BEFORE THE PUBLIC SERVICE COMMISSION
OF THE STATE OF MISSOURI

In the Matter of Kansas City Power & Light )
Company’s Request for Authority to Implement ) Case No. ER-2018-0145
A General Rate Increase for Electric Service )
In the Matter of KCP&L Greater Missouri )

Operations Company’s Request for Authorization to ) Case No. ER-2018-0146
Implement A General Rate Increase for Electric ~ )_
Service )
NOTICE
COME NOW Kansas City Power & Light Company (“KCP&L”) and KCP&L Greater
Missouri Operations Company (“GMQ?”) (collectively, the “Company”) and respectfully state as
follows to the Missouri Public Service Commission (*“Commission”):

1. On September 25, 2018, the Company filed a Non-Unanimous Stipulation and
Agreement Concerning Rate Design Issues (“Rate Design-TOU Stipulation”) which included an
agreement between the Company, Staff, the Office of the Public Counsel (“OPC”), Missouri
Division of Energy (“DE”), and Renew Missouri Advocates (“Renew MO”) (collectively, the
“Signatories”) on Time of Use (“TOU”) rates.!

2. On October 31, 2018, the Commission issued its Order Approving Stipulations

and Agreements (“Order”) which approved the various settlements between the Signatories in

these dockets, including the Rate Design-TOU Stipulation referenced above.

1 “e. When completed the Company will submit to the Commission the following documents on an ongoing basis:
Customer research plan, business case for shadow billing, marketing and education plan, EM&V plan, Customer
Feedback Mechanism, Customer Behavior Metrics, EM&V interim and final results and documentation shared at each
stakeholder meeting.” See Rate Design-TOU Stipulation, p. 6, Section 2(e).



3.

Pursuant to the provisions of the Rate Design-TOU Stipulation the Company is

filing the attached Missouri Stakeholder Meeting—Time of Use (presented on December 20, 2018)

and designated as Exhibit A.

WHEREFORE, the Company respectfully request the Commission take notice of the

attached.

Respectfully submitted,

lo] Robert 9. Hack

Robert J. Hack, #36496

Roger W. Steiner, #39586

Kansas City Power & Light Company
1200 Main Street

Kansas City, MO 64105

Phone: (816) 556-2791

Phone: (816) 556-2314

Fax: (816) 556-2787
rob.hack@kcpl.com
roger.steiner@kcpl.com

James M. Fischer, #27543
Fischer & Dority, P.C.

101 Madison Street—Suite 400
Jefferson City MO 65101
Phone: (573) 636-6758

Fax: (573) 636-0383
Jfischerpc@aol.com

Karl Zobrist, #28325
Dentons US LLP

4520 Main Street, Suite 1100
Kansas City, MO 64111
Phone: (816) 460-2400

Fax: (816) 531-7545
karl.zobrist@dentons.com

ATTORNEYS FOR KANSAS CITY
POWER & LIGHT COMPANY AND
KCP&L GREATER MISSOURI
OPERATIONS COMPANY


mailto:rob.hack@kcpl.com
mailto:roger.steiner@kcpl.com
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mailto:karl.zobrist@dentons.com

CERTIFICATE OF SERVICE

| hereby certify that copies of the foregoing have been mailed, hand-delivered, transmitted

by facsimile or electronically mailed to all counsel of record this 11" day of January 2019.

Roger UW. Steiner
Roger W. Steiner
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Easy ways to start saving now

Run your washer late at night, when Raise or lower your home thermostat Sign up for woeekly electricity usage
energy is less expensive, a few degrees while you're away. natifications: utilityco.comvBillalerts

e Do you already do thesa? Fing more ways to save utilityco.com/Tips.




Option 2: Rate Education Reports

Overview of the
different rates
available

Personalized cost
comparison of
rates customer is
eligible for

TOU cost savings
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UtilityCo

Your Rate Comparison Report

June 1, 2018

Account number 1000001

We've put together this report to help you
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KCPsL®

Option 3: Post-Enrollment Reports  #cat

Personalized weekly email
report sent to TOU customers
to educate them on new rate

Proactive reminder to
customers of key TOU
information

Hourly breakdown of costs,
overlaid with “On Peak” hours,
reveals customers’
consumption patterns

Tips, powered by
disaggregation, motivate
customers to shift usage &
save money

EXHIBIT A
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What'’s using most during peak hours?

UtilityCo

Welcome to your weekly Peak Rate Coach,
designed to help you maximize the benefits
of your rate plan! 1

L
[ o o]
| [ ]
o
You're current d
less oy

L
U
feren

Based on our analysis of your data, it looks like you're using a lot
of air conditioning during the peak window.

Raise the temperature of your thermostat by 1° or 2° and you'll
save more money than you would if you made the same change
during off-peak hours.

EXPLORE YOUR USAGE

What’s using most during peak hours?

This week, you spent 2x more during peak hours.

2 If you shift your usage o hours before 4pm or after Spm
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Option 3: Post-Enroliment Reports ~ «eal
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Recommendation

During the evaluation process, the team found that while each of the 3 options
have individual strengths, a better customer and education experience can
happen when the 3 recommendations are used together in steps.

The 3-step recommendation:

Step 1: Rate Comparison & Education Reports
- Sent 2-3 times a year by mail & email to all customers not enrolled
- Provides what a customer would have paid on an alternative rate with education

Step 2: Online Rate Analysis Tool

- Provides a deeper level of engagement using personalized data to make best decisions

Step 3: Post-Enroliment Reports

exuieitr &~ Helps TOU customer stay engaged and have success on the new rate .
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Customer Research Plan Dratft









Research Objectives

Analyze Customer’s peak time usage and behaviors
Understand Customer’s reaction to the TOU rate offering
Identify Customers who are most likely to participate
Test Messaging

Get Feedback on tools, language, billing, etc.

Measure Customer Satisfaction post-enroliment

Study Opt-Out Customers

Assess Customers who were interested but didn’t enroll

© 9o N o a kM O D=

Monitor Behavior Changes

EXHIBIT A 26
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Customer Research Tools

* Focus Groups

* Online Panels
- KCP&L’s Customer Advisory Panel
_ Third-party panels

* Online Survey
- Randomly Selected KCP&L Customers (with Email Address)
_ Participants/Opt-Outs

* Phone Survey
* Snail Mail Survey

EXHIBIT A 27
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Proposed Timeline

TOU Rate

Customer Research Plan

enercizing fife

2019

2020

Research Description

Focus Groups

Initial Customer Reaction

Customer Segments

Customer Tools & Billing

Post Enrollment

Opt-Out

Mon-Enrollment Follow-up

Focus Groups

Behavicr Changes

EXHIBIT A
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Understand Behavior

Understand peak usage
behaviors.

Specifically:
1. With Kids Timing: Q1 of 2019
2. No Kids

3. EV Owners
4. Low-Income Cost: —‘ per session
5. Elderly

6. Fixed Income

Method: Focus Groups

What can we expect our customers to
shift?

EXHIBIT A
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Gauge Reaction

Gauge initial reaction to program

Measure initial reaction to the TOU program,
likes/dislikes, understanding, interest and
potential changes. Timing: Q1 of 2019

Method: Online Panel

Revise TOU messaging based on
feedback.
cedhac Cost: _\

EXHIBIT A
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Customer Segments

Identifying customer segments
likely to participate in TOU.

Measure likelihood of customers to
participate in our program. Find out Timing: Q1 of 2019
likes/dislikes. Messaging test. Identify
customers most likely to monitor usage and Method: Online Survey

change behavior.
Cost:
Understand who to target.

EXHIBIT A
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Tools and Billing

Testing enroliment tools for ease
of use/understanding.

Measure customer reaction and
understanding of any tools we may offer (ie Timing: Q3 of 2019
rate calculators, sign up forms, etc.).

Method: Online Panel

Opportunity to make adjustments _
before we go live with the program to a Cost: _‘
larger audience.

EXHIBIT A
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Post-Enrollment

Determine customer satisfaction
with program and enroliment.

Follow up 2-3 weeks after enroliment.

Identify any pain points or needed Timing: Q4 2019 to Q4 2020
improvements.

Method: Online Survey

Make any adjustments to the _
enrollment process. Additionally it will Cost:
inform future strategy and TOU offerings.
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Opt-Outs

Determine why customers opt-out
of TOU program.

Follow up quickly after opting out of TOU

program. ldentify any pain points or needed Timing: Q4 2019 to Q4 2020
improvements.

Method: Online Survey

Make any adjustments to the _
enrollment process. Additionally it will Cost:
inform future strategy and TOU offerings.
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Non-Enroliment

Determine why customers were
interested, but did not enroll.

Follow up after a customer showed interest,
but did not enroll. Understand what barriers
kept them from enrolling.

Make any adjustments to the
enrollment process. Additionally it will inform
future strategy and TOU offerings.

This research is geared toward
understanding if customers are satisfied. It
will also help us identify areas that need
improvement and why some customers did
not participate.

EXHIBIT A
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Timing: Q4 2019 to Q4 2020

Method: Online Survey

Cost:



Behavior Change

Understand satisfaction with TOU
plan and identify what behaviors have changed.

1. With kids

2. No Kids

3. EV Owners Timing: Q1 2020

4. Low-Income Method: Focus Group

5. Elderly

6. Fixed Income Cost: | per session.

This research is focused on the TOU program,
but also what behaviors changed and did and
did not change.

Develop and improve future TOU
programs.
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Behavior Change

Understand satisfaction with TOU
plan and identify what behaviors have
changed.

This research is focused on the TOU Timing: Q2 2020-End of year
program, but also what behaviors changed
and did and did not change.

Method: Online Survey

Develop and improve future TOU Cost: |
programs.

This type of analysis can help us identify
new segments for future program
participation.
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Estimated Budget

Research Activity Three Year Cost Summary

Online Advisory Panel

Email to Customers

Post-Enrollment Survey x 12 mos.

Opt-Out Survey x 12 mos.
Non-Enrollment x 12 mos.
Behavior Focus Groups x 6

Behavior Change Survey x 9

Total

EXHIBIT A 38
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Key Takeaways

messaging motivates customers to adopt TOU

customers are likely to adopt TOU

behaviors customers will change and what they won’t

for a better TOU program and process
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Customer Feedback Mechanism
Discussion



Purpose

As part of the 2018 TOU settiement, KCP&L agreed to
develop a process to capture, track, and report on (upon
request) customer feedback related to the TOU rate.

Goal

The goal of the Customer Feedback Mechanism is to
leverage captured customer feedback to determine program
success and identify continuous improvement
opportunities.

EXHIBIT A
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Customer Feedback

EXHIBIT A
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Focus
/ Groups \

Contact Social
Center Media
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Customer Behavior Metrics
Discussion



Purpose
As part of the 2018 TOU settlement, KCP&L agreed to
develop metrics to gauge changes in customer behavior.

Goal
The goal of Customer Behavior Metrics is to gauge changes

in customer behavior and identify impacts resulting from
those behavior changes.
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Customer Behavior Metrics  «cAl

\ Bill /
Impacts
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Customer
Retention

Energy
Impacts




TOU Tariff Revision Request



TOU Tariff Revision Request  kcal

Request
« Make weekday holiday pricing off-
peak and super off-peak only

Reasoning

 Inclusion of holidays as peak could
deter participation and impact
customer success on rate

« Most utilities with TOU rates exclude
peak weekday holiday pricing

EXHIBIT A
Page 47 of 50

Sample of Utilities Excluding Peak Weekday Holiday Pricing

Utility

Empire

Westar

Oklahoma Gas and Electric
Xcel

Idaho Power

Colorado Springs Ultilities
Alectra Utilities

Arizona Public Service

San Diego Gas and Electric
Fort Collins Utilities
Minnesota Power

TOU Rate

Optional TOU
Adjustment

Time of Use Rate
SmartHours
Time-of-Day

Time of Day Plan
Time of Use Rate
Time of Use Pricing
Saver Choice

Time of Use

Time of Day Pricing
Time of Day Rate

Weekend Holiday
Off Peak Off Peak

Y

K<< << << <<=

<

K<< << << <<
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Next Steps



Next Steps

Begin Customer Research Plan In January

Shadow Billing Decision Needed

== [ile Today’s Presentation With The Commission

File For Requested Tariff Revision

49
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General Discussion + Summary
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