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The purpose of this report is to profile the
connection between Hydro XYZ and its
customers.

support discussions about improving
at every level in your utility.
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Hydro XYZ
Customer Service Quality Poll
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Executive summary

The time is now to ensure that Hydro XYZ has effective custo
friendly energy conservation programs and communications I§ plac

When asked what Hydro XYZ could do to imprgw®serviceNgn

third of the customers with comments gagdeN\an

energy conservation or environm§nt-relatqd

suggestion.
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areas. Respondents were critical of Hydro XYZ in the areas of Company Leadership
and Accurate billing & meter reading. The good news is, the progress that Hydro
has made over the past three years ensured that it's performance is g#
benchmark. See UtilityPULSE Report Card®.

Customer Loyalty Model

Continue To
Do Business
. Layal
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Secure group (the most loyal), Still Favorable, Indifferent, and At Risk.

Why measure loyalty when customers can’t defect to competitors?

The Hydro XYZ survey shows that customers in the Secure segment are

price-sensitive than customers in the At Risk group. Fewer than half the
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d O
“Very satisfied” with “the local electricity utility that 39% 45%
supplies the electricity you use” P a
“Definitely” would continue to do business with it 44¢ 41% 5
“Definitely” would recommend it 29% 27%

Perform®yce Factors

2007 National business

W “Very satisfied” with

electricity yoou use’

@ “Definitely” woyld rei mend

Definitely” wouldfiontin{lito do

electricity utility that sUflies

Jimul/Ut lityPULSE Cuctomer '.oyal y Score Se jn.ents k/dro X Z National Ontario
A\ D A\ \\ W3 W e
\ & L
‘ \ Yable 16% 12% 12%
Indifferent 61% 64% 62%
At Risk 10% 7% 11%
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The Loyalty Factor

Indifferent
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Based on the new findings, 27% customers who buy from Hydro

Simul/UtilityPULSE Secure or Still Favorable groups, meg

present electricity provider. Some 28% g

Secure and Favorable groups. I

Jecu e \-avo ‘able Indif ‘erem

64%

63%

\\
\\

70% 7%

satisfaction twice in its bill payer
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Comn erci=’

Initially: “Local electricity utility...”
End of interview: “Hydro XYZ”

Base: all bill payers
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0 UtilityPULSE Report Card® Simul examines six drivirs o
perception as it relates to utility performane€.

perception about your. The second represents your customers’ views

UtilityPULSE
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Hydro XYZ's UtilityPULSE Report Card®

1{ ( -.-:

V \
X & Part 1: Importance to Customers ‘-u
i/ o> ‘

CATEGORY Hydro XY. National Ontarir

Customer Care 27%

ot add exactly to 100% due to rounding.
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CATEGORY

1 | Customer Care

NATIONAL

Benchmark

Hydro XYZ's UtilityPULSE Report Card®

k Part 2: Performance Potentia
- Streg#fin.

Z1 ITARIO

Strength:
IndicatggMe utility
i ormirg better

an the benfmark

If§icates the utilit
is Oging well g

sligF
benc

ove
ark

Price and Value

Benchmark:
dicates g tility

Customer Service

iQperformNyg the
saqe as thd
berfghmark

2 | Company Image

Qompany [eadership

PgteNgial
Rl : Indicates

inQsligh

Benchma

Corpongte Stevigardsigg

Benchmark

Liability:
Indicates the utility
is performing below

OVERAL.

\~

Lencnmark

Benchmark

the benchmark

Benchmark

Benchmark
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0 Corporate Image

Simul uses a comprehensive list of attributes to analyze the reputation ¥

Image, hence brand, is a feeling.

The following table illustrates the top five of the Qputation

in the minds of Hydro XYZ customers:

o\
Hydro XYz I\.\timal‘ ~atario

4% 91%
79% 79%

(]

79% 85% 84%
79% 75% 72%
78% 82% 81%
36% 53% 42%
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[J What are customers recommending as improvements?

Benest customers in the Hydro XYZ market. They say the

plectricity is to protect the environment. Dissatisfied customers say
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the reason is to save money. Satisfied customers notice the steps Hydro

to protect the environment. Dissatisfied customers don’t see the company

gfCtricity

h, uro XYZ National Ontario

\ o~

44% 47% 42%
25% 22% 24%
14% 14% 16%
12% 14% 14%
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Most important reason to conserve electricity

i)

Total Residential Commerr:w

To protect the environment 44%

To maintain a secure supply of electricity

To save money

To be seen as a conserver not awa

UtilityPULSE 10
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O

Smart Meter Awareness
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0  Ability to Pay

Empirical analysis indicates a negative association between the

level of customer satisfaction and the degree of price tolerang
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operations and keeping customers informed. These are the electricity bigfpayers’ “spec

reading in the 2007 survey.

In the rest of the nation as a whole,

satisfaction as well. These are
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in higher levels of acceptance of vgg#s qgmmuniqués and

gley@simulcorp.com
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