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1 

REBUTTAL TESTIMONY 1 

OF 2 

TRINA J. MUNIZ 3 

FILE NO. ER-2014-0258 4 

Q. Please state your name and business address. 5 

A. My name is Trina J. Muniz.  My business address is One Ameren Plaza, 6 

1901 Chouteau Avenue, St. Louis, Missouri 63103. 7 

Q. By whom and in what capacity are you employed? 8 

A. I am employed by Union Electric Company, d/b/a Ameren Missouri 9 

(“Ameren Missouri” or “Company”) as Manager, Marketing and Advertising. 10 

Q. Please describe your employment history with Ameren Missouri. 11 

A. I joined Ameren Corporation in 2001 as the Senior Supervisor of 12 

Advertising.  At that time, I was responsible for all paid media messages in Missouri and 13 

Illinois.  In 2010, I transferred to Ameren Missouri and became Managing Supervisor of 14 

Marketing and Advertising.  In 2014, I became the Manager, Marketing and Advertising.  15 

Q. Please describe your duties and responsibilities as Manager, 16 

Marketing and Advertising. 17 

A. I manage the customer communications including paid, earned and owned 18 

media.  19 

Q. Please describe your qualifications. 20 

A. I have 29 years of communications experience in advertising, marketing 21 

and public relations.  Prior to joining Ameren, I spent 15 years at Bank of America in 22 

their Marketing, Advertising and Public Relations department.  When I left in 2001, I was 23 
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the Vice President, Marketing Relationship Manager for Midwest South Consumer 1 

Marketing.  I have a Bachelor of Science degree in Business Administration with an 2 

emphasis in Marketing from Southern Illinois University in Edwardsville and a Masters 3 

of Business Administration degree from Webster University. 4 

Q. What is the purpose of your rebuttal testimony? 5 

A. The purpose of my rebuttal testimony is to discuss the need to educate our 6 

customers on our business and to provide them with information to assist them in 7 

managing their accounts effectively.  I will also discuss the cost associated with these 8 

efforts and respond to the portion of the Staff Report Revenue Requirement of Service 9 

(“Staff Report”) sponsored by Jason Kuntz on the Company’s communications expenses.  10 

Q. You just used the phrase “communications expenses” yet that isn’t 11 

the term used in the Staff Report.  Is the difference in language intentional? 12 

A. Yes, it is.  It is important when reviewing the communications expenses 13 

that one understands the changes that have occurred in the past several years in how we 14 

communicate with and reach our customers.  The Commission Staff puts all of these 15 

expenditures into a grouping they call "advertising," which is also the language 16 

historically used at the Commission for these costs.  I believe this term to be incorrect 17 

when applied to many of the costs identified by Mr. Kuntz.   18 

Q. Please explain what you mean. 19 

A. The traditional definition of "advertising" is the activity or profession of 20 

producing information for promoting the sale of commercial products or services.  This is 21 

not what we are doing when Ameren Missouri purchases advertising or when it 22 

participates in social media.  We use these expenditures as a channel that allows us to 23 
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communicate efficiently and effectively to our 1.2 million customers.  We educate our 1 

customers about safety.  We educate our customers on how we produce and distribute 2 

electricity.  We educate our customers on the cost of providing them cleaner, more 3 

dependable electricity.  We educate them on our services that can help them manage their 4 

electric account.  What we do not do is promote electricity sales.  We are not 5 

“advertising” to gain business.  We are communicating.  6 

Q. Is that really true?  For example, there is an Ameren sign at Busch 7 

stadium and it does nothing to educate customers. 8 

A. Ameren Missouri does have expenditures which are goodwill expenditures 9 

because it is a part of the corporate community of St. Louis.  The cost of the Ameren 10 

sign, and other goodwill expenditures are not, however, included in Ameren Missouri's 11 

revenue requirement in this case.  I am addressing a different set of communications 12 

costs.   13 

Q. Stepping back for a moment, please explain how the Staff determined 14 

what expenditures should be included in the revenue requirement for this case. 15 

A. The principle Staff applies when evaluating advertising expenditures dates 16 

back to the 1985 rate proceedings Commission decision in Re: Kansas City Power and 17 

Light Company, Case Nos. EO-85-185 et al. (KCPL Order).  That case was decided 18 

approximately 30 years ago.  Much has changed in the way customers receive 19 

information over the last 30 years.  In 1985, Mark Zuckerberg was five years old.  There 20 

was no online banking.  There was no such thing as a smart phone.  There were no 21 

tweets.  It was a very different world than we find ourselves in today.  And as the 22 
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technological options for our customers evolve, it is incumbent upon Ameren Missouri to 1 

keep up with those changes.  Our customers expect it, even demand it.   2 

 Q. What are the categories from the KCPL Order that Staff uses in its 3 

review of these expenditures? 4 

A. Staff uses five categories from the KCPL Order, as follows: general, 5 

institutional, safety, political and promotion.  The categories are defined as follows: 6 

1. General: informational advertising that is used in the provision of 7 
adequate service; 8 

2. Safety: advertising which conveys the ways to safely use electricity 9 
and to avoid accidents; 10 

3. Promotional: advertising used to encourage or promote the use of 11 
electricity; 12 

4. Institutional: advertising used to improve the company’s image; and 13 

5. Political: advertising associated with political issues. 14 

Q. How does the Staff use these categories to determine their 15 

recommendation on whether a cost should be considered recoverable? 16 

A. The KCPL Order states that Institutional and Political advertising costs are 17 

not recoverable.  It states that General and Safety advertising costs are recoverable.  18 

Finally, the KCPL Order says that Promotional advertisements must be reviewed and, to 19 

the extent the utility can provide cost-justification for the advertisements, then that 20 

portion can be allowed.  21 

Q. Has the Commission issued any other guidance for evaluating these 22 

expenditures since the KCPL Order? 23 

A. Yes.  In its Report and Order in Ameren Missouri's 2008-2009 rate case 24 

(File No. ER-2008-0318), the Commission stated that the standards for advertising 25 
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established in the KCPL Order should be applied to campaigns and not on an ad-by-ad 1 

basis.  In short, if the campaign as a whole is unacceptable under the Commission’s 2 

standards, then the cost of all advertisements within the campaign should be allowed.  3 

Staff, however, ignores the Commission's decision in that case and has reviewed the ads 4 

on an ad-by-ad basis. 5 

Q. Do you disagree with the guidance provided in these two orders?   6 

A. My concern isn’t with what the KCPL Order (or the later Ameren 7 

Missouri order) says; rather it is how those standards are applied by the Staff.  They 8 

utilize no objective standard or methodology to place the advertising in one of the five 9 

categories or another.  Without a standard, Staff subjectively determines what category 10 

each expenditure is placed within.  My belief that Staff made this determination 11 

subjectively is bolstered by the fact that the Staff Report does not provide any 12 

explanation of what guidelines or methodology was followed by Mr. Kunst to classify an 13 

expenditure, for example, as Institutional rather than General.  There is not a single word 14 

of how the categories were applied – only an assertion that they were.  Without a clear 15 

justification or explanation of how Staff categorized these expenditures, there is no 16 

opportunity for Ameren Missouri to fully respond.              17 

Q. Is your concern limited to this case? 18 

A. It is not.  In the past, the Company was only provided an explanation in 19 

surrebuttal testimony or in response to deposition questions designed to explore Staff’s 20 

reasoning.  Even then, that reasoning often consisted of nothing more than Staff’s 21 

impression of the item.  This likely stems from the fact that Staff’s review is often 22 

completed by an auditor.  I am not saying that the Staff's reviewer is not qualified to audit 23 
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the Company's financial records, but in this and other cases there is no evidence that the 1 

auditor has any experience in advertising or communications.  My staff and the 2 

individuals hired to assist us with these communications are trained, highly skilled 3 

communication professionals.  There is a reason and a strategy behind the 4 

communications made.  Without an understanding of communications, it is difficult to 5 

see how the Staff can accurately categorize our communication expenditures under the 6 

KCPL Order, or otherwise.   7 

 Q. What kind of knowledge does Staff need in order to better understand 8 

Ameren Missouri’s communication strategy? 9 

 A. To be fair in its recommendations to allow or not allow various costs, it 10 

would be beneficial for the Staff to understand what it takes to get the message to our 11 

customers and penetrate the massive amounts of information that our customers receive, 12 

in many forms, in their everyday lives.  When determining how to get educational 13 

messages to our customers, we first look at how the message needs to be sent and at what 14 

frequency. We consider these three areas of communications: 15 

 Paid media:  defined as communication that is purchased such as advertising in 16 

newspapers, television, radio, out-of-home, etc.  The message is controlled by the 17 

company and appears exactly as it was submitted.  18 

 Earned media:  defined as communication that is generated by recognition of 19 

content which is shared through news media, word of mouth, social media, etc. The 20 

message is not controlled and allows interpretation or bias by the outlet.  21 

 Owned media:  defined as communication that a company owns and controls like 22 

their company website, company social media sites, employee communications, etc. 23 
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 To effectively reach our customers, Ameren Missouri must use a mix of paid, 1 

earned and owned media.  The Company’s 1.2 million electric customers use, retain and 2 

react to information differently so we must understand their behavior and lifestyles when 3 

determining what channels are available to reach them.  Since the KCPL Order was 4 

issued in 1985, many new channels of communication have been introduced.  5 

Technology has played a tremendous role in creating demand for an integrated 6 

communication plan.  At one time, companies such as Ameren Missouri could use paid 7 

media on three television networks and reach up to 90 percent of their customer base in 8 

an average week.  Today, the percent of customers who get their information solely from 9 

television has declined to well below 50 percent and continues to decline.  Television 10 

remains the strongest channel to get our customers’ attention but we must use other 11 

channels that allow more content to be delivered.  In December of 2014, Neilsen issued a 12 

Total Audience Report showing the changing journey for information.  This specific 13 

information can be found on page four of Schedule TJM-R1 attached to my testimony.  In 14 

order to reach our customers, Ameren Missouri must now use channels such as internet, 15 

social platforms and streaming content stations, to name a few.  16 

Our customers on average are exposed to over 20,000 messages a day.  A 17 

customer must hear or view a message between six and eight times before a customer can 18 

actually recall seeing the message and can retain the information they received in that 19 

message.  That number was just three times in 1985.  We must communicate more often 20 

than we did in the past to get our messages across to customers.   21 

Where and when customers receive a message is important to understand as well.  22 

We must get their attention, have them determine a need for the information and create a 23 



Rebuttal Testimony of 
Trina J. Muniz 

8 

desire for them to take action.  The use of smart phones and tablets has amplified the 1 

need to communicate instantaneously.  Customers expect to be able to access information 2 

where ever they are, at the touch of a screen.  Some studies have stated that most media 3 

consumption is conducted while multi-tasking.  For instance, people using a computer 4 

while watching television is becoming the norm.  Attention spans are becoming very 5 

short, less than five seconds, occurring at a time while viewers are switching between 6 

different media.  Customers are making decisions at different times and places than ever 7 

before.  Making sure our customers have the information they need when they need it is 8 

critical to us providing them the service they expect and deserve. 9 

 Customers are also deciding when and where they will allow messaging.  It is 10 

estimated that 80% of Americans now own a personal computer and access the internet 11 

through high speed connectivity.  Adding smart phones and devices (which indeed are 12 

handheld computers) to the mix and the number increases to 90%.  In 1985, Caller ID and 13 

subscription-based radio was not available.  Customers now register on Do Not Call and 14 

Do Not Mail lists.   15 

All of these developments allow our customers to take control of when and where 16 

a message reaches them and changes the landscape of how it occurs.  This has meant that 17 

we have had to adapt our communications in order to reach them.  The developments 18 

likely were not foreseen in 1985. 19 

 Q. How do you determine what form of communication should be used? 20 

 A.  We use a variety of channels to obtain information from our customers.  21 

We have communication options that allow our customer to initiate the contact.  We use 22 
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these options to obtain and provide information to and from our customers.  Some of 1 

those channels include: 2 

1. By telephone.  Customers can call our customer service center to get 3 

information or ask questions about their account.  This is one of the most 4 

costly ways for us to communicate with our customers and less than 20% of 5 

our customers reach out to us in this manner each year.  The information we 6 

send out through various communication channels educate our customers on 7 

information they need and reduce the need for them to call the contact center, 8 

which reduces the level of call center costs that would otherwise be necessary.  9 

2. On the internet.  We have a presence on Facebook, Twitter and You Tube 10 

which allows us to provide information to our customers or answer 11 

questions/comments that our customers post.  By answering these questions in 12 

a public forum, other customers, who may have the same need for 13 

information, will see our response.  We also offer the option of contacting us 14 

through our website or via email.  Again, this lowers costs in other areas, 15 

principally the labor that would be needed to field more calls. 16 

3. In person at events.  We sponsor and attend many public events where our 17 

employees will answer questions and give information to our customers.  By 18 

wearing attire provided by the company, our employees are easy to find and 19 

easily approached.  20 

4. By mail.  Customers can send us correspondence.  This is a lengthy process 21 

and does not allow for immediate response.  22 
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5. Customer research.  We conduct focus groups, online customer panels and 1 

subscribe to various secondary research studies.  This gives us a mix of 2 

quantitative and qualitative research. 3 

In turn, we use the feedback we receive from our customers and determine what 4 

messages need to be communicated.   5 

 Q. Why the emphasis on providing education to your customers?   6 

 A. Providing educational information to our customers creates higher levels 7 

of customer satisfaction.  High levels of customer satisfaction provide after-the-fact, 8 

market-based validation that our Company is operating effectively and efficiently.  Many 9 

utilities have started measuring customer satisfaction to determine if the programs and 10 

services they offer meet with their expectations.  We measure customer satisfaction with 11 

a benchmark study, the J. D. Power Electric Utility Residential Customer Satisfaction 12 

Study, which allows us to better determine our need to communicate and to gauge our 13 

customers’ satisfaction on how we conduct our business and serve them.  We know 14 

through communication, we can provide our customers the transparency and information 15 

they need to make educated decisions.  This information allows us to take steps to 16 

improve in areas where customers are less satisfied, which can lead to decreased 17 

complaints to both the Company and the Commission, saving staff time for both.   18 

Staff’s recommendations 19 

Q. Do you agree with the classifications that Staff has recommended for 20 

each campaign or expenditure? 21 

A. No, I do not.  We differ on several. 22 
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Q. Are there specific campaigns or expenditures that the Staff has 1 

recommended disallowing that you believe should have different classification and 2 

be included in the Company’s cost of services? 3 

A. Yes, there are several.  I will go through them by campaign or by ad where 4 

appropriate. 5 

Community Lights:  Staff recommended a total of $283,485 should be 6 

disallowed.  This campaign was used to recognize customers in our service 7 

territory that give back to their communities through volunteerism.  What Staff 8 

likely didn’t realize is the purpose of the campaign.  The campaign was held on 9 

Facebook with the purpose of driving traffic to the Ameren Missouri page to 10 

increase the awareness of Ameren Missouri’s presence on Facebook and to 11 

increase the number of “likes” we have on that page.  When a customer "likes" 12 

our page, they will then receive our communications in their newsfeed.  13 

Consequently we are increasing the number of people who will see our ongoing 14 

communications and outage information during large outages.  Keep in mind, not 15 

only do the people who “like” our page get the message but the “friends” of those 16 

who “like” us can see the message as well.  This greatly amplifies our messaging.  17 

As a result of this campaign, our Facebook followers increased by 5.4%, giving us 18 

the opportunity to continue to educate them on our business and to get important 19 

information to them (like outage information).  This growth during this campaign 20 

was twice as much as any other time period this year.  21 

 Staff categorized Community Lights as Institutional and recommended 22 

disallowance of the full $283,485.  Given the purpose of the campaign, however, 23 
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these expenditures fit the Commission's General category and are therefore 1 

recoverable. 2 

Social Media Campaign:  Staff recommends allowance of only 50% of 3 

this campaign based on what appears to be a post-by-post (like an ad-by-ad) 4 

review within the campaign, contrary to the approach sanctioned by the 5 

Commission in File No. ER-2008-0318.  The recommended disallowance totals 6 

$183,390.  Here, Ameren Missouri is disadvantaged by the lack of explanation 7 

provided in the Staff Report.  Without this explanation, I was required to review 8 

the documents provided through data requests and I believe Staff based their 9 

recommendation by viewing the content in our monthly Facebook calendars.  10 

Again, these calendars only represent the planned communications on Facebook 11 

and don’t tell the entirety of what occurs on Facebook and how it is used to 12 

communicate with customers.  As part of our Facebook activity, we respond to 13 

customer posts on our page, especially questions that might be asked.  We review 14 

posts and provide engagement every single day to keep us close to our customer 15 

base so we are available to help our customers get the answers they need to make 16 

informed decisions.  Social media only works when there is a constant stream of 17 

messages which keep our base of followers engaged.  There are a variety of 18 

messages that we post proactively including safety, outage, customer service, 19 

community involvement and much, much more.  In order to accomplish that, 20 

some posts are designed to get attention more than to provide information, but 21 

that is necessary to keep our name in front of our Facebook followers.  A single 22 

Facebook post may not appear to be educational when viewed on its own, but the 23 
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stream of Facebook posts—which should be considered one campaign--is 1 

educational because the constant stream of posts keeps the followers interested so 2 

that they receive the particular posts that are designed to be educational or 3 

informational   4 

 Staff categorized Social Media as Institutional and recommended 5 

disallowance of half of the cost.  This category is also more accurately 6 

categorized as General and because the campaign is Institutional and recoverable, 7 

100% of the costs ($366,780) should be recoverable. 8 

Energy Efficiency:  Staff recommends disallowance of 50% of this 9 

campaign, which also does not abide by the Commission's campaign guidance 10 

from File No. ER-2008-0318.  Staff’s recommendation was to disallow $16,644.  11 

Again, the Staff Report does not contain a word of explanation about this 12 

recommendation and, without an explanation; we cannot know why the 13 

recommendation was made.  Ameren Missouri does not consider these 14 

expenditures to be a part of its Missouri Energy Efficiency Investment Act 15 

(“MEEIA”) program costs, but rather was general messaging designed to raise 16 

awareness that Ameren Missouri was introducing energy efficiency programs.  17 

This communication was design to get the word out so that our customers know 18 

that ActOnEnergy.com was where customers can find out about rebate options 19 

and to get conservation information to assist customers in lowering their use.  20 

Once the programs were approved, any communication designed to promote the 21 

Company’s MEEIA programs were captured as MEEIA expenses and the costs 22 
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are recovered through the Company’s Energy Efficiency Investment Charge.  The 1 

Company does not seek to recover those costs in this case. 2 

Staff categorized these Energy Efficiency expenditures as Institutional and 3 

recommended disallowance of half, but since the campaign is General the entire 4 

expenditure should have been allowed, consistent with the Commission’s 5 

guidance found in File No. ER-2008-0318.  There was no explanation of why any 6 

of these costs shouldn’t be allowed.  Clearly energy efficiency is something to be 7 

promoted under Missouri law and so the costs of doing cannot be considered 8 

imprudent.  The Company should be allowed to recover 100% of the cost of this 9 

campaign, which is $33,288. 10 

Storm Response Ads:  Staff recommends a disallowance of $49,901.  11 

These ads were run in newspapers after tornados left 95,000 customers without 12 

power.  When our customers experience interruption in service, they want to 13 

know what caused their outage, what we did to restore power quickly and whether 14 

there is anything else the customer needs to do.  The ads are attached to the Staff 15 

Report and contain a great amount of detail about the work necessary to restore 16 

power after this storm.  It is titled “What it takes to restore power to 95,000 17 

customers” and can be found on page four of Appendix 4 to the Staff Report.  The 18 

Staff Report contains no explanation of why this cost should not be recoverable.   19 

Staff categorized the Storm Response Ads as Institutional and 20 

recommended disallowance of the cost.  However, because these communications 21 

were informational advertising that is used in the provision of adequate service, 22 
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they should be classified as General and we should be allowed to recover the cost 1 

of $49,901. 2 

Cardinal Digital Outdoor signs:  Staff recommended a disallowance of 3 

$44,222 of these signs, presumably because they are tied to the Cardinals, 4 

although the Staff Report provides no basis for their recommendation.  These 5 

costs are prudent.  In order to raise awareness for our energy effective rebates and 6 

to provide tips on how to lower energy usage, we partnered with the St. Louis 7 

Cardinals.  The agreement put the Cardinals’ live game scores on digital outdoor 8 

boards on highways throughout St. Louis with ActOnEnergy.com prominently 9 

displayed on the signs, drawing attention to our website.  The Cardinals are 10 

popular in our service territory; this partnership attracted many of our customers 11 

and put our website in front of them, giving us the opportunity to drive this traffic 12 

to energy saving messages. 13 

Staff categorized the Cardinal digital signs as Institutional and 14 

recommended disallowance of the entire cost.  However, these costs enabled us to 15 

provide information about our service – energy efficiency, and therefore should 16 

be classified as General.  We should therefore be allowed to recover the entire 17 

cost, which is $44,222. 18 

Reliability Fair Invite:  Staff recommended disallowance of 50% of the 19 

printing costs of this invite, which is $66,610.  Once again, the Staff Report 20 

contains no explanation, so it is impossible to understand the basis for their 21 

recommendation.  This expenditure is part of our overall Reliability campaign and 22 

should have been allowed, per the Commission's decision in File No. ER-2008-23 
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0318.  One could speculate that the reason for the proposed disallowance was that 1 

the Company hired a popular professional football player to appear at the fair.  2 

The purpose of having the football player at the fair was to attract attention and 3 

bring more people to the fair, which was open to the public and held in Florissant.  4 

Without his presence, the fair would have been far less well attended and thus less 5 

effective.  The reliability fair provided customers the opportunity to learn about 6 

Ameren Missouri’s efforts to improved system reliability (thus decreasing the 7 

number and length of outages that customers may experience) and to answer any 8 

questions our customers had. 9 

Staff categorized the reliability fair invite as Institutional, but instead like 10 

the Reliability campaign as a whole it was General and that the Company should 11 

be allowed to recover 100% of the $66,610. 12 

Louie the Lightning Bug Parade Balloon:  Staff recommended a 13 

disallowance of $52,664.  Without explanation, I do not know why the 14 

recommendation to disallow these costs was made.  Louie the Lightning Bug is 15 

the safety ambassador for Ameren Missouri and has been for many years.  It is a 16 

syndicated character that promotes an awareness of the need for safety around 17 

power lines.  The balloon is used in large, sometimes televised, parades and is 18 

held by Ameren Missouri employees and volunteers.  The Louie the Lightning 19 

Bug bus accompanies Louie at all parades and displays Louie’s safety message 20 

“Don’t Hang Around When Lines are Down.”  By entering Louie into parades, 21 

we are promoting the message to be safe around electricity to children.  22 
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 Staff categorized the Louie Parade Balloon as Institutional and 1 

recommended disallowance, but its purpose is clearly for the safety of our 2 

customers, particularly children and it is appropriately classified as Safety under 3 

the KCPL Order.  The entire $52,664 should be included in the revenue 4 

requirement. 5 

 Solar Farm artwork:  Staff recommended disallowance of the entire cost 6 

of $197,000.  This item is an artist’s rendering of the new O’Fallon Renewable 7 

Energy Center.  It was used to help our customers learn about the new renewable 8 

energy center’s generation that was being added to the grid by Ameren Missouri.  9 

Many of our customers have expressed a desire to have cleaner energy added to 10 

the generation portfolio and voted for a law that mandates this type of 11 

expenditure.  Material like this artwork is needed for us to educate our customers.  12 

The rendering was used multiple times, including on the Company’s website, 13 

which is available to all customers.   14 

 Staff categorized the artwork as Institutional, but this artwork should be 15 

categorized as General and the entire $197,000 should be included in the 16 

Company’s revenue requirement 17 

 Downtown Pole Banners:  Staff recommended a disallowance of $1,621 18 

for these banners.  The banners are displayed around the Ameren Missouri 19 

headquarters for the purpose of employee education.  The banners help raise the 20 

awareness of the service we provide our customers.  As a utility, our employees 21 

are approached at their homes and communities by our customers and asked 22 

questions about the service and programs that Ameren Missouri offers.  It is 23 
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important for us to keep our employees engaged and aware of information used to 1 

serve our customers. 2 

 Staff categorized the cost of downtown pole banners as Institutional.  I 3 

believe it should be classified as General and that the $1,621 should be included 4 

in the Company’s revenue requirement. 5 

 Q. What is the dollar adjustment you would recommend the 6 

Commission make to Staff’s recommendations? 7 

 A. In total, the difference between what the Staff is proposing and 8 

what should be allowed is $698,734.  9 

Q. Does this conclude your rebuttal testimony? 10 

A. Yes, it does.11 


























































