__m_:““

Meter Deployment Systems
Cyber Security Assessment

Meter Data Management Systems
Remote Service Switch

Customer Engagement Tools

EDO Integration

Network Deployment

Primary Meter Deployment
Other Meter Deployment

Plan

Plan

Cybel'pecuritv

nated Meter Deployment Period
or to or Outside 42 Month Deployment Period
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