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OF 2 

TARA K. OGLESBY 3 

FILE NO. ER-2016-0179 4 

I. INTRODUCTION 5 

Q. Please state your name and business address. 6 

A. My name is Tara Oglesby and my business address is One Ameren Plaza, 7 

1901 Chouteau Avenue, St. Louis, Missouri 63103. 8 

Q. By whom are you employed and what is your position? 9 

A. I am employed by Union Electric Company d/b/a Ameren Missouri 10 

(“Ameren Missouri” or “Company”) as Vice President Customer Experience. 11 

Q. Please describe your educational background and employment 12 

experience. 13 

A. I hold a Bachelor of Science degree in Business Administration from the 14 

University of Illinois, and am a Lean Six Sigma Black Belt.   15 

Q.  Please describe your qualifications. 16 

A. I have over two decades of utility industry experience through Ameren 17 

Corporation and its predecessor companies, beginning with Central Illinois Public 18 

Service Company (n/k/a Ameren Illinois) in 1991.  I have held roles in field operations, 19 

generation, accounting, and customer service.  I was promoted to Director of Customer 20 

Satisfaction in 2008 and formed Ameren Missouri’s first customer research and strategy 21 

group.    22 
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Q. What are your responsibilities in your current position? 1 

A. As Vice President Customer Experience, I oversee Ameren Missouri’s 2 

extensive portfolio of energy efficiency programs, as well as its customer care 3 

departments. 4 

Q. What is the purpose of your direct testimony in this proceeding? 5 

A. My direct testimony serves two purposes.  First, this testimony supports 6 

certain revenue adjustments proposed by Ameren Missouri witness Laura Moore that are 7 

necessary to advance Ameren Missouri’s assistance and support of its customers.  Second, I 8 

generally discuss several initiatives Ameren Missouri is currently undertaking in an effort 9 

to provide an optimal customer experience within its service territory.  These initiatives 10 

demonstrate Ameren Missouri’s strong commitment to providing an optimal customer 11 

experience within its service territory.  Ameren Missouri serves over 1.2 million customers 12 

and is committed to providing these customers with reliable, reasonably-priced service 13 

delivered in a manner that creates strong customer satisfaction.  This means the Company 14 

must be able to continually adapt to customers’ needs and preferences for conscientious, 15 

expedient, and convenient service.   16 

Q.  What advancements will you be discussing in your testimony? 17 

A. First, I will address the two advancement initiatives that require revenue 18 

requirement adjustments in this proceeding.  Ameren Missouri also wants to demonstrate 19 

its continued vigilance on behalf of its customers; accordingly, I will also discuss numerous 20 

initiatives Ameren Missouri has implemented, and is exploring, with regard to continued 21 

customer experience advancements to demonstrate its continued vigilance on behalf of its 22 

customers. 23 
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II. REVENUE REQUIREMENT ADJUSTMENTS 1 

Q.  Please describe the two initiatives that require a revenue requirement 2 

adjustment as part of this case. 3 

A. As I noted, certain customer advancement initiatives require adjustments 4 

to the revenue requirement, specifically:   5 

1)  Paperless Billing Incentives; and 6 

2)  Billing Due Date Synchronization. 7 

A. Paperless Billing Incentives 8 

Q. Please explain Ameren Missouri’s proposal to provide Paperless 9 

Billing Incentives to its customers. 10 

A. Ameren Missouri proposes to provide a $0.40 bill credit per month to 11 

existing and new Paperless Billing Customers in an effort to reward and retain existing 12 

enrollment, and to encourage additional enrollment in the program.    13 

Q. Why does Ameren Missouri want to encourage its customers to shift 14 

to Paperless Billing? 15 

A.  While approximately 15% of Ameren Missouri’s customers have enrolled 16 

in Paperless Billing, there is significant opportunity for increased utilization.  As 17 

compared to a base of 59 large utilities, Ameren Missouri is 55th when it comes to the 18 

percentage of customers opting for paperless bills.   19 
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% Paperless Billing

Ameren 
Missouri

*Source – J.D. Power McGraw Hill Financial, 2015 Electric Utility Residential Customer Satisfaction  
StudySM, Ameren Missouri (August 6, 2015). 

As noted in the J.D. Power and Associates 2015 Electric Utility Residential 1 

Customer Satisfaction Study, customers participating in a survey indicated that they are 2 

more satisfied with paperless billing.  Please see Schedule TKO-1 for the relevant graph 3 

from this study.  As further noted in the 2015 J.D. Power and Associates “Shifting 4 

Forward” study regarding Ameren Missouri’s 2015 performance, the satisfaction of 5 

respondents to the J.D. Power and Associates surveys who received paperless bills was 6 

25 points higher than those who received paper statements.  Please see Schedule 7 

TKO-2 for the relevant graph from this study.  8 

Ameren Missouri wants to encourage customers who may be considering a move 9 

to Paperless Billing to make that leap.  While Paperless Billing presents certain 10 

advantages to customers, such as long-term cost savings as compared to paper billing and 11 
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collection efforts and environmental sustainability, the bill credit may be the final push 1 

needed for some customers to take advantage of the program.   2 

Q. How did you calculate the recovery of the incentive amount? 3 

A. The total cost for issuing each paper bill is 49₵.  This includes the costs 4 

for printing, outgoing and return envelopes, postage, and additional processing and 5 

logistics.  Paperless Billing, by contrast, costs approximately $0.087 (or about 9₵) per 6 

bill - $0.057 for processing and $0.03 for alerts and delivery.1  Please see Schedule TKO-7 

3 for a more detailed breakout of these costs.  In other words, Ameren Missouri is 8 

currently paying $5.88 per year per customer for paper bills, while paperless bills only 9 

cost $1.044 per year, a difference of $4.836 per customer per year:     10 

 Paper Bill Cost Per 
Customer 

Paperless Billing Cost 
Per Customer 

Savings Per Customer 

Monthly $0.49 $0.087 $0.403 

Annual $5.88 $1.044 $4.836 

The difference in monthly cost between a paper bill and a paperless bill is $0.403, 11 

or about 40¢.  By providing a 40¢ bill credit to its Paperless Billing customers, Ameren 12 

Missouri is essentially passing through the savings to the customers creating them. If this 13 

initiative is able to increase participation in Paperless Billing by 10% (about 120,000) of 14 

its customers, Ameren Missouri will be paying $1,487,419 annually in bill credits to its 15 

customers:   16 

                                                 
1 Assuming the paperless bill is issued through the customer’s financial institution (e.g., the customer’s 
bank offers a paperless bill option with its online bill pay function), then the cost to Ameren Missouri is 
still only 24₵ per bill.   
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Annual Incentive for 
Existing Paperless Billing 
Customers (188,979, or 
170,303 residential and 
18,676 non-residential) 

Annual Incentive for 120,000 
Additional Customers 

Total Paperless Billing 
Incentive Credited to 

Customers 

$907,099 $580,320 $1,487,419 

 Q. Why is Ameren Missouri proposing a credit for both existing and new 1 

enrollees as a Paperless Billing incentive?  Why wouldn’t Ameren Missouri limit 2 

this to new enrollees?  3 

 A.  The answer is two-fold.  First, if the intent of encouraging Paperless 4 

Billing is to increase customer satisfaction, we take the wind out of our own sails if we 5 

alienate early-adopters of Paperless Billing by excluding them from the incentive.  We do 6 

not want to make those customers feel that they have been punished for taking action 7 

early.  We want them to be rewarded for existing beneficial behavior while we offer an 8 

encouragement to others to join them. 9 

 This brings me to the second part of my answer.  We also do not want to 10 

encourage existing Paperless Billing customers to feel that they have an incentive to 11 

un-enroll from the program and then re-enroll to get the bill credit.  This type of action 12 

could negatively impact this program given that customers who drop out and receive 13 

paper billing again will end up temporarily driving up billing costs, and then will receive 14 

a benefit shortly afterwards intended to avoid paper billing in the first place.   15 

 Q. Does Ameren Missouri intend to keep this incentive level in place 16 

indefinitely? 17 

 A. We recognize that at some point circumstances could change and we 18 

would need to adjust or re-evaluate this bill credit incentive.  For example, the savings 19 
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estimates provided at the time of this testimony account for currently-existing costs.  If 1 

one of the cost components rose or dropped significantly, we would need to adjust the 2 

incentive to appropriately share savings.  We also, of course, will want to re-evaluate this 3 

billing credit mechanism once we determine whether or not it has succeeded in its 4 

intended purpose.  In all cases, any change would be made in a rate case.   5 

B. Billing Due Date Synchronization 6 

Q.  Does Ameren Missouri have any additional personal-interaction 7 

initiatives planned? 8 

A. Yes.  One important change is that we plan to adjust the billing due date to 9 

match the billing delinquent date, which occurs later.  Currently, the due date occurs 10 

11 days before the delinquent date (i.e., the date Ameren Missouri actually assesses late 11 

charges).  We are hopeful that matching these two dates, and as a result adding 11 days to 12 

the billing due date, will be helpful to our customers.   13 

III. CUSTOMER-FACING ADVANCEMENTS 14 

Q.  Please describe other customer initiatives that have been advanced at 15 

Ameren Missouri. 16 

A.  Ameren Missouri is focused on meeting the needs of its customers in a 17 

reliable, cost-efficient, and convenient manner.  In its continuing efforts to elevate 18 

customers’ experiences, Ameren Missouri has already made significant advances in its 19 

customer interactions.  We understand that we have a regulatory compact in the state of 20 

Missouri to serve those within our service territory, and we make an effort to make our 21 

customers feel appreciated.  Ameren Missouri has worked to advance and continues to 22 

evolve our customers’ interactive experiences through live, paper, and online 23 
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communications.  In the remainder of my testimony, I will describe the advancements 1 

Ameren Missouri has made or has planned for its customers’ benefit.   2 

In this section of my testimony, I will specifically be addressing: 3 

a. EEIC Exemption Coordination;2  4 

b. Overall Customer Experience; and 5 

c. Online Presence. 6 

For a high-level summary of some of Ameren Missouri’s customer interaction successes, 7 

as well as continuing and evolving initiatives, please see Schedule TKO-4.   8 

A. EEIC Exemption Coordination 9 

Q.  Please explain Ameren Missouri’s proposal with regard to EEIC 10 

exemptions.   11 

A. Ameren Missouri proposes to increase the capability for coordination 12 

between natural gas utilities and propane providers to increase the availability of the 13 

Rider EEIC exemption to more of its customers.   14 

Currently, Ameren Missouri’s tariff allows certain low-income customers who 15 

have received assistance from Missouri’s Low Income Home Energy Assistance Program 16 

(“LIHEAP”) to be exempt from the EEIC charges as well as the associated taxes.  17 

Community action agencies perform the income verifications available under Ameren 18 

Missouri’s Rider EEIC, and then provide Ameren Missouri notice through a secure portal 19 

of which customers qualify for the exemption.  However, Ameren Missouri does not 20 

receive information regarding customers who may have qualified for exemption through21 

                                                 
2 Energy Efficiency Investment Charge, as authorized by the Commission for our Missouri Energy 
Efficiency Investment Act ("MEEIA") programs. 
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other energy providers.  Ameren Missouri is currently exploring potential options to 1 

determine the best method through which to receive notice of which customers qualified 2 

for assistance through natural gas and propane providers.   3 

Q.  Please describe Rider EEIC. 4 

A. Rider EEIC assesses a charge to all kilowatt-hours (“kWh”) of energy 5 

supplied to certain customer classifications, unless otherwise exempted.  Rider EEIC 6 

allows Ameren Missouri to recover from its customers MEEIA-related costs such as 7 

program costs, throughput disincentive and earnings opportunity, as provided for by the 8 

MEEIA statute.  The MEEIA statute contains a low-income exemption provision, and 9 

after the Commission approved an exemption in the Company’s last rate case, this rider 10 

was no longer applicable to qualifying low-income residential customers.   11 

 Q.  Would Ameren Missouri’s Rider EEIC require revision? 12 

A. Technically, no.  Rider EEIC’s language does not prohibit the increased 13 

level of coordination we are suggesting.  However, we propose a revision to Rider EEIC 14 

in order to codify this pro-active move to increase enrollment for the exemption to 15 

qualifying households.3   16 

As noted above, Rider EEIC currently contains a low-income exemption that we 17 

are proposing to expand.  However, Rider EEIC does not specifically provide that this 18 

exemption should only be attributed to those qualifying on the basis of their electric 19 

service.  It also does not actively promote the idea of allowing those qualifying for 20 

natural gas or propane assistance to also qualify for the electric Rider EEIC.  For 21 

                                                 
3 Please note that the language contained in the tariff filed with this case is subject to change as we 
determine the best means for this coordination. 
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instance, only one customer has enrolled in the Rider EEIC exemption on the basis that 1 

he/she has qualified for LIHEAP from an energy provider other than Ameren Missouri.     2 

We believe that more of our customers will benefit from the low-income 3 

exemption, and that Ameren Missouri itself will be held to an increased standard, if tariff 4 

language of Rider EEIC is modified as follows:   5 

Ameren Missouri will work with Community Action Agencies to establish 6 
a mechanism by which these agencies can provide information regarding 7 
which customers are recipients of Low Income Home Energy Assistance 8 
Program (LIHEAP) assistance, regardless of the fuel source for which the 9 
assistance was applicable.  An Ameren Missouri low-income customer 10 
who has received assistance from Missouri Energy Assistance (a/k/a 11 
LIHEAP), Winter Energy Crisis Intervention Program, or Summer Energy 12 
Crisis Intervention Program and (i) whose account has not automatically 13 
been exempted from Rider EEIC, or (ii) who has been charged Rider 14 
EEIC charges and whose account has not been credited for said charges… 15 

 Q. How many more customers does Ameren Missouri expect to qualify 16 

for the Rider EEIC low income exemption after implementing these changes?  17 

 A. The Company does not have an exact number of additional customers who 18 

will qualify because we have limited access to information about LIHEAP participation 19 

through other energy providers. However, Laclede Gas Company has about 20,000 20 

customers who qualify for LIHEAP.  Assuming none of these customers have qualified 21 

for electric assistance, Ameren Missouri could see as much as a 66% increase in 22 

enrollment from just Laclede Gas Company customers for the Rider EEIC low-income 23 

exemption. 24 

Q. What cost impact would this expansion to qualifying customers of 25 

natural gas utilities or propane dealers have on Ameren Missouri? 26 

 A. Increasing this level will increase costs to Ameren Missouri’s other 27 

customers in two ways:  28 
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1) additional administration costs of coordinating receipt of additional 1 

LIHEAP qualification information; and  2 

2) additional exemptions will result in more of the EEIC costs being 3 

recovered from non-qualifying customers.   4 

Because the additional administration costs are directly attributable to MEEIA, the 5 

Company expects the costs to be recovered through Rider EEIC.  Regarding the increased 6 

cost responsibility to other customers, non-exempt customers will see an increase based 7 

on their kWh usage.  For example, assuming an average Rider EEIC charge is $3 per 8 

month and enrollment in the exemption increases by 66%, then the additional cost to 9 

other customers would be an extra $0.78 per year. 10 

B. Overall Customer Experience 11 

Q.  Please describe Ameren Missouri’s initiatives regarding the 12 

advancement of its customers’ overall experiences.   13 

A.  In 2014, Ameren Missouri instituted its Customer First Customer Now! 14 

(“CFCN”) interaction process, which encourages active listening and engagement, among 15 

other “soft skills,” with Ameren Missouri’s customers.  Please see Schedule TKO-5 to 16 

see a high level overview of this customer interaction methodology.   17 

We have also improved the speed of our staff’s ability to answer customer phone 18 

calls, and have examined calling patterns so we can determine the best way to staff to 19 

meet customer needs.   20 

We have also worked to refine our billing messages so they provide the most 21 

impact.  For example, Ameren Missouri now provides: 22 

 a full energy statement (rolled out in November of 2014 for our residential 23 
customers and May of 2016 for our large & industrial customers), which is 24 
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also available online, in a format that provides easy-to-read payment and 1 
billing information;  2 

 personal energy usage data laid out in graphs and charts; and 3 

 ActOnEnergy® energy-saving program options and tips to help customers 4 
better manage their energy usage.   5 

This full-page statement is also available in its entirety through the customer’s 6 

online account log-in. 7 

The results of our efforts speak for themselves.  As can be seen in Schedule 8 

TKO-6, entitled “Operations Analysis: Service Level/ASA (Historical View),” our 9 

dedication to the CFCN principles for engagement has been effective.  Ameren 10 

Missouri’s overall service levels for 2015 were at their historical peak, and in 2016, they 11 

have only gotten better. 12 

C. Online Presence 13 

Q.  Please describe Ameren Missouri’s initiatives regarding its online 14 

customer interactions.   15 

A.  As I previously noted, J.D. Power and Associates’ 2015 Electric Utility 16 

Residential Customer Satisfaction Study determined that customers are more satisfied 17 

with electronic billing options.  Please see Schedule TKO-4.  This satisfaction is not 18 

limited simply to billing:  the study also found that customers who receive electronic bill 19 

alerts also have a much higher satisfaction rating.  Please see Schedule TKO-7.  In other 20 

words, customer satisfaction rises when online interactions are available and positive.  21 

Ameren Missouri has taken note of these national studies and has translated them to 22 

Missouri in order to make numerous enhancements to our online customer experience.  23 

For example: 24 
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 We have implemented alerts for customers, via text or email per the customer’s 1 

choice, for the following: 2 

o Reported outage updates 3 
o Paperless Billing 4 
o Bill Reminders 5 
o Payment Notices 6 
o Budget Billing Adjustments (for participating customers) 7 
o Credit Issues 8 
o Energy Assistance Pledge Posted 9 
o Energy Report (for qualified customers) 10 

 Customers can access their energy account information, including various usage 11 

graphs as well as average daily usage amounts, to encourage more efficient 12 

energy choices.   13 

Q.  Does Ameren Missouri have any additional initiatives planned? 14 

 A.  Yes.  Because of an expressed interest from our customers, we are 15 

exploring the potential for offering the option of pre-paid energy consumption.  Please 16 

note that this option is still in the very early exploration stages and is only intended as an 17 

example of unconventional, customer-facing development opportunities.  If this initiative 18 

goes forward, it will be addressed outside of this rate case.  19 

IV. CONCLUSION 20 

Q. Do you have any additional remarks? 21 

 A.  I simply want to affirm my primary point – Ameren Missouri wants to 22 

deliver customer experiences that are both satisfying and efficient.  We are making 23 

additional efforts to continue identifying self-service, online options for our customers to 24 

make their interactions with us as convenient, expedient, and satisfying as possible.  We 25 

value our customers and their opinions, and we continue to strive to find ways to 26 

positively advance their experiences with Ameren Missouri. 27 
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Q. Does this conclude your direct testimony? 1 

A. Yes, it does. 2 
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2015 Electric Utility Residential Customer Satisfaction StudySM 

1 © 2015 J.D. Power and Associates, McGraw Hill Financial. All Rights Reserved. CONFIDENTIAL & PROPRIETARY—For Internal Use.  

Customers are More Satisfied with Electronic Bills 

Electronic bills are more satisfying than paper in every aspect, keeping in mind that this survey 
is conducted using online survey panelists. 
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Respondents who receive an eBill rate Billing & Payment 
25 points higher 

1 

720 
750 743 

788 

Paper Statement eBill

Ameren Missouri

76% 65% 35% 24% 

Billing & Payment 
Index = 725 

Billing & Payment Index by Statement Type 

% Respondents 

2014 

Not much 
change 

from 
2014 

Billing & Payment 
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Paper Bill Cost Summary – Total = $0.49:

Cost Description Description Cost

Duplex color inkjet* 8.5 x 11 page $0.05 

Manifest per customer bill $0.01 

2 page pdf per bill per customer bill $0.01 

Bill Stock 8.5 x 11 $0.01 
Outgoing envelope #10 $0.02 
Return envelope #9 $0.01 
Postage 1oz rate (Jan 2014) $0.38 
Total cost** Each 1 oz. envelope $0.49 

** Does not include any potential fluctuations in costs related to printing, postage, etc.

Paperless-Bill – Total = $.087
Processing = $0.057
Fee for Alert and sending = $0.03

 

MO Full Page - Duplex Color

* Includes receipt of data, pre-processing/composition, duplex color inkjet, folding, inserting 
letter and return envelope into outgoing envelope, sealing, and entry into the mail stream. 

NOTE: If the e-bill is sent through Checkfree or directly through the customer's financial institution, 
Ameren incurs a $0.24 charge

NOTE 2:  Component costs of the Paper Bill Cost Summary are based on existing prices as of July 1, 2016.
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Delivering Exceptional  
Customer Experiences 

Tara Oglesby 
Vice President, Customer Experience 
Ameren Missouri  
June 9, 2016 
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The Way That Customers Want To Interact With Us Has Changed 

2 

Then 
 

Now 

 AmerenUE  P.O. BOX 00529 ST. LOUIS, MO 63166-5529 

01B-00001         A 
AUTO 5-DIGIT 

  FIRST CLASS MAIL 

  US  POSTAGE 
 PAID 1 OUNCE 

  ST. LOUIS, MO 
PERMIT NO. 2859   

Service at: 123 MAIN ST. 
Service from 06/05 to 07/05/00   Days 30  
Your Last Payment 02/28/96  $35.00 PGA 35.14 
Acct. No. 517713200100   Bill Date 7/8/00  

PRES RDG   PREV RDG     USE      READING        RATE       AMOUNT 

 40981    39315      1666   ACTUAL  RES 01   100.00 
 ST. LOUIS COUNTY TAX                                   2.00  
 BUDGET ADJUSTMENT                                 -25.00 
                                                                          ---------- 
     AMOUNT DUE ON 12/08                              77.00 

*********AUTO***5-DIGIT 63123 
JOHN SMITH 
123 MAIN ST. 
SAINT LOUIS, MO 63123-1234 

RETURN THIS STUB WITH PAYMENT TO: 
UNION ELECTRIC 
P.O. BOX 00529 

ST. LOUIS, MO 63166-0529 

Budget balance behind $59.13 after paying this bill. 

Amount Due         $77.00 
Due By                    07/22 
Delinquent after     07/31 

B 

Acct. No. 517713200100 
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A customer compares their experience 
delivery across all types of service providers.  
Previous service differentiators are now 
expectations: 
 
•Personalized, low-effort interactions 
 

•Proactive communication 
 

•Preference management 
 

•Consultative service 
 

•Omni-Channel experience 

3 

We are consistently reviewing voice of the 

customer data to understand if we are 

meeting expectations…  and if not, where 

gaps exist. 

Customer Experience Comparisons 
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Examples of Recent Customer-Facing Changes 

4 

New ALERTS New Energy Statement 

New Mobile-Optimized  
Website 

  

Energy Efficiency Programs, 
Marketing Campaigns & New 

Online Energy Management Tools 

Improved Outage 
Communications &  New 
Service Appt. Windows 

Frequent & Consistent 
External Communications 

Social Media Customer 
Service Response 

New Online & IVR Self-
Serve Options 

Customer Advisor  
Soft-Skills Training 
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Customer Care Service Levels and ASA Improvements 

5 

Service Levels and ASA have been improved through effective staffing and forecasting  

45 
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Customer Experience Employee Engagement   

6 

New Customer Experience Center Facility – Driving an improved culture 
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Enhancing the Customer Experience - Training 

7 

Developing and supporting an integrated learning approach for team 

members  to ensure they have the information and training needed to 

achieve top quartile results in exceeding our customer’s expectations. 

Employee Active Learning Principles 

8 Hrs. Training Focused on the Customer 

Coaching Training for Supervisors 

Weekly Team Huddles on Key Topics 

Maggie’s Minute Electronic Training 
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At Least 1,200 Evaluations per Month 

Measures All Call Centers – Including Outsourcer 

Enhancing the Customer Experience - Quality 

8 

Scorecard Matches Customer-Centric Framework 

Weekly Calibration Sessions with Supervisors 

Quality Conducts One-on-One Coaching 

Use Analytics  to Determine Key Opportunities 

The quality program focuses not only on performing every transaction 

correctly but even more on the customer's experience  -  truly 

connecting with customers to resolve their issues the first time 
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Enhancing the Customer Experience – Workforce Mgmt   

9 

Leveraging reporting capability to continue to drive cost optimization and productivity in Customer 

Care Center  Operations, increase visibility to performance, and provide opportunities for 

improvement. 

Utilizing Part-Time Staff for Peak Times  

Incorporating a Mix of Staff Management 
Techniques to Optimize Workforce 

Automating Short-Term and Long-Term Capacity 
Planning to meet and exceed Customer Demand 
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2016 J.D. Power Business Electric Study   
• Ranked #1 in the Midwest Large Segment  
• Ranked #1 nationally in Customer Service 

10 

Billing & Payment Improvements 
• Nationally recognize by J.D. Power for 

being most improved with ‘usefulness of 
information on the bill’ 

Launch of New Energy Statement 

National Accolades 
• Most Improved Call Center at ICMI Global 

Contact Center Conference – May, 2016 

Our Changes Are Making A Difference 
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2016 YTD 
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CHALLENGE:  Digital Engagement : Paperless Billing Enrollment 

Base:  59 Large Utilities 

% Paperless Billing 

Ameren 
Missouri 

Ameren Missouri’s paperless 

adoption at 15% is significantly lower 
than industry averages. 
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2015 Electric Utility Residential Customer Satisfaction StudySM 
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Customers are More Satisfied with Electronic Bills 
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Alerts are another way to connect customers to important information regarding their account or service 

 
 

• Weekly threshold alerts the 
customer controls 
 

• Weekly usage and predicted bill 
amount updates 
 

• Connect and Disconnect alerts 
to keep customers informed. 

CHALLENGE:  Digital Engagement :  Alert enrollment 

Newest 
Alerts! 
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2015 Electric Utility Residential Customer Satisfaction StudySM 
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Customers that receive bill alerts have much higher Billing & 
Payment Satisfaction 
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New: Large Commercial Energy Statement – May, 2016 

17 

New format provides usage charts, easy-to-read 

detailed information and matches the residential 

energy statement, providing consistency. 
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New: Extending the Due Date Timeframe – July, 2016 

18 

Customer feedback has indicated an extended due date would improve customer satisfaction. 

Effective July, 2016, the delinquent date will now be the due date.  

06/20/2016 

 
 
 

 
 

Amount After Due Date 

 
 

Example: Current 
due date of 6/9 
would move to a 
due date of 6/20 

Delinquent date will 
be removed and 
“Amount after due 
date” would reflect 
the late fee 
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New:  Arrears Management Process – December, 2016 

19 

Current State Challenges 
• Existing process can allow balances to escalate beyond recovery 
• Communication channels not addressing early in risk cycle 
• Internal training and process adherence needs focus 
 
Key Actions 
• Worked with key stakeholders including Energy Assistance Agencies 
• Developed a cross-functional team and mapped customer “journeys” 
• Created “future state” objectives 
 
Recommendations / Key Outcomes 
• Improved usage of external communication channels to build awareness earlier in the risk 

cycle of arrears and options to customers (energy statement, alerts, my account, etc.) 
• Internal Process improvements from beginning to end of the collections cycle 
• Enhanced prioritization capabilities and increased timeframe for working cuts in the field to 

keep outstanding balances down 
• More effective management of large balances 
• Collection of disconnect/reconnect fee upfront as part of the reconnect process 
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New: Business Center Redesign – October, 2016 

20 

Improving the level of service to business customers through knowledgeable employees, enhanced 
processes and improved technology in order to deliver a seamless, low-effort, top tier customer experience. 

People 

Process 

Technology 

A knowledgeable and courteous workforce of advisors who 
build and sustain relationships with customers through positive 
interactions and proactive communications 

Enhanced processes built to deliver both efficiency and 
value to identified customer journeys 

Improved technology including IVR enhancements to 
consolidate customer interactions and improve customer 
satisfaction 
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New: Outsourcing Partnership With Convergent – May, 2016  

21 

Outsourcing Rationale 
 

• Redundancy for customer care is 
important to support Business 
continuity/ disaster recovery, major 
outages, storm relief, etc. 

• An outsourcing partner also 
provides key support for “peak” 
volumes with flexible hours / 
coverage  

 
 
 

Convergent 
 

• Located in San Antonio, TX 
• Significant utility experience 
• Innovative staffing model   
• Strong support for improving 

service while decreasing costs 
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New: Architecting The Future Digital Customer Experience 
 

Proactive 
Communications  

 
Self-Service 

Options 
Proactive Analytics 

Agent Interaction / 
CRM 

 
Consultation & 

Offers 

 
Top tier 

Customer Sat  

22 
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To enhance the customer experience and achieve increased 
levels of efficient operational performance, we are putting 
into action… 

Mobile 

Cloud-based Solutions Social 

Big Data 

23 
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24 

Putting our customers FIRST in our decision making ensures 
that we are making changes that customers find valuable 
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Tips

SOFT SKILLS Important - from start to finish
Listen • Before responding to something you hear, listen first to understand.  • If a customer is upset, let them vent.  • Very few customers need to be reigned in or interrupted.  
Tone & Engagement • It's not always about sounding "cheery".  It's about being polite, engaged, upbeat, concerned and proactive.  If you're glad to provide help, then mean what you say.

BUILD RAPPORT Actually build rapport  with the customer
Greeting • Begin by asking for the name and address.  You'll likely get at least half of the caller's name to repeat, then search for the address if there's no screen pop.

Assure Help • In terms of speed and making a positive impression, just take a second, then say it like you mean it.
Name Exchange • A person's name is the most familiar sound to them, and everyone likes to hear it.  That's why there's importance placed on repeating it here as well as throughout the call.
Verification • Customers appreciate that we have a verification process and that we're interested in the security of their account information.

"How may I help you?" / "So, you said that…" Let this point mark the start of Discovery.

DISCOVERY Listen and ask questions when necessary to understand and demonstrate understanding  of the customer's concern, issue or reason for calling
Clarify • Do you know enough to summarize or should you ask an additional question (or more) to better understand?  If in doubt, ask a question, as doing so shows interest  as well.
Summarize • When you summarize, you're doing it to verify that you understand AND letting the customer hear that you really do understand what they've tried to explain.
Respond • Sometimes Respond will need to be the first step in Discovery, especially when an empathetic response is appropriate.
Plan of Action • Let this be an overview of how the call will unfold.  Ideally, what you reference here will be what's confirmed later.  It will also show that you're the leader of the call.

SOLUTION You're the expert!
Review Options • Review when required or appropriate.  Discussing when to make a payment?  Discuss how.  Discussing a lost/missing bill?  Discuss how to keep it from happening again.
Resolve • Have we really resolved the root cause of their problem, concern or issue, or have we just answered a question or two?
Educate • You will be the expert in 100% of the calls you take.  If we just answer questions, we didn't do enough.  We have an obligation to educate when beneficial to callers.

ADDRESS CONCERNS Not always needed, but when needed, always important
Additional Clarify • This essentially works the same as the Clarify step in Discovery.  When a secondary concern arises, are there additional questions to ask to gain insight?
Restate & Cushion • Restate your understanding of their feelings, then "cushion" the news by supporting and reassuring them as to how we will address, handle or fix the problem or concern.
Respond • Address a caller's feelings before you address any business.  • Address feelings as soon as the need arises, not at the end of the call when it sounds like a script.

CLOSE A good Close not only helps ensure that all needs have been met, but it also leaves the caller feeling great about their interaction with you - and Ameren Missouri!
Confirm • This helps ensure that the customer accomplished all they needed to, helps you verify that you've done all you need to and helps prevent an unneeded return call.
Look Ahead • This is your opportunity to deliver anything that would help prevent an unneeded return call, encourage self-service or increase satisfaction.
Key Question • In reality, this helps show a customer just how much you really have  helped them.  • "What else can I help you with?" is another great way to express this.
Survey Reminder • For those who elected to take the survey, they will appreciate your reminder!  For those who didn't, you may have given them a reason to want to give positive feedback! 
Brand & Close • We really DO appreciate our customers.  Our business starts and ends with them.

The CFCN Process

WHY? Superstar!
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Operations Analysis  
Service Level / ASA  (Historical View) 

6.17.16 
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Service Level 
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Service Level 
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Average Speed of Answer 
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Call Center IVR Data (2011-2015) 

  2011 2012 2013 2014 2015 

  Calls Entering IVR **      4,782,477        4,198,484     4,210,436      4,105,033     4,157,296  

  Calls Entering IVR Trend (%) N/A -12.2% 0.3% -2.5% 1.3% 

  Calls Handled by Agents      2,479,495        2,408,385     2,484,924      2,402,191     2,284,286  

  Calls Handled by Agents Trend (%) N/A -2.9% 3.2% -3.3% -4.9% 

  # Calls Contained in IVR      2,302,982        1,790,099     1,725,512      1,702,842     1,873,010  

  # Calls Contained In IVR Trend (%) N/A -22.3% -3.6% -1.3% 10.0% 

  % Contained in IVR * 48.2% 42.6% 41.0% 41.5% 45.1% 

*Percent contained in IVR: Net of calls entering IVR and not entering agent queue 
** Years 2013 – 2015 compare true number of calls entering IVR (2011 & 2012 have the number of    
      delinquent IVR calls averaged into the total based off historical data) 

 

• In 2015, the number of calls contained increased by 10% from last year; increasing the % contained in the IVR to 45.1% 
• In 2011, the heavy storms accounted for the increased calls entering the IVR and higher containment percent (due to 

mostly outage calls) 
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Calls Answered – 2015 % distribution 
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2015 Electric Utility Residential Customer Satisfaction StudySM 
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Customers that receive bill alerts have much higher Billing & 
Payment Satisfaction 
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