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Missouri TOU Rate Enrollments Summary 

Rate Plan Name Total Enrollments
Summer Peak Time Based Plan 53,207
Default Time Based Plan 479,958

Nights & Weekends Plan 13,351
Nights & Weekends 
Max Plan 23,803
Total 570,321

TOU Campaign Dashboard 
Measured Date: June – December 2023

Customer Awareness
Awareness of Mandatory 

TOU Change*

158,560

# TOU 
Self-Selection

338,896

# Compare My Rate Tool 
Cumulative Unique 

Sessions
328,214 

# Landing Page Sessions 

87% - November

* Based on monthly TOU survey.
Monthly survey ended in November.

* Includes 7,620 from TOU Pilot.
No additional updates.

63% 
increase since 

June

41%
MOM increase

* Greyed out tactics are not yet in-field

Contact Center Engagements

Number of TOU Calls Offered Average Length of TOU Calls

3

As of 01/04/24

0% MOM
decrease 

Online Enrollments

19% completed through the Evergy
Contact Center or Connect

2381,116

22,666
31,704

18,890

3,460
1,812

0

10000

20000

30000

40000

June July Aug Sept Oct Nov Dec

13
17

28
21

16
9 9

0

10

20

30

M
in

ut
es

81%

2% MOM
increase*

* % Increase from Nov. to Dec.

% of all Enrollments 
Completed Online

Awareness of New Rate 
Options*

95% - November

* Based on monthly TOU survey.
Monthly survey ended in November.

65% 
increase since 

June 136 840 5,305 12,799

125,994 135,634

42,100
9,316 6,772

April May June July Aug Sept Oct Nov Dec

As of 11/03/23



TOU Education and Outreach Campaign Dashboard 
Measured Date: June – December 2023

Channel Performance
Tactic Impressions To 

Date
Goal #1 Result Benchmark Goal #2 Result Benchmark

Bill Message/Insert 3,502,500 General Awareness N/A N/A URL Visits 24,362 1500 site visits by 
10/1

Billboards 179,670,189 General Awareness N/A N/A URL Visits 2,309 1000 site visits by 
10/1

Digital Display 11,635,311 Click-Through Rate 0.11% 0.09% Cost Per Click $3.84 $5.60

Direct Mail 1,960,767 General Awareness N/A N/A URL Visits 46,379 12,000 by 10/1

Email 1,607,124 Open Rate 38.78% 20% Click Through Rate 11.63% 5%

Events N/A # of Events 72 60 events by 12/1 # Customer Reached 8,888 5000 customer by 
12/1

Media Relations 217,077,000 Story Sentiment Neutral: 79.5%
Positive: 8%
Negative: 12.5%

80% Neutral or 
Positive

Message Pull 
Through

239 out of 
239

At least 1 key 
message

Newspaper & Church Ads 501,124 General Awareness N/A N/A URL Visits 1,030 800 site visits by 10/1

Paid Search 127,842 Click-Through Rate 35.14% 28.0% Cost Per Click $0.63 $1.73

Paid Social 430,638 Click-Through Rate 22.01% 2.59% Engagement Rate 6.51% 10.3%

Radio & Streaming Audio 7,725,086 General Awareness N/A N/A URL Visits 2,006 500 site visits by 10/1

Digital Video 3,645,637 Video Completion Rate 73.3% 31.0% Click-Through Rate 0.08% 0.08%

High Impact Display 3,400,276 Click-through Rate 1.131% 1.50% Engagement Rate 8.73% 10.0%
4

*Most outreach tactics ended in November or December and will not have additional updates moving forward.



Enrollment Summary by Segments

5
* Customers can be in more than one category.
** Evergy uses Acxiom to help determine segment and it is used as a guide and estimate.
*** Net Metering and Solar Subscription customers only have one option and are not needing to select a plan

As of 11/3/23. No additional updates 

672 

6,920 

47,790 

153,340 

135,098 

128,696 

562,184 

- 100,000  200,000  300,000  400,000  500,000  600,000

Solar Sub

Net Meter

Rural Customers

Not Engaged Customers

Low Income Customers

Senior Customers

All Evergy

Total Evergy Missouri 
Residential Customers 

by Segment

49 

513 

4,767 

14,249 

36,149 

38,977 

158,860 

- 50,000  100,000  150,000  200,000

Solar Sub

Net Meter

Rural Customers

Not Engaged Customers

Low Income Customers

Senior Customers

All Evergy Self-Selection

Missouri Customers 
Pre-Enrolled in TOU 

by Segment

*No additional updates moving forward as all customers are now moved to TOU.



Compare My Rate Tool & Online Engagement
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• Nearly 100% of Evergy MO residential customer base
now enrolled in a time-based plan, nearly 30% of those
customers pre-selected their plan

• Average industry opt-in enrollment for time-based rates is 1%

• Increased overall time-based rate enrollments 80x since
May 2023

• 81% of customers enrolled online

• MO Rate Comparison Tool engagement
in November 2023 is 32x that of April 2023

• 55% of Evergy MO residential customers with an online
profile engaged with Rate Compare since April 2023

As of 1/1/24



Contact Center Engagements 



Contact Center and Feedback
Call Center Preparation
Team of up to 30 TOU contingent CSRs

• All classes of contingent CSRs taking TOU calls
• All regular CSRs can and are taking TOU calls

IVA Call Management
• Two call paths for customer

• Dedicated TOU Phone Number
• Main Contact Center Phone Number

• Dedicated TOU Skill Queue
• Call Back functionality

Results
Since entering Phase 3 of the education campaign in August:

• Phase 1: saw uptick in calls, with more informational
questions

• Phase 2: an average of over 250 TOU calls per day, helping
customer pick a rate and educational focus

• Phase 3: call offers and average duration times are lower

8

Month TOU Calls 
Offered

Avg TOU 
Duration

Avg All Calls 
Duration

June 238 13:01 7:01

July 1,116 16:58 6:13

August 1,835 26:54 7:55

September 31,704 21:27 9:16

October 18,890 16:10 8:34

November 3,460 8:40 7:16

December 1,812 8:53 7:19



Contact Center Engagements

• Evergy has provided details of calls in CONF_Exhibit_A TOU_Commision Order
Reporting_December 2023

9



Campaign Strategy, 
Outreach Examples 
and Special Customer 
Group Approach



Communication 
Strategy & Special 
Group Customer 
Details



Campaign Goals

Goals
1. Prepare customers for the upcoming change in rate structures, including the new mandatory rate, and how

TOU rates work.

2. Offer choice and inform customers of their rate options and the benefits depending on the customer’s
lifestyle.

3. Provide customers with tools, resources, and reports that serve to help them understand TOU rates and
options, empower them to choose their rate, and provide guidance to modify their behaviors so that they
can mitigate usage and bill impact to increase their success on a TOU rate.

4. Help all customers (and with increased emphasis on special customer groups) be successful before,
during and after the mandatory TOU rate transition and/or enrollment on their selected TOU rate option.



Education and Awareness Strategy
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Campaign Phase Objective Message Idea Tactic Type
Phase 1

Awareness & Education
June 15th – Nov. 30th, 2023

Inform customers that Missouri is changing rate 
structures soon and educate them on how TOU 
rates work.

Missouri will be changing electric rate structures starting this 
Fall. Learn how to prepare.  

Mass Awareness

Phase 2
Action & Preparation

Aug. 1st – Nov. 30th, 2023

Prepare customers for the upcoming change, 
inform them of their rate options & how they work, 
and encourage pre-selection of a rate.

As Missouri moves to TOU rates, Evergy is offering new 
personal power plans. Learn about your plan options and 
select a plan before October. 

Mass Awareness and 
Direct

Phase 3
Transition & Coaching
Oct. 1st – Dec. 31st, 2023

Ensure customers know they will be defaulted into 
a new rate and provide coaching to help them be 
successful on the new plan.

Your rate will change on X date. We are here to support your 
transition to TOU.  

Direct

Phase 4
Success & Coaching

Jan. 1st – April 30th, 2024

Help customers understand how their rate works 
and encourage shifting usage to off-peak times.

Your new rate allows you to save money by shifting to off-
peak times. Here are tips and tricks to help you save. 

Direct

Phase 5
Summer Prep & Coaching
May 1st – Sept. 30th, 2024

Prepare customers for the change in summer 
pricing and provide tools, tips, and resources to 
avoid summer peak usage.

Prices change in the summer, start preparing your home and 
family to avoid high usage during the summer.

Mass Awareness and 
Direct

Strategy Overview: Use a phased approach, that incorporates both mass awareness and direct marketing tactics, 
to move a customer from awareness to action and then finally to transition and success.



Campaign Phases 
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Phase 1: Awareness & Education

Phase 2: Action & Preparation

Phase 3: Transition & Coaching

Phase 4: Success & Coaching

Phase 5: Summer Prep & Coaching

Mid-June July Aug. Sept. Oct Nov. Dec.

June 15th – Nov. 30th

Phase Objective
Inform customers that Missouri is 
changing rate structures soon and 
educate them on how TOU rates 
work.

Main Message Idea

Missouri will be changing electric 
rate structures starting this Fall. 
Learn how to prepare.  

Tactics
Out-of-Home, Social, Digital 
Display, Email, Bill 
Inserts/Message, Website, Media 
Relations, Search

Creative Approach
Text over branded background. 
CTA: Learn more at evergy.com

Aug. 1st – Nov. 30th

Phase Objective
Prepare customers for the upcoming 
change, inform them of their rate 
options & how they work, and 
encourage pre-selection of a rate.

Main Message Idea
As Missouri moves to TOU rates, 
Evergy is offering new personal 
power plans. Learn about your 
options & select a plan before Oct. 

Tactics
Out-of-Home, Radio, Digital Display, 
Search, Social, Media Relations, 
Rate Education Reports, Direct 
Mail, Community Events & Special 
Group* 1:1 Support, Website

Creative Approach
Addition of lifestyle images and rate 
plan creative. CTA: select your rate 
now. 

Oct. 1st – Dec. 31st

Phase Objective

Ensure customers know they will 
be defaulted into a new rate and 
provide coaching to help them be 
successful on the new plan.

Main Message Idea

Your rate will change on X date. 
We are here to support your 
transition to TOU.  

Tactics

Direct Mail, Email, Energy Coach 
Emails and Weekly Reports, 
Community Events & Special 
Group* 1:1 Support

Creative Approach

Energy Coach and detailed plan 
information. 

Jan. 1st – April 30th, 2024

Phase Objective
Help customers understand how 
their rate works and encourage 
shifting usage to off-peak times.

Main Message Idea
Your new rate allows you to save 
money by shifting to off-peak times. 
Here are tips and tricks to help you 
save. 

Tactics
Email, Direct Mail, Bill Inserts, 
Search, Digital, Energy Coach 
Emails, Rate Education Report, 
Special Group* 1:1 Support

May 1st – Sept. 30th, 2024

Phase Objective
Prepare customers for the change in 
summer pricing and provide tools, 
tips, and resources to avoid summer 
peak usage.

Main Message Idea
Prices change in the summer, start 
preparing your home and family to 
avoid high usage during the summer 
peak.

Tactics
Out-of-Home, Radio, Social, Email, 
Bill inserts, Direct Mail, Special 
Group* 1:1 Support

Q1 2024 Q2 2024 Q3 2024 Q4 2024

* Includes income-eligible, seniors, electric-heat customers



Messaging Strategy

15

Overarching Campaign Message 
Missouri is changing electric rate structures this Fall, and Evergy is here to help you understand your new rate options, how
to pick a plan that is best for your home, and how to be successful on the new plan as the seasons change. This means 
that Missouri customers will have a choice of electric rate plans that fit their household. The new rate plans will help you 
save money when using less energy during peak times, when people use it most.

Phase 4 & 5

As the seasons change, Evergy 
will support you with customized 
rate education and usage reports 

to help you maximize savings 
with  on your new time-based rate 

plan.

Phase 3

Your new rate plan will start in 
October/November. You can save 
money on your new rate plan by 
shifting usage away from peak 

hours of 4-8pm, learn how.

Phase 2

Evergy is offering new rate plans 
to help you save money by using 
less energy during peak times, 
when people use it most. Learn 
which plan may be best for you 
and select an option by October 

2023.

Phase 1

Missouri will be changing electric 
rate structures starting this Fall. 

Learn how to prepare and review 
your new plan options.

Sub Message by Campaign Phase



Key Messages
Phase 1 Phase 2 Phase 3 Phase 4 & 5

Objective Inform customers that Missouri is 
changing rate structures soon and 
educate them on how TOU rates 
work.

Prepare customers for the upcoming change, inform them of their rate 
options & how they work, and encourage pre-selection of a rate.

Ensure customers know they will be defaulted into a 
new rate and provide coaching to help them be 
successful on the new plan.

Prepare customers for behaviors 
needed to lessen impact of high 
usage season.

Primary 
Message

Missouri is moving to time-based 
rate plans this Fall.

We have 4 new time-based rate plan options. Select your plan 
before October.

Your energy rate plan is changing to the {Rate Plan 
Name}. Evergy is here to help during the transition.

We are heading into high energy 
use season and we want to make 
sure you are managing your new 
rate plan during seasonal 
changes.

Supporting 
Message

Timing plays a crucial role in the cost 
of energy. That is why Missouri is 
moving to time-based rate plans. As 
the demand for energy rises, so 
does the cost of producing electricity. 
This usually takes place during the 
busy peak hours of 4-8pm. 
Conversely, the demand for energy 
decreases during off-peak times, 
typically in the early morning and 
overnight, resulting in lower energy 
costs. 

Missouri is changing how electric rate plans work this Fall, so Evergy has 
introduced four new rate plan options to fit your household needs. To 
help you choose the best option for you, we have developed new tools 
that analyze your energy usage and determine the plan that offers the 
greatest savings. Every household is different, so your savings will 
depend on how much energy you’re able to shift to times when the 
demand is lower and energy is cheaper. 

If you don’t want to make a choice by October, you’ll be moved to the 
Standard Peak Saver plan. 

Timing plays a crucial role in the cost of energy, which is why Missouri is 
moving to time-based rate plans. As the demand for energy rises, so 
does the cost of producing electricity. This usually takes place during the 
busy peak hours of 4-8pm. Conversely, during off-peak times, typically in 
the early morning and overnight, the demand for energy decreases, 
resulting in lower energy costs.  According to our analysis, the time-
based rate plan offers a modest cost reduction for the majority of 
customers, with savings varying depending on the season.

Since you have transitioned to a time-based energy 
rate plan, it is important to minimize significant energy 
usage between 4-8pm. During this period, we 
recommend reducing use of high-energy appliances or 
activities that consume a substantial amount of 
electricity. By avoiding peak hours, you can reduce 
your energy usage and benefit from lower costs.

As the demand for energy rises, so does the cost of 
producing electricity. This usually takes place during 
the busy peak hours of 4-8pm. Conversely, during off-
peak times, typically in the early morning and 
overnight, the demand for energy decreases, resulting 
in lower energy costs.  According to our analysis, the 
time-based rate plan offers a modest cost reduction for 
the majority of customers, with savings varying 
depending on the season.

TBD

CTA Learn about the changes coming to 
your rate plan

Learn about Evergy’s new Personal Power plans and choose the one 
that fits your household

Learn about your new Personal Power plan and how to 
save energy and save money

TBD
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Helping Groups At-Risk with New Rates

Strategy: Leverage 
community events and trusted 
agency partners to offer more 
educational opportunities.

41

Income-Eligible & Seniors

Net-Meter & Solar Subscription

Strategy: Proactively inform 
these customer they are 
moving into the Default Time 
Based Plan and educate on 
how the rate works.

Strategy: Increase customer 
engagement with TOU plans 
through targeted direct mail, 
email, and trade ally network 
efforts.

Electric Heat Customers



Income-Eligible and Seniors 
Strategy: Enhance TOU engagements by leveraging community events and 
collaborating with trusted agency partners to offer more touchpoint and 
educational opportunities. 

Special Support Tactics:
• Conduct training workshops for agency partners to enhance their

knowledge and ability to promote our services.
• Develop a bilingual handout and video on Time-of-Use (TOU) plans in

Spanish to facilitate customer understanding and engagement.
• Participate in over 60 community events from June to October to create

awareness about our services and engage with potential customers.
• Organize Connect Center events to offer in-person assistance and support

to customers.
• Increase the frequency of email and direct mail campaigns to better inform

and engage customers about our services.
• Offer both in-person and virtual appointments to provide more convenient

options for customers to learn about and sign up for our services.
• Targeted paid media tactics to provide additional touchpoints.
• Specialized TOU support number highlighted on education material.
• Food bank and Library outreach events and materials



Income-Eligible and Senior Outreach Events
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Agency Partner Webinars
Agency Partner Webinar 7.13 7/13/2023
Agency Partner Webinar 8.15 8/15/2023
Agency Partner Webinar 9.21 9/21/2023

LIHEAP Events @ Connect
July 7/18/2023
September 9/12/2023

Community Events
Marlborough Community Coalition
Heartland Renewable Energy Society 9/19/2023
Columbus Park 9/20/2023
Kansas City Neighborhood Advisory 
Council 8/17/2023

Urban Summit 9/22/23
Nevada Resource Fair 8/1/2023
Platte County BTS 8/3/2023
Belton HS BTS 8/8/2023
BTS Fair @ West Bluff HAKC 8/9/2023
BTS Fair @ Riverview HAKC 8/9/2023
Back to School Fair - CSL 8/10/2023
Back to School Fair - Mattie Rhodes 8/10/2023
BTS Rally - VTCLC 8/11/2023
Oak Grove Project Connect 8/14/2023
KC Connect - LIHEAP 8/15/2023
Oak Grove BTS 8/16/2023
Community LINC BTS Fair 8/17/2023
BTS Fair @ KC Public Library NE 
Branch 8/19/2023

Ruskin High School BTS 8/20/2023
KC Connect - LIHEAP 8/22/2023
NKC YMCA Head Start BTS 8/23/2023
Community Resource Day w/Front 
Porch Alliance 8/25/2023

Tremont Place Senior Apts 9/5/2023

Greg Klice Community Center 9/6/2023
Liberty at Shoal Creek-Senior Living 9/7/2023
Palestine Gardens North 9/8/2023
Prairie Estates Senior Living 9/11/2023
LIHEAP Event at Connect 9/12/2023
LIHEAP Event at Connect-overflow 9/13/2023
Key Coalition Neighborhood Assoc 9/16/2023
Hillside Christian Church 9/19/2023
Columbus Park Neighborhood Assoc 9/20/2023
Phoenix Family 9/20/2023
Oak Grove Manor Apts 9/21/2023
Lions Club-Belton 9/21/2023
Warrensburg Trails Regional Library 9/22/2023
Northland Shepherd's Center 9/25/2023
Tri-Blenheim Neighborhood Assoc 9/25/2023
KC Landlords 9/26/2023
Summit Grove Senior Center 9/27/2023
KC Public Library – SE Branch 9/9/2023
5th District Community Meeting 10/2/2023
Foxwood Springs Senior Living 10/3/2023
Possibly Cass County Public Library- Belton 10/3/2023
Palenstine Gardens North 10/4/2023
MCPL Antioch Branch 10/4/2023
Tarkio Senior Center 10/10/2023
Guadalupe Center (Spanish) 10/11/2023
Kansas City Federation of Teachers 10/12/2023
Posada del Sol (Spanish) 10/12/2023
Redemptorist (Spanish) 10/12/2023
3rd District Community Meeting 10/17/2023
KC Public Library - Plaza Branch 10/17/2023
Liberty Community Center/Senior 10/18/2023
Southern communities Coalition 10/18/2023
Don Bosco Senior Center 10/19/2023
(seniors) - Vine Street Manor 10/23/2023
(seniors) - The Woodlands at Citadel 10/24/2023
(seniors) - Destiny Towers 10/25/2023
(seniors) - Prairie Estates 10/26/2023

NLBM Trunk or Treat 10/27/2023
Energy Supplier Diversity Summit 11/1/2023
Calvary Chapel 11/03/2023
16th Annual Urban Summit Conference 11/04/2023
Central Presbyterian Church 11/6/2023
Villas Of Autumn Bend Low Income Housing 11/7/2023
KC Public Library - SE Branch 11/8/2023
Richardson Elementary 11/9/2023
Impact MO- KCPS 11/14/2023
MEEAC Low Income Working Group 11/14/2023
Raytown Christian Church (Shephard Center 
of Raytown) 11/15/2023

Dept of Social Services – Raytown 11/16/2023
6th District Council Community Meeting 11/28/2023
Trails Regional Library – Concordia 11/30/2023
Coats & Cocoa Event w/KCPD South Patrol 12/7/2023
HCC Network Social Services Meeting 12/12/2023
Dept of Social Services – Downtown 12/13/2023

So far, we have attended 70 outreach events and 
reached over 9,000 customers.



Food Pantries & Library - TOU Handout Distribution 
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Food Pantry Locations
Catholic Charities (7 locations)
Metro Lutheran Ministries 
Jewish Family Services
Community Services League (3 locations)
Bishop Sullivan Center 
Pleasant Hill Lay Clergy
West Central Community Action Agency 
Central Presbyterian Church 
Calvary Chapel Church of God In Christ
Open Door Services Center
Redemptorist Center
Second Harvest Community Food Bank
Pleasant Hill Lay Clergy
Central Presbyterian Church
Calvary Chapel Church of God in Christ 
First Baptist Church Blue Springs
Coldwater of Lees Summit
Second Harvest Community Food Bank

Library Locations
Mid-Continent Public Library - Antioch Branch
Mid-Continent Public Library - Blue Ridge Branch
Mid-Continent Public Library - Blue Springs North Branch
Mid-Continent Public Library - Blue Springs South Branch
Mid-Continent Public Library - Buckner Branch
Mid-Continent Public Library - Camden Point Branch
Mid-Continent Public Library - ClayComo Branch
Mid-Continent Public Library - Colbern Road Branch
Mid-Continent Public Library - Dearborn Branch
Mid-Continent Public Library - East Lee's Summit Branch 
Mid-Continent Public Library - Edgerton Branch
Mid-Continent Public Library - Excelsiors Spring Branch
Mid-Continent Public Library - Fairview Neighborhood Library Branch
Mid-Continent Public Library - Grandview Branch
Mid-Continent Public Library - Greenhills Library Center
Mid-Continent Public Library - Lee's Summit Branch
Mid-Continent Public Library - Lone Jack Branch
Mid-Continent Public Library - North Oak Branch
Mid-Continent Public Library - Parkville Branch

Library Locations
Mid-Continent Public Library - Platte City Branch
Mid-Continent Public Library - Raytown Branch
Mid-Continent Public Library - Red Bridge Branch
Mid-Continent Public Library - Riverside Branch
Mid-Continent Public Library - Smithville Branch
Mid-Continent Public Library - Weston Branch
Mid-Continent Public Library - Withers Branch
Mid-Continent Public Library - Woodneath Library Center
KC Public Library - Central Library Branch
St. Joseph Downtown Library

Rock Port Library
Mound City Library
Oregon Public Library
Cass County Public Library 
Cass County Public Library Northern Resource Center
Cass County Public Library Pleasant Hill Branch
The Henry County Library
Trails Regional Library Hold
Butler Public Library



Electric Heat Customers
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Strategy: 
Increase customer engagement with TOU plans through 
targeted direct mail, email, and trade ally network efforts, 
emphasizing the best available rates and winter savings 
tips.

Special Support Tactics:
• Conducted a workshop with trade allies in May to

educate them about the change with Electric Heat Rate.
• Will send an additional Rate Education Reports (RER)

for customers who are not on the best plan.
• Increase direct mail and email campaigns to electric

heat rate customers.
• Provide winter heating coaching support as part of

Phase 4, to assist customers in maximizing their
savings during the winter season.



Net-Meter & Solar Subscription Customers
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Strategy: 
Proactively inform net-meter customers of the 
upcoming change in their rate to the Peak Reward 
Saver plan and provide them with comprehensive 
information on how the rate works.

Special Support Tactics:
• Send a direct mail letter to all net-meter customers,

providing them with clear and concise information
about the upcoming change in their rate and how it
will impact them.

• Follow up with multiple email touchpoints to remind
and update customers about the rate change, and to
offer additional support and assistance as needed.

• Provide specialized TOU support number for net-
meter customers to provide assistance and answer
any questions.



Example of Special Group Customer Outreach Journey

23

Early August - Postcard Mid-August – Personalized Rate Education Report
Letter and Email

Early August – General Email Mid-August – Special Group Customized Email

Early September - Postcard Early September – General Email
Mid-September – Special Group Customized Letter Mid-September – Special Group Customized Email

Early October – Letter and Email Early November – Mailed Welcome Kit

Other Items:
- Monthly Bill Inserts
- Community Events
- Connect Visits and Events
- Agency Webinars
- Videos
- Continue outreach in Winter

2023 and 2024



2023 Tactics and Audience Summary
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Channel
General 

Audience
Low 

Income Seniors

Hard-to-Reach
Electric Heat
Customers

Net-Meter 
CustomersRural Non-Digital

Less Energy 
Engaged

Paid
Out-of-Home
Traditional Billboards X
Posters X X X X X
Print
Newspapers X X X
Church Bulletins X X X X
Audio
Non-Metro Radio X X X X
Streaming Audio X X X
Digital & Social
Programmatic Display X X X
High Impact Display X X X
Digital Video X X X
Social Video X X X
Social Image X X X
Paid Search X X X X
Earned
Media Outreach x x x x x
Community Events x x x x x x
Connect Center x x x x
Shared
Video x x
Organic Social x x
Owned
Email x x x x x
Website x x x
Rate Education Reports x x x x x
Direct Mail x x x x x x x
Bill Message and Inserts x x x x



Campaign Goals and Measurement Plan

Self-Selection into Rate

Customers who have pre-
selected a TOU optionC
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Goals
1. Prepare customers for the upcoming change in rate structures, including the new mandatory rate, and how TOU rates work.

2. Offer choice and inform customers of their rate options and the benefits depending on the customer’s lifestyle.

3. Provide customers with tools, resources, and reports that serve to help them understand TOU rates and options, empower them to
choose their rate, and provide guidance to modify their behaviors so that they can mitigate usage and bill impact to increase their
success on a TOU rate.

4. Help all customers (and with increased emphasis on special customer groups) be successful before, during and after the mandatory
TOU rate transition and/or enrollment on their selected TOU rate option.

Measurement
Awareness & 

Understanding Study
Baselined after May 
pre-campaign study 

Owned
Open rates, landing page views 

and bounce rates. 

Shared
Overall impressions, click-through 

rate, cost-per-click and landing 
page views based on 

benchmarks. 

Earned
Message recall and story 

sentiment.

Paid
Overall impressions, click-through 
rate, bounce rate and page views 

based on benchmarks per 
channel.  

Customer Feedback

Monitor customer calls, emails 
and web form feedback



Customers enrolled in Average Payment Plan 

• Evergy has worked to add information
about the Average Payment Plan onto
outbound communications, like letters,
postcards and emails and on
Evergy.com TOU landing page.
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Modifications Based on Customer Feedback
• Average Payment Plan (APP) Information: Evergy added information about APP on most TOU

materials to help clarify that customers could still stay on their APP.

• Finding Monthly Breakdown Estimates: Updated Compare My Rate tool to make it easier to
find estimated cost breakdown by month.

• Additional Graphics: Evergy worked to add more charts and graphics to help explain both the
rate plans and how TOU works.

• Rate Descriptions: Added subheads under each plan name to give more details about the
plan.

• Additional Rate Plan Differences: Due to the similar nature of many of the plans, Evergy
provided additional descriptions of differences between plans to help customers make a
selection.

• Additional Spanish Resources: Added a Spanish contractor to help with outreach events and
translations to Spanish speaking groups and communities. Created Spanish video.27



Copies of Customer 
Communications



Phase 1 – Awareness 
Tactics
Examples filed in June 2023



Campaign Website Landing PageFull Page

Audience: Mo Residential customers
Launched Date: June 2023



Plan Webpages



Out of Home - Billboard
Audience: Mo Residential customers
Date: June-October 2023



Digital Banner Ads

Audience: Missouri Residential 
customers
Send Date: June-October 2023



Newspaper Print Ad

Church Bulletin Ads

Print Advertising
Missouri Newspapers and Select Church bulletins
Send Date: July 2023



Place-Based Out of Home

In-Store Banner/Sign

Take-One Brochure

(Located in places like grocery stores, laundromats, hair solans)
Audience: Mo Residential Customers
Send Date: July - September 2023



Paid Social Posts

Audience: Mo Residential customers
Send Date: June-July 2023



Billing Communication 
July Bill Insert

July Bill Message

Audience: Mo Res with paper billing
Send Date: July 2023



Phase 2 – Preparation 
and Action Tactics
August 



August Bill Message

Billing Communication 
August Bill Insert

Audience: Mo Res with paper billing
Send Date: August 2023



August Customer Postcard 
Audience: All Missouri Residential Customers 
Send Date: August 7-15, 2023



August Newspaper Ad

Missouri Newspapers
Send Date: August 2023



Retargeting Digital Banner Ads

Digital banners
Audience: anyone who went to 
evergy.com TOU pages
Send Date: July – October 2023



Retargeting Digital Banner Ads

Digital banners
Audience: anyone who went to evergy.com 
TOU pages
Send Date: July – October 2023



Cover Letter Insert in the Rate Education Reports
Letter with the Rate Education 
Paper Report
Audience: All Missouri 
customers 
Send Date: August 15-31, 2023



Rate Education Reports Paper Version
Audience: All Missouri customers 
Send Date: August 15-31, 2023



Rate Education Reports Email
Audience: All Missouri customers with emails 
Send Date: August 16-31st, 2023



Customer Event Handout



Weekly Energy Analysis Emails – Promotion Pod

Non-TOU customer Customers on TOU Pilot

Promotional pod in the weekly energy analysis emails
Audience: ~300,000
Send Date: August – October, 2023



All Mo Customers: August Email

Subject: Missouri, it’s time to pick your new rate plan
Audience: Mo Residential (excluding already on TOU, net 
metering, solar sub, non-AMI), ~400,000
Note: electric heat pod only shows for space heating customers
Send Date: August 2, 2023



Subject: Are you on the best plan for your home
Audience: Mo Residential that are already on a TOU plan prior to Jan 1, 2023, ~8,000
Note: electric heat pod only shows for space heating customers
Send Date: August 2, 2023

Pilot TOU Customers: August Email



Seniors & Low Income: August Email

Subject: This Fall: New rate plan options
Audience: Mo Residential seniors and low income, 
~70,000
Note: electric heat pod only shows for space heating 
customers
Send Date: August 10, 2023



Subject: Important updates regarding your Evergy rate plan
Audience: Mo Residential who are not expected to save on a 
new TOU plan, 
Note: electric heat pod only shows for space heating customers
Send Date: August 14, 2023

Non Saver: August Email



Subject: Your new rate plan is coming soon
Audience: Net-metering ~6,000
Note: electric heat pod only shows for space heating customers
Send Date: August 25th

Net Metering: August Email



Subject: Your new rate plan is coming soon
Audience: Solar Subscription Customers ~900
Note: electric heat pod only shows for space heating customers
Send Date: August 23rd

Solar Subscription: August Email



Phase 2 – Preparation 
and Action Tactics
September and October 



Customer Postcard - September 

Audience: Mo Residential (excluding already on TOU, net metering, solar sub) 
~450,000
Send Date: September 15-20, 2023



Billing Communication 

September Bill Insert

Audience: Mo Res with paper billing
Send Date: September 2023

Bill Message



All MO: September Email

Subject: Action Needed: It’s time to choose your new plan
Audience: Mo Residential (excluding already on TOU, net 
metering, solar sub, non-AMI), ~320,000
Note: electric heat pod only shows for space heating 
customers. 
Send Date: September 2023



Organic Social Post
Send Date: September 2023



Electric Heat Customers: September Letter
Audience: Customers on the Space Heating Rate ~103,749
Send Date: September 5-15, 2023



Net Metering Customers: September Letter
Audience:  Customers on the Net Metering Rate ~6,766
Send Date: September 5-15, 2023



Subject: Your new rate plan is coming soon
Audience: Resend to non-opens from August: Net-metering, ~3,000
Note: electric heat pod only shows for space heating customers
Send Date: September 2023

Net-Metering: September Email



Low Income and Seniors: September Letter

Audience: Customers identified as 
lower income or a senior ~187,293
Send Date: September 5-15, 2023



Seniors & Low Income: September Email
Subject: Action needed: Update your rate plan
Audience: Mo Residential seniors and low income, ~70,000
Note: electric heat pod only shows for space heating 
customers
Send Date: September 2023



Non-Digital Customers: September Letter
Audience: Customers identified at non-digital ~32,708
Send Date: September 5-15, 2023



Subject: Action Needed: Update your rate plan
Audience: Mo Residential who are not expected to save on a 
new TOU plan, ~70,000
Note: electric heat pod only shows for space heating customers
Send Date: September 2023

Non-Saver: September Email



Solar Subscription Customers: September Letter

Audience:  Customers on Solar 
Subscription Program ~700
Send Date: September 5-15, 2023



Subject: Your new rate plan is coming soon
Audience: Solar Subscription Customers ~600. Resend to customers 
who did not open in August
Send Date: September 2023

Solar Subscription: Email



TOU Pilot Customers: September Letter
Audience:  Customers who participated in the TOU Pilot Program ~7,000
Send Date: September 5-15, 2023



Subject: Are you on the best plan for your home
Audience: Mo Residential that are already on a TOU plan prior to Jan 1, 2023, ~3,000
Note: electric heat pod only shows for space heating customers
Resend to non-opens from August
Send Date: September 2023

Pilot TOU Customers: September Email



Request for Information: Packet Mailed by Request
Audience:  Customers who requested to be sent additional information 
Send Date: August - Present



TOU Overview & Plan Videos
Uses: used on website and paid media advertising
Live: September 2023
https://youtu.be/gOhjfT35-Iw

https://www.evergy.com/manage-
account/rate-information-link/plan-
options/nights-and-weekends-max-plan

https://www.evergy.com/manage-account/rate-
information-link/plan-options/nights-and-weekends-
plan

https://www.evergy.com/manage-account/rate-
information-link/plan-options/summer-peak-
time-based-plan

https://www.evergy.com/manage-account/rate-
information-link/plan-options/default-time-based-plan



TOU Informational and Training Videos
Uses: shared with community/agency partners to help inform 
their customers. 
Live: October 2023

English Version
https://youtu.be/navtQ4H5X_8

Spanish Version
https://youtu.be/AouKjYcv_eY



Radio and Streaming Audio
Audience: Missouri Radio Stations, Missouri streaming audio customers
Live: September 2023



Digital Ad TOU Overview Videos

Picking a plan digital video

Audience: Mo Residential customers
Uses: Short informational digital ad videos, with option to click to learn more
Send Date: October 2023

How to save on time-based rates digital videoHow do time-based rates work



Digital Ad - Undertones
Audience: Missouri Residential Customers
Live: October

Animation: A quick, visual intro will engage viewers with our 
ad. We begin on a clock with rotating hands. The clock then 
transitions to a meter visual, illustrating low and then high 
energy usage. Our prompt animates in as each plan name 
enters on its unique color bar from the right. Once all plans 
have appeared, the bars stack on top of each other and 
become accordion tabs. The CTA message/button appears 
with a subtle rotation of the color wheel to encourage the 
viewer to tap.



Audience: Customers who have not yet selected a rate. ~380,000
Send Date: October 9-14, 2023

Default Plan Change letter



Audience: Customers who have not yet selected a rate. 
Send Date: October 9-18, 2023

Default Plan Change Email



Phase 3 – Success 
and Transition
October, November and December –
Still In-Process



Welcome Kit Postcard with Magnet
Audience: All Eligible Missouri TOU residential customers
Send Date: November (Mo Metro) & December (Mo West) 2023

Removable Refrigerator Magnet



Weekly Rate Coach Emails
Audience: All Eligible Missouri TOU residential customers with emails
Send Date: About a week after signing up for TOU



Internal Use Only 

Billing Communication 

November Bill Insert

Audience: Mo Residential with paper billing
Send Date: November 2023

Bill Message



Internal Use Only 

Welcome To Your New 
Rate Email Audience: Mo Residential 

Send Date: November 2023



Internal Use Only 

Welcome To Your New 
Rate Email Audience: Mo Residential 

Send Date: November 2023



Internal Use Only 

Billing Communication 

December Bill Insert

Audience: Mo Residential with paper billing
Send Date: December 2023



Internal Use Only 

Savings Tip Digital Ad Videos

EV/Large Appliances Tip Video

Audience: Mo Residential customers
Uses: Used as targeted digital ads
Start Date: November 2023

Dishwasher Tip Video HVAC Tip Video

60sec – 4 Savings Tips Video

Washer/Dryer Tip Video



Internal Use Only 

Customer Survey 
Results
Internal Monthly Survey and Third Party Survey



Internal Use Only 

Time-Based Rate 
Campaign Tracker
Missouri residential customer survey
(23-0013)
November 2023*

*with all customers now moved to TOU Plans, the last monthly survey took 
place in November 2023. No additional updates.



Internal Use Only 

Methodology
Evergy’s Missouri Residential Customers
• Random sample of Missouri residential customers with email on file
• Evergy emails survey to 30,000 customers each month
• Same questionnaire sent each month with 40 questions

Month Completes

June 557

July 831

August 702

September 816

October 787

November 670



Internal Use Only 

90

Project 23-0013: Missouri Mandatory TOU

Evergy Mandated Time-Based Rate Campaign

Executive Summary
Evergy’s Time-Based Rate Campaign has proven to be successful in 
creating awareness among Missouri residential customers.

• In November, 87% of Missouri residential customers had heard about 
Evergy’s time-based rates. That is a 93% increase from the baseline 
measurement in June.

• The number of Missouri residential customers who recall Evergy 
communications about the new time-based rates has more than 
doubled in the past few months (increased from 32% to 89%)

• When first asked about their knowledge of time-based rates, Evergy 
customers rate their knowledge a 4.1 on a 7-point scale. But when 
asked what they believe to be true about time-based plans, most 
correctly identify the key aspects of time-based plans. This may show 
that customers know more about the plans than then think they do.



Internal Use Only 

Customer Satisfaction with Evergy

91

Satisfaction appears to be slowly starting to level off

7%
11% 14%

20%
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Overall, how satisfied are you with Evergy as your electricity provider? 

Not at all / Not very satisfied Somewhat satisfied Very / Extremely satisfied

Project 23-0013: Missouri Mandatory TOU_Q4 - Overall, how satisfied are you with Evergy as your electricity provider?
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Seen or Heard of New Rate Options

92

Almost all customers had seen or heard about Evergy’s new rate options

Seen or heard anything recently about Evergy offering new rate plan options to customers?

Project 23-0013: Missouri Mandatory TOU_Q5 - Have you seen or heard anything recently about Evergy offering new rate plan options to customers?

Yes, 
31%

No, 
69%

June

Yes, 
73%

No, 
27%

July

Yes, 
90%

No, 
10%

August

Yes, 
96%

No, 
4%

September

Yes, 
95%

No, 
5%

October

Yes, 
95%

No, 
5%

November
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Awareness of Evergy Currently Offering Choices

93

Almost every customer is aware that Evergy offers choices in rate plans

Yes, 
47%No, 

53%

June

Yes, 
65%

No, 
35%

July

Yes, 
80%

No, 
20%

August

Aware that Evergy currently offers you choices of different types of rate plans?

Project 23-0013: Missouri Mandatory TOU_Q7 - Are you aware that Evergy currently offers you choices of different types of rate plans?

Yes, 
91%

No, 
9%

September

Yes, 
96%

No, 
4%

October

Yes, 
95%

No, 
5%

November
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Familiarity with Evergy Rate Plans

94

Familiarity with Evergy’s rate plan offerings is starting to level off

31%

39%
35%

23%

17%
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0

1

2

3

4

5

0%

10%

20%

30%

40%

50%

60%

June July August September October November

Familiarity with the different type of rate plans available from Evergy

I know they exist but don't know anything about them / I know a very little bit about them
I know a little bit about them
I know a good amount about them / I know a lot about them

Project 23-0013: Missouri Mandatory TOU_Q8 - How familiar are you with the different type of rate plans available from Evergy?
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Customer Satisfaction with Current Rate Plan

95

Satisfaction with current rate plan appears to have leveled off at this point

14%
19% 20%

30%
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Satisfaction with current rate plan from Evergy

Not at all / Not Very satisfied Somewhat satisfied Very / Extremely satisfied

Project 23-0013: Missouri Mandatory TOU_Q12 - How satisfied are you with your current rate plan from Evergy?
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Heard of Evergy’s Time-Based Rate Plans

96

Almost nine out of ten customers heard about Evergy’s time-based rate plans

Yes, 
45%No, 

55%

June

Yes, 
66%

No, 
34%

July

Yes, 
76%

No, 
24%

August

Before today, had heard of Evergy’s time-based rate plans costs 
of electricity will vary based on the time of day that you use it.

Project 23-0013: Missouri Mandatory TOU_Q13 - Before today, have you ever heard of Evergy’s time-based rate plans? This would be a rate plan where the costs of electricity 
will vary based on the time of day that you use it.

Yes, 
86%

No, 
14%

September

Yes, 
89%

No, 
11%

October

Yes, 
87%

No, 
13%

November
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Knowledge of Evergy’s Different Time-Based Rate Plans

97

Evergy customers rate their knowledge a 4.1 on a 7-point scale. These 
results are in line with our past research where we ask similar questions 
about their knowledge of their current rate plans.
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Knowledge of Evergy’s different time-based rate plans

Bottom 2 Box Middle 3 Box Top 2 Box

Project 23-0013: Missouri Mandatory TOU_Q14 - How would you rate your knowledge of the different time-based rate plans that Evergy allows you to choose from?
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Statements Believed To Be True About Time-Based Rates

98

54% 54%

32%
36%

22%
17%

6%

23%

13%

4%

17%

66%
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33%
36%

25%

17%

7%

17%

33%

7%
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40% 38%
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35%
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Time-based rate
plans generally

lower your electric
bill

Time-based rate
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Other (please
specify)

None of the above

Believed to be true about time-based rates

June July August September October November

Project 23-0013: Missouri Mandatory TOU_Q15 - Based on anything you know or believe to be true, which, if any, of the following apply to time-based rate plans?

Most customers correctly identify the key aspects of time-based plans. This 
may show that customers know more about the plans than then think they do.
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Recall Communications About Time-Based Rate Plans

99

Almost nine out of ten customers recall communications about Evergy’s time-
based rate plans

Recall communications from Evergy about the new time-based rate plans

Project 23-0013: Missouri Mandatory TOU_Q16 - Do you recall any communications from Evergy about the new rate plans where the costs of electricity will vary based on the 
time of day that you use it?

Yes
32%

Yes
38%

Yes
69%

Yes
84%

Yes
87%

Yes
89%

No
68%

No
62%

No
31%

No
16%

No
13%

No
11%
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90%
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Changes To Your Electric Service

100

Awareness of time-based rate changes has leveled off at this point

21%
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Changes to your Evergy electric service
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Project 23-0013: Missouri Mandatory TOU_Q17 - Which, if any, of the following changes to your Evergy electric service have you heard about?
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Cost of Electricity Will Vary Based On Time Of Day Awareness

101

The number of customers who are aware that cost of electricity will vary based 
on time of day by end of 2023 has more than tripled since June

Yes
24%

Yes
60%

Yes
74%
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88%

Yes
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Yes
91%
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40%
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Aware cost of electricity will vary based on the time of day by the end of 2023

Project 23-0013: Missouri Mandatory TOU_Q19 - Before today, were you aware that your cost of electricity will vary based on the time of day that you use it by the end of 
2023?
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Reasons for Switching to Time-Based Rates

102

Customers perception is that time-based rates benefit Evergy more than the 
customers
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Project 23-0013: Missouri Mandatory TOU_Q23 - For which, if any, of the following reasons do you believe Evergy is switching customers to a time-based rate plan?
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Appeal of Switching to Time-Based Rate

103

Two-thirds (68%) of customers indicated switching to time-based rates is Not 
very appealing or Not at all appealing
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Project 23-0013: Missouri Mandatory TOU_Q24 - How appealing is the idea of switching to a rate plan where you get charged different amounts for electricity 
used at different times of day?
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Appeal of Choosing a Time-Based Rate Plan

104

The number of customers who find the idea of choosing a time-based rate 
plan to be appealing remains very low at this point 
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Appeal of choosing a time-based rate plan that best fits how you use 
electricity

Not at all / Not very appealing Somewhat appealing Very / Extremely appealing

Project 23-0013: Missouri Mandatory TOU_Q25 - Evergy customers are going to have a choice of time-based rate plans so they can select the one that best fits 
their lifestyle. How appealing is the idea of being able to choose the rate plan that best fits how you use electricity?
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Concern About Switching to Time-Based Rate Plan
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The number of customers who are Very concerned or Extremely concerned
about switching to time-based rates has remained fairly flat
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Concern about moving to a time-based rate plan

Not at all / Not very concerned Somewhat concerned Very / Extremely concerned

Project 23-0013: Missouri Mandatory TOU_Q26 - How concerned, or not concerned, are you about moving to a rate plan where the costs of electricity will vary 
based on the time of day that you use it?
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What Concerns about Switching to Time-based Rate Plan

Project 23-0013: Missouri Mandatory TOU_Q27) (IF Q26 = Somewhat, Very, Extremely Concerned) What concerns, if any, do you have about switching to a rate plan 
where the costs of electricity will vary based on the time of day that you use it?

106
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Jun-23 Jul-23 Aug-23 Sep-23 Oct-23 Nov-23
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Change in Evergy Favorability due to Time-based Rates

Project 23-0013: Missouri Mandatory TOU_Q33) How does switching to a rate plan where the costs of electricity will vary based on the time of day that you use it change your 
opinions of Evergy?
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17%

28% 28%

34% 33%
29%

23% 24%
21% 23% 23% 25%

49%

39%
43%

36% 37% 39%

10%
7% 8%

6% 5% 6%
1% 2% 1% 1% 2% 1%

2.6
2.3 2.3

2.2 2.2 2.3

0
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4

5

0%

10%

20%

30%
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50%

60%

Jun-23 Jul-23 Aug-23 Sep-23 Oct-23 Nov-23

Change in Favorability due to Time-based Rates

Much more unfavorable Somewhat more unfavorable Doesn't change at all Somewhat more favorable Much more favorable

More than half (54%) of Evergy customers have a more unfavorable opinion 
of Evergy because of the mandated TOU rates 
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TOU Awareness 
& Understanding 
Research 
Top Line Report- Wave 2

Insights by TrueNorth
October 2023
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Objectives and Methodology 
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TOU Customer Education Campaign; Awareness and Understanding; Wave 2.

Measure the Impact of how the Time of Use 
Campaign is Performing on Educating 
Customers 
• To measure awareness of the transition to a Time 

of Use rate plan.
• Determine understanding of and familiarity with 

Evergy’s Specific TOU rate plans and the appeal 
of multiple rate plans to fit customers’ lifestyles.

• Measure overall satisfaction with Evergy as a 
provider and with customers’ current rate plan.

• Monitor customer’s opinions and perceptions of 
Time Of Use rate plans and reactions to Evergy 
making this change.  

Research Methodology

• A 15-minute online survey was conducted in September 
2023 among n=604 respondents. This was the second 
wave, with wave one conducted in May 2023 among n=600 
respondents.

• This was a blind study among Evergy customers

• Respondents were screened based on the following criteria

• 18+ years old

• Evergy is the current electricity supplier

• Sole or joint decision maker for household energy decisions

• If renter, electric bill must not be included in rent
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71%
36%

Wave 2…Wave 1…

Time Of Use Plan Awareness Among Non-Users

Executive Summary

111

The Time Of Use awareness campaign was successful 

• The TOU plan increased in awareness from 36% to 71% 
among non-TOU plan users. This is strong awareness, given 
that customers heard about this primarily through mail, email, 
and inserts. 

• Similarly, the awareness that different rate plans exist 
increased from 45% to 81%. 

• However, of those aware, the level of understanding 
increased only slightly. Those who said they know “a lot” or a 
“good amount” only increased by 4 points (not statistically 
significant). But when asked what they believe to be true of 
time-based plan, many show understanding of time-based 
plans.

• The knowledge of tools on the Evergy Website increased 
significantly (from 25% to 57%)

Satisfaction with Evergy dropped as awareness increased
• Satisfaction dropped from May to September 

2023 after communications of the rate plans. 

49%57%

Wave 2
Sept 2023

Wave 1
May 2023

Satisfaction with Evergy
(Percent Extremely or Very Satisfied)

Interest in the Time of Use plans are limited
• Only 13% say they are positive about the idea of 

switching to a TOU plan. Most do not believe they 
will save money by switching. 

• Similarly, only 16% say they will save money on 
this plan. About half (46%) believe their rates will 
increase.

16%

Percent of Customers Who Believe they will save 
money with the Time Of Use plans
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Executive Summary
The Time Of Use Plan has the lowest satisfaction 
among its users.

• Not only are non-users not interested in using this plan, 
additionally, current users give this plan the lowest 
satisfaction scores.

• It is possible that the TOU plan’s benefits are not as clear 
as that of the other plans. The names of the other plans 
also convey a benefit (e.g., good for the environment). 
Customers may be willing to pay more if the benefits are 
clear.

20%

23%

38%

67%

67%

70%

Time-based rate plan

Tiered rate plan

Standard utility rate plan

Solar rate plan

Electric vehicle rate plan

Green-based rate plan
(100% renewable, incremental blocks 

of renewable energy) 

(Net metering, community solar) 

(Multiple pricing levels based on energy use) 

(Time of Use, Time of Day) 

Satisfaction of Rate Plan
(Percent Extremely or Very Satisfied)

There are opportunities to improve understanding 
of the Time Of Use Plan benefits.

• About two-thirds appear to understand the basic premise of 
the plan (significantly up from Wave 1), although only 18% 
say they understand it a lot or a great deal. 

• However, about half (48%) understand that this will reduce 
the load on the grid (48%), save money on generation costs 
(36%), or be better for the environment (24%).

• Customers believe this will benefit Evergy or the 
government; few believe it will benefit the customers (11%). 



Internal Use Only 

Awareness and 
Satisfaction of Plans
 Satisfaction with Evergy
 Awareness of plans
 Selection of Plans
 Satisfaction of Plans
 Awareness of Online Tools
 Evergy Brand Evaluation
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Overall Satisfaction with Evergy
Around half (49%) of customers are satisfied with Evergy. This is significantly lower than Wave 1. 

Base: Missouri  respondents W1 n=601; W2 n=604

Q10. Overall, how satisfied are you with Evergy as your electricity provider?

Top 2 Box
Extremely/Very 

Satisfied 

Middle Box
Somewhat 
Satisfied 

Bottom 2 Box
Not Very 

Satisfied/Not at 
All Satisfied

Customers ages 35-44 are 
less satisfied overall. 
(Extremely/very satisfied 
42%)

Overall Satisfaction with Evergy 
as an Electric Provider

15%
7%

37%

36%

49%
57%

Wave 2
Sept 2023

Wave 1
May 2023

Statistically higher/lower than W1
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Wave 2 Time Of Use 
comments (Net) 58% 
compared to 36% in  

Wave 1.

Awareness of New Rate Plans
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Almost 8 in 10 (79%) customers have now seen or heard about the new rate plan options, up significantly from wave 1 (24%). Over 
half of those aware (58%) understand usage rates are based on time-of-day usage (time of day, peak, weekends, nights).  This is 
also significantly more that understood this concept in Wave 1 (36%)

Base: Missouri  respondents W1 n=601; W2 n=604
Q12. Today, we are talking about your electricity supplier, Evergy. Have you seen or heard anything recently about Evergy offering new rate plan options to customers?
Base: Missouri respondents aware of new rate plan W1 n=146; W2 n=477
Q13. What type of new rate plan is Evergy offering customers?

Customers ages 18-34 are less 
likely to have heard about the new 
rate plan.
(32% 18-34 compared to 21% 
overall not aware)

Have Heard About the Rate Plan
Customers Understanding of the Rate Plan

7%

9%

1%

1%

2%

2%

3%

4%

4%

7%

20%

22%

40%

I don't remember/I don't know

Other

Different rates at different times

Energy savings plan/conserve…

Flat/fixed rate

Seasonal weather plans/rates

Nights and weekends

Higher cost

Based on usage/pay per usage

Cost savings/lower our bill

Peak hours

3 or 4 different rate plans/tier plans

Based on time of day/time based…

24%

79%

Wave 1
May 2023

Wave 2
Sept 2023

+55%

Statistically higher/lower than W1
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Aided Awareness of Rate Plans Options
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There has been a significant increase (+36%) of those aware of different types of rate plans. We see an upward shift 
in familiarity with those plans since W1. 

Base: Missouri respondents Q14  W1 n=600, W2 n=604 and  Missouri respondents aware of different plans Q15 W1 n=270 W2 n=489
Q14. Are you aware that Evergy currently offers you choices of different types of rate plans?
Q15. How familiar are you with the different types of plans available from Evergy?

Aware of Choices of Different Types of Rate Plans

45%

81%

Wave 1
May 2023

Wave 2
Sept 2023

Familiarity with Rate Plans

37%43%

38%
36%

25%21%

Wave 1
May 2023

Wave 2
Sept 2023

Top 2 Box
Know a 

lot/Know a 
good amount

Middle Box 
Know a little

Bottom Tow 
Box

Know very 
little/nothing 

+36%

Statistically higher/lower than W1
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Selection of Rate Plans
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Significantly more people are actively choosing their rate plan now than in W1. Customers were more likely to select 
the Time Of Use rate plan in W2 and less likely to select the standard utility rate plan.

Base: Missouri  respondents W1 n=600 and W2 n=604 and  Missouri respondents who chose plan Q17 W1 n=270 and W2 n=238
Q16. Did you actively select your current rate plan, or did Evergy assign you to a default rate plan?
Q17. What electric rate plan did you choose?

28%

39%

Wave 1
May 2023

Wave 2
Sept 2023

Actively Selected Rate Plan
(% selected rate plan) 

3%

1%

3%

4%

12%

38%

39%

6%

4%

1%

5%

11%

56%

14%

Other

Solar rate plan

Green-based rate plan

Don’t know which plan

Tiered rate plan

Standard utility rate plan

Time-based rate plan

Electric Plans
(% who chose electric plans)

Statistically higher/lower than Wave 1

Wave 1
Wave 2



Internal Use Only 

118

Current Electric Plan (Non-Selectors)
In Wave 2, customers who did not select their plan are likelier to tell us they are on the Time Of Use rate plan.

In Wave 2, customers who did not choose their 
plan are likelier to tell us they are on the Time 
Of Use rate plan.

• The proportion of these customers who did not know 
their plan dropped significantly from Wave 1. 

• Only 12% indicated they did not know which plan 
they were on in Wave 2 compared to 35% in Wave 1.

Current Electric Plan

12%

2%

1%

2%

6%

21%

56%

35%

1%

1%

1%

5%

4%

55%

Don’t know which plan

Other

Solar rate plan

Green-based rate plan

Tiered rate plan

Time-based rate plan

Standard utility rate plan

Statistically higher/lower than W1

Base: Missouri  respondents who did not choose their plan W1 n=431 and W2 n=366
Q18. Do you know what electric plan you are on?

Wave 1
Wave 2
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24%

49%

28%
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Satisfaction with Current Rate Plan Selection
Customers overall are expressing lower levels of satisfaction with their current rate plan. Those who did not choose 
their rate plan indicated the highest levels of dissatisfaction. 

Base: Missouri respondents
Q19. How satisfied are you with your current rate plan from Evergy?

Top 2 Box
Extremely/Very 

Satisfied 

Middle Box
Somewhat 
Satisfied 

Bottom 2 Box
Not Very 

Satisfied/Not 
Satisfied At All

Did not Select Current 
Rate  Plan

21%

48%

32%

Selected Current 
Rate Plan

16%

44%

40%

Statistically higher/lower than W1

8%

37%

55%

16%

46%

38%

19%

47%

33%

Total

Wave 1
May 2023

Wave 2
Sept 2023

n=600 n=604 n=169                                   n=238                            n=431 n=366

Wave 1
May 2023

Wave 2
Sept 2023

Wave 1
May 2023

Wave 2
Sept 2023
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Overall Satisfaction with Evergy Rate Plans
Those using the green-based, electric vehicle, or 
solar rate plan tend to be highly satisfied; however, 
this represents a smaller group. The Time Of Use 
and tiered rate plans have the lowest levels of 
satisfaction.

Base: Missouri respondents using that plan  *Caution Small Base Size  Data missing for Wave 1
Q19. How satisfied are you with your current rate plan from Evergy?

36%

20%

23%

38%

67%

67%

70%

Don't Know Plan / Other Plan

Time-based rate plan

Tiered rate plan

Standard utility rate plan

Solar rate plan

Electric vehicle rate plan

Green-based rate plan

Current Electric Plan
(% who indicated extremely/very satisfied)

The Time-Based Plan has the 
lowest levels of satisfaction.

(100% renewable, incremental blocks of renewable 
energy, carbon balance, green power, wind choice) 

(Net metering, community solar) 

(Multiple pricing levels based on energy use) 

(Time of Use, Time of Day) 
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Awareness and Usage of Evergy Tools
Many know that Evergy provides tools on their website to understand electricity usage. This has shown a 
significant increase since Wave 1. A little over half of those aware that Evergy provides tools use them.

Base: Missouri Respondents W1 n=600 and W2 n=604
Q44. Did you know that Evergy is providing tools on their website which you can use to understand your electricity usage to help you choose the Time Of Use rate plan which is best for you?
Base: Missouri Respondents aware of website tools W1 n=152 and W2 n=347
Q45. Have you visited the Evergy website and used any of these tools?

Knowledge of Tools on Evergy Website
(% overall respondents)

Usage of Tools
(% those aware of tools)

48%

55%

25%

57%

+32%

Statistically higher/lower than W1

Wave 2
Sept 
2023

Wave 1
May 
2023

Wave 2
Sept 
2023

Wave 1
May 
2023
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3%

5%

2%
3%

2%

-4%

-1%

-4%

-3%

-3%

-4%

0%

0%

-1%

-2%

2%32%
7%
9%
11%
12%
12%
14%
14%
15%
18%
19%
20%
20%
22%
25%

30%

None of the above
Cares that my home is where I can be myself

Adds value beyond just providing energy
Has my best interests at heart

Is seen as an innovator in its communities
An important part of customers’ lives, beyond providing …

Seen as a leader in its communities
Supports local businesses and my community

Provides more reliable service than other utility companies
Seeks customer or community input on important issues

Powers my life with affordable and reliable power
Helps me manage my bill during changes in seasonal…

Communications from Evergy fit with their image
Helps me manage my home energy use

Proactive and transparent with customers
Provides helpful resources and information

122

Evergy Brand Evaluation
Evergy is more likely to be seen as proactive and 
transparent with customers in W2. 

Perceptions of Evergy have changed somewhat 
since the first wave

• On the positive side, Evergy is more likely to be 
seen as proactive and transparent.

• It received lower scores for affordability and 
reliability

Base: Missouri Respondents W1 n=600 and W2 n=604
Q50. Which, if any of the following statements apply to Evergy?

Statements to Describe Evergy
(% overall respondents)

Statistically higher/lower than W1

W1 Difference
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Time Of Use Rate 
Plans
 Awareness
 Understanding of the plan
 Recalled messages
 Plan Beliefs
 Interest in the Time Of Use Plans
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36%

71%

Wave 1
May 2023

Wave 2
Sept 2023

Evergy Time Of Use Rate Plans
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Non-users awareness of the Time of Use plans has almost doubled since W1. Of those aware, knowledge has 
increased since W1. 

Base: Missouri respondents not on Time Of Use plan Q20 W1 n=559 and W2 n=479 
Q20. Before today, have you ever heard of Evergy’s time-based rate plans? This would be a rate plan where electricity costs will vary based on the time of day you use it.
Base: Missouri  respondents not on Time-Based but who have heard of it Q21 W1 n=204 and W2 n=339
Q21. How would you rate your knowledge of the different time-based rate plans that Evergy allows you to choose from? (10-point scale with 10 as Know a great deal and 1 is Know nothing at all

Aware of Time-Based Plans

21%25%

60%
62%

18%13% Know a 
lot/great 

deal (8-10)

Know some 
(4-7)

Know very 
little/  

nothing at all 
(1-3)

Knowledge of Time-Based Rate Plans

Statistically higher/lower than W1

+35%
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5%

2%

12%

21%

28%

29%

39%

41%

43%

60%

66%

12%

3%

11%

28%

31%

12%

28%

37%

40%

55%

52%

None of the above

Other

Peak and off-peak hours can vary if you have an electric vehicle

Time-based rate plans generally lower your electric bill

Time-based rate plans can make your bill higher

Peak and off-peak hours can vary based on the plan

You can change when you use electricity in your home to save
money

Peak hours can vary by the day of the week

You pay less for electricity you use during off-peak hours

You pay more for electricity you use during peak hours

Evergy Time-Based Rate Plans
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Understanding of the Time-Based Rate Plan.

Many understand the Time-Based Rate Plan
• However, there is room for improvement 

as roughly two-thirds understand that 
you pay more during peak hours. 

What Customers Believe About the Rate Plans

Peak and off-peak hours can vary depending on how you heat your house

Statistically higher/lower than W1

Most do not believe that the Time-Based 
Rate Plan will lower their electric bill. 
• Just over a quarter (28%) believe it will 

lower their electric bill. 

Wave 1
Wave 2
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Communications
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Around 7 in 10 customers (69%) have heard communications about the rate plans, which is almost 3x the number of 
recalls since Wave 1. Most communications remembered came in the mail, followed by email and electric bill. 

Base: Missouri  respondents Q23 W1 n=600 and W2 n=604 and Q25 W1 n=206  and W2 n=490, those who have heard about communications
Q23. Do you recall any communications from Evergy about the new rate plans where the electricity costs will vary based on the time of day you use it?
Q25. Which, if any, of the following changes to your Evergy electric service have you heard about?

Recall Communications 
About Rate Plans

24%

69%

Wave 1… Wave 2…

Where Customers Have Heard 
Communications

1%

4%

7%

10%

23%

24%

36%

42%

59%

3%

11%

5%

3%

19%

12%

29%

28%

33%

At an in-person event

Somewhere else

On the radio

Outdoors (e.g., on billboards, bus
shelters)

Online or social media

On television

An insert in our electric bill

An email from Evergy

In the mail from Evergy

+45%

Statistically higher/lower than W1

Wave 1
Wave 2
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Retained Messages
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More than half of customers have heard that they must be on a time-based rate plan and that it is 
required by the end of the year. This is vastly different than W1, suggesting customers are beginning to 
understand the transition.

Base: Missouri respondents who have heard communications W1 n=245 and W2 n=506
Q24. Which, if any, of the following changes to your Evergy electric service have you heard about?

3%

1%

4%

13%

37%

46%

47%

50%

54%

59%

16%

1%

4%

22%

40%

32%

45%

29%

9%

7%

None of the above

Other

Evergy rates are going to decrease

Evergy is going paperless

Evergy is providing rate plans to help fit your lifestyle

Evergy rates are going to increase

Evergy is providing rate plans to help fit how you use electricity and to save you
money

You now have the ability to choose from four new time-based rate plans to help
save money and align with your personal budget, lifestyle, and energy usage

All Missouri customers will be required to be on a time-based rate by the end of
the year

If you don’t switch to a time-based rate plan you will be automatically enrolled in 
one

Changes to Electric Services Respondents Have Heard About

More than 5x that of W1

Statistically higher/lower than W1

Wave 2
Wave 1



Internal Use Only 

128

Future Communication Preference
Around one-third (32%) either have the needed information or have already chosen a plan. Around 30% 
each would like to understand more about the cost implications or a better explanation of the plans.

Base: Missouri  respondents Q28 n=604
Q28. What, if anything, would you like to know about time-based rate plans before it is required to choose one?

What Customers Want to Know
Customer Verbatims

“Already switched based on suggestions from Evergy”

“Nothing, I read the email and made my choice right 
away.”

“Details on costs and plans”

“Everything”

“Will it lower my bill?”

“Why are we being forced to change something that 
works fine?”

“What my projected monthly bill will be and how will 
the rates be different”

32%No more info needed

18%Other

29%Cost/Peak Hours

25%General/Non-Rate information

6%

26%

Plan already chosen

Nothing (I understand
already)

2%

7%

8%

14%

What is the cheapest plan

Is it going to save me money

When are peak times

Actual rates/ are they…

2%
4%
5%
5%
6%
8%

Would like to stay on current…
Plan best for me

Everything
How it impacts me

More info on differences in…
Better explanation of plans

11%
1%
2%
6%

Other
I don't know

Tips on reducing energy usage
Why its being required

More people in 
W2 (+12%) 
indicated nothing 
vs W1 (14%). 

More people in W1 ask 
about rates (20%)
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Awareness and Current Understanding
Almost 80% are aware of the time-of-day rate plans. A little more than one-third see it as a benefit to Evergy. Few 
believe it is a benefit for the customer.

Base: Missouri respondents W1 n=600 and W2 n=604
Q26. Before today, were you aware that the costs of electricity will vary based on the time of day that you use it by the end of 2023?
Q27. Why do you think Evergy needs to change all their customers to enroll in a time-based rate plan?

Awareness of Time-of-Day Rate Plan

35%Evergy benefits

4%

6%

I don't want them to

I don't like it

25%System/environmental benefits

11%Consumer benefits

5%
14%
17%

For Evergy to save money
Missouri requires it

Increase rates/make money

3%
5%
8%
11%

Energy efficiency
Reduce peak hour usage
Ease of power usage on…

Energy conservation

Why Evergy Needs Customers on a Time-Based Plan

1%

10%

To accommodate electric…

To save the consumer money

10%I don't want them to

1%
14%
15%

Confusing
Other

Not sure/don’t know
16%Not sure/I don't know

31%

77%

Wave 1… Wave 2…

+46%

W1: 14% said 
conserve energy

Significantly fewer 
people in W1 said 
legal requirement 

(5%)

W1: 8% said 
reduce cost for 

customer



Internal Use Only 

Perceptions of Why Evergy is Switching to Time-Based 
Rate Plans
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The perception that switching will save money, for either Evergy or the consumer, has 
gone down significantly.

Base: Missouri  respondents Q29 W1 n=600 and W2 n=604 
Q29. For which, if any, of the following reasons do you believe Evergy is switching customers to a time-based rate plan? 

Why Customers Believe Evergy is Switching

10%

5%

19%

22%

24%

26%

26%

29%

31%

36%

36%

48%

12%

7%

18%

23%

28%

27%

32%

39%

29%

42%

36%

46%

None of the above

Customers want time-based rate plans

Evergy wants their customers to have options

Time-based rate plans reduce the use of fossil fuels to generate…

Time-based rate plans are better for the environment

Time-based rate plans give customers more control over their…

It will save you/customers money on their electric bill

It will save Evergy money on maintenance costs

The Missouri Public Service Commission (MPSC) is making…

It will save Evergy money on generation costs

Time-based rate plans are better for Evergy’s infrastructure 

Time-based rate plans reduce the load on the energy grid

Statistically higher/lower than W1

Wave 1
Wave 2



Internal Use Only 

131

Appeal of Time Of Use Rate Plan
A little over 1/3rd of customers indicated that the overall appeal of the time-of-use-based plan was not appealing. However, 
around 30% do find the ability to choose their plan appealing. The Time Of Use rate plan is less appealing than it was in W1, and 
the ability to choose among options does not mitigate this. 

Base: Missouri respondents W1  n=6040; W2 n=604
Q30. How appealing is the idea of switching to a rate plan where you get charged different amounts for electricity used at different times of the day?
Q31. Evergy customers are going to have a choice of time-based rate plans so they can select the one that best fits their lifestyle. How appealing is the idea of being able to choose the rate plan that best 
fits how you use electricity?

Overall Appeal of Time Of Use Rate Plan

35%40%

52%41%

13%19% Extremely/Very 
Appealing

Somewhat 
Appealing

Not Very  
Appealing/Not 

Appealing at All
22%19%

49%
46%

29%35%

Appeal of Being Able to 
Choose Time Of Use Plan

Wave 1
May 2023

Wave 2
Sept 2023

Statistically higher/lower than W1Wave 2
Sept 2023

Wave 1
May 2023
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Concern Regarding the Time Of Use Rate Plan
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The gap has increased since Wave 1, and twice as many customers find the Time Of Use rate plan concerning compared to 
those who do not. The top concern is that their electric bills will go up.

Base: Missouri  respondents Q32 W1 n=600 and W2 n=604 and Q33 W1 n=466 and W2 n=491 
Q32. How concerned, or not concerned, are you about moving to a rate plan where the costs of electricity will vary based on the time of day that you use it?
Q33. What concerns, if any, do you have about switching to a rate plan where the costs of electricity will vary based on the time of day that you use it?

Level of Concern About 
Moving to New Rate Plan

19%

43%

38%

Extremely/Very 
Concerned

Somewhat 
Concerning

Not Very  
Concerning/Not 

at All 
Concerning

Concerns Customers Have 
About Switching Rate Plan

2%

25%

36%

36%

42%

50%

71%

2%

23%

50%

36%

39%

38%

65%

Other

It will make it more expensive for
businesses to provide goods and services

I just don’t know enough about time-
based rate plans to feel comfortable

I will pick the wrong plan for my home and
not be able to switch

I won’t be able to use electricity when I 
want/need to

I need to use electricity during peak hours
when they are most expensive

My electric bill will go up instead of down

Wave 2
Sept 2023

22%

46%

32%

Wave
May 2023

Statistically higher/lower than W1

Wave 1
Wave 2
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Money Savings
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Fewer customers now believe they would save money on the new rate plan when compared to earlier 
this year. Furthermore, the amount of savings they believe it might save is less than in Wave 1.

Base: Missouri Respondents W1 n=600; W2 n=604
Q42.Do you think you will save money with the new rate plan?

Base: Those who think they will save W1 n=123, W2 n=99
Q43. How much money do you think you will save?

Perception of Saving Money 
on a Time-of-Use Rate Plan

(% all respondents)

16%
YES

37%
DON’T 
KNOW

47%
NO

Amount Saved
(% of those who believe it will save money)

27%

51%

22%
A Lot 
(4,5)

Very Little
(1,2)Wave 2

Sept 2023
Wave 1

May 2023

21%
YES

46%
DON’T 
KNOW

34%
NO

Wave 2
Sept 2023

Wave 1
May 2023

19%

48%

33%

Statistically higher/lower than W1
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15%

22%

44%

16%
3%

12%

21%

43%

18%

6%

How Switching to a Rate Plan Effects Opinions of Evergy

134

More say these new plans will decrease their opinion of Evergy than increase it. 

Base: Missouri Respondents W1 n=600,and W2 n=604
Q49. How does switching to a rate plan where the costs of electricity will vary based on the time of day that you use it change your opinions of Evergy?

Overall Opinion of Evergy If Switched Plans
(% overall respondents)

Much more favorable

Somewhat more 
favorable

Doesn’t change my 
perception at all

Somewhat more 
unfavorable

Much more unfavorable

Top2
19%

Wave 2 
Sept 2023

Wave 1
May 2023

Top2
24%

Statistically higher/lower than W1

Bottom2
33%

Bottom2
37%
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Demographics

136

Wave 1            Wave 2
Profession
Healthcare/Pharmaceuticals 13% 14%
Education 10% 10%

Retail 11% 8%
Food/Beverages 9% 6%
Financial Services/Insurance 6% 4%
Government/Politics 5% 4%
Real Estate/Construction 5% 4%
Transportation/Shipping 7% 4%
Automotive 5% 3%
Restaurants 3% 3%
Telecommunications 1% 2%
Beauty/Cosmetics 2% 1%
Entertainment 3% 1%
Marketing/Market Research 2% 1%
Travel/Tourism 1% 1%
Media 2% 1%
Energy, Oil or Gas Services 1% 1%
None of these 42% 47%

Income
Under $50k 41% 45%

$50k-74K 23% 20%
$75k+ 31% 33%

Wave 1          Wave 2
Home Ownership
Rent 41% 36%

Own 59% 64%

Education
Some high school 2% 2%
High school graduate 23% 20%
Some college 27% 28%
Trade or vocational training 8% 6%

College graduate 26% 30%
Postgraduate study or degree 14% 14%

Age                
18-34 23% 22%
35-44 23% 23%
45-54 13% 18%
55-64 17% 18%
65+ 25% 20%
Gender
Male 33% 31%
Female 67% 69%
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Usage Data Request

• Usage by Rate ID by month will be attached as Exhibit B and is marked as highly 
confidential.

• CONF_Exhibit B_Usage by Rate ID Monthly Residential December.xls
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Rate Switching
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Number of rate changes by 
Customer from original 

selection or defaulted rate
Number of Customers who have 

made changes
Data as of 1/2/24* Missouri West Missouri Metro
1 rate change 5,502 4,024
2 rate changes 375 285
3 rate changes 35 51
4 rate changes 12 3
5 rate changes 1 -
10 rate changes 1

*January reports exclude rate changes that resulted from a gap of time in service. (customers who participated in the TOU rates during 
the pilot window but discontinue prior to the mandated rates, Landlord reverts, customers cut for non-pay, closed out and then come back 
on, etc.) 
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Average Payment Plan Data
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Customer Accounts and status of APP enrollment

Active Customers on APP and on TOU rate as 
of 1/2/2024

Counts Notes

Customer previously on APP and currently on APP 97,269 Count of accounts that were previously and currently on APP.  

Customer previously on APP and NOT currently on 
APP 3,860 

Approx 3300 of these customers elected to change rates prior to system 
updates that automatically re-enrolled them in APP.  Self-serve customers 
were alerted to this process and asked to call the contact center to re-enroll.  
The system updates were effective 8/23/23.  

Customer previously on APP, changed rates without 
APP, but now currently on APP 5,279 

Customers that have been manually re-enrolled due to exception or who have 
called to re-enroll.  

Customer previously on APP, changed rates with APP, 
but now currently not on APP 3,449 

Customers have elected to un-enroll or have other circumstances where the 
account is no longer on APP.  

Total 109,857 
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Customer Mix of APP enrollments on TOU and Non-TOU rates

• Data as of 1/4/2024

Division 

Residential 
Customer On 
Avg Pay Plan 

(APP) # of Accounts % of APP
# of TOU Rate 

Customers 

% of TOU 
Customers 

on APP
MO West No 206,248        78.6% 206,234         78.6%
MO West Yes 56,033          21.4% 56,029           21.4%
Total 262,281        262,263         

MO Metro No 225,778        78.1% 225,743         78.1%
MO Metro Yes 63,165          21.9% 63,156           21.9%
Total 288,943        288,899         


Oct Switchers

		SWITCHES		CIS_DIVISION		ACCOUNTS

		6		GMO		1

		5		GMO		5

		4		GMO		26																				Numer of rate changes by Customer from original selection		Number of Customers who have made changes

																										Data as of 10/4/23		Missouri West		Missouri Metro

		3		GMO		261																				1 rate change		3772		2443

		2		GMO		3772																				2 rate changes		261		183

		1		GMO		71274																				3 rate changes		26		26

		Total				75238																				4 rate changes		5		2

																										5 rate changes		1		1

		No filters applied																								9 rate changes		1		0

		SWITCHES		CIS_DIVISION		ACCOUNTS

		10		KCPLM		1

		6		KCPLM		1

		5		KCPLM		2

		4		KCPLM		26

		3		KCPLM		183

		2		KCPLM		2443

		1		KCPLM		56892

		Total				59473

		No filters applied
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OCt APP data





				Division 		Residential Customer On Avg Pay Plan (APP)		# of Accounts		% of APP		# of TOU Rate Customers 		% of TOU Customers on APP

				MO West		No		230,493		79.7%		53,754		74.2%

				MO West		Yes		58,610		20.3%		18,679		25.8%

				Total				289,103				72,433



				MO Metro		No 		212,383		81.2%		42,911		75.8%

				MO Metro		Yes		49,325		18.8%		13,722		24.2%

				Total				261,708				56,633



				* Data as of 10/4/23
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Nov APP data

				Pulled November 3, 2023

				CIS_DIVISION		AVG_PAY		ACCOUNTS		MIX		TOU_ACCOUNTS		TOU_MIX																Division 		Residential Customer On Avg Pay Plan (APP)		# of Accounts		% of APP		# of TOU Rate Customers 		% of TOU Customers on APP

				KCPLM		N		212462		0.8098665101		143269		0.8008955424																MO West		No		229,852		79.4%		98,264		76.4%

				KCPLM		Y		49880		0.1901334899		35617		0.1991044576																MO West		Yes		59,627		20.6%		30,356		23.6%

				Total				262342		1		178886		1																Total				289,479				128,620



																														MO Metro		No 		212,462		81.0%		143,269		80.1%

				CIS_DIVISION		AVG_PAY		ACCOUNTS		MIX		TOU_ACCOUNTS		TOU_MIX																MO Metro		Yes		49,880		19.0%		35,617		19.9%

				GMO		N		229852		0.7940196007		98264		0.7639869383																Total				262,342				178,886

				GMO		Y		59627		0.2059803993		30356		0.2360130617

				Total				289479		1		128620		1





Dec report APP data 

				Pulled Dec 4, 2023

				CIS_DIVISION		AVG_PAY		ACCOUNTS		MIX		TOU_ACCOUNTS		TOU_MIX																Division 		Residential Customer On Avg Pay Plan (APP)		# of Accounts		% of APP		# of TOU Rate Customers 		% of TOU Customers on APP

				KCPLM		N		210358		0.8004520565		209118		0.7996252677																MO West		No		228,191		78.7%		226,427		78.6%

				KCPLM		Y		52441		0.1995479435		52402		0.2003747323																MO West		Yes		61,744		21.3%		61,703		21.4%

				Total				262799		1		261520		1																Total				289,935				288,130						1,805



																														MO Metro		No 		210,358		80.0%		209,118		80.0%

				CIS_DIVISION		AVG_PAY		ACCOUNTS		MIX		TOU_ACCOUNTS		TOU_MIX																MO Metro		Yes		52,441		20.0%		52,402		20.0%				diff

				GMO		N		228191		0.7870419232		226427		0.7858501371																Total				262,799				261,520						1,279

				GMO		Y		61744		0.2129580768		61703		0.2141498629

				Total				289935		1		288130		1

																										NEED To figure out what is counting as an account.  If active service agreement, maybe overstating if only PA or deposit. 





Jan report APP data

				Pulled January 4th

																								Division 		Residential Customer On Avg Pay Plan (APP)		# of Accounts		% of APP		# of TOU Rate Customers 		% of TOU Customers on APP

																								MO West		No		206,248		78.6%		206,234		78.6%				14

																								MO West		Yes		56,033		21.4%		56,029		21.4%				4

				CIS_DIVISION		AVG_PAY		ELIGIBLE_ACCTS		MIX		ACTIVE TOU		TOU_MIX										Total				262,281				262,263						18

				KCPLM		N		206248		0.7863627178		206234		0.7863633071

				KCPLM		Y		56033		0.2136372822		56029		0.2136366929										MO Metro		No 		225,778		78.1%		225,743		78.1%				35

				Total				262281		1		262263		1										MO Metro		Yes		63,165		21.9%		63,156		21.9%				9

																								Total				288,943				288,899						44

																																				Total 		62

				CIS_DIVISION		AVG_PAY		ELIGIBLE_ACCTS		MIX		ACTIVE TOU		TOU_MIX

				GMO		N		225778		0.7813928699		225743		0.7813907282										As a reminder - account can be active and only have Pay Arr or Deposit SA and not active ERES service. 

				GMO		Y		63165		0.2186071301		63156		0.2186092718										Query eliminated any of above scenarios this month. 

				Total				288943		1		288899		1





Nov Switchers

																														Numer of rate changes by Customer from original selection		Number of Customers who have made changes

																														Data as of 11/3/23		Missouri West		Missouri Metro

																														1 rate change		4,515		3,372

																														2 rate changes		322		231

																														3 rate changes		29		21

																														4 rate changes		6		3

																														5 rate changes		1		1

																														10 rate changes				1

				SWITCHES		CIS_DIVISION		ACCOUNTS		# of switches				SWITCHES		CIS_DIVISION		ACCOUNTS		# of switches

				11		KCPLM		1		10				6		GMO		1		5

				6		KCPLM		1		5				5		GMO		6		4

				5		KCPLM		3		4				4		GMO		29		3

				4		KCPLM		21		3				3		GMO		322		2

				3		KCPLM		231		2				2		GMO		4515		1

				2		KCPLM		3372		1				1		GMO		127254

				1		KCPLM		175980						Total				131984

				Total				179542





Dec report Switchers 

																														Numer of rate changes by Customer from original selection or defaulted rate		Number of Customers who have made changes

																														Data as of 12/4/23		Missouri West		Missouri Metro

																														1 rate change		5,665		4,374

																														2 rate changes		381		294

																														3 rate changes		39		31

																														4 rate changes		8		3

																														5 rate changes		1		1

																														10 rate changes				1

				As of 12/4/23										As of 12/4/23

				SWITCHES		CIS_DIVISION		ACCOUNTS		# of switches				SWITCHES		CIS_DIVISION		ACCOUNTS		# of switches

				11		KCPLM		1		10				6		GMO		1		5

				6		KCPLM		1		5				5		GMO		8		4

				5		KCPLM		3		4				4		GMO		39		3

				4		KCPLM		31		3				3		GMO		381		2

				3		KCPLM		294		2				2		GMO		5665		1

				2		KCPLM		4374		1				1		GMO		287390

				1		KCPLM		261719						Total				293229

				Total				266275

				Total Changes				4704						Total Changes				6094





Jan report Switchers

																														Numer of rate changes by Customer from original selection or defaulted rate		Number of Customers who have made changes

																														Data as of 1/2/24		Missouri West		Missouri Metro

																														1 rate change		5,502		4,024

																														2 rate changes		375		285

																														3 rate changes		35		51

																														4 rate changes		12		3

																														5 rate changes		1		- 0

																														10 rate changes				1

																														Facts about these switchers:

																														396 moved to or from Net Metering rate. 

				Pulled Jan 2, 2024 from the NEW* switcher tracker. 																										1360 changed rates (start date) in December





				Count of SWITCHES		Column Labels

				Row Labels		GMO		KCPLM		(blank)		Grand Total

				1		53		45				98				* These are all pending stops and should not count as a switch. Not couning in the table 

				2		5502		4024				9526

				3		375		285				660

				4		35		51				86

				5		12		3				15

				6		1						1

				11				1				1

				(blank)

				Grand Total		5978		4409				10387

				total not including 1s		5925		4364

				* made changes to the query to NOT include changes to rate that had a gap in time.  i.e. customers who had been on TOU rate during pilot window, Landlord reverts, customers who are CNP'd, closed out and then come back on, etc. 





compare sheet

																						January

				Numer of rate changes by Customer from original selection or defaulted rate		Number of Customers who have made changes																Division 		Residential Customer On Avg Pay Plan (APP)		# of Accounts		% of APP		# of TOU Rate Customers 		% of TOU Customers on APP

				Data as of 1/2/24		Missouri West		Missouri Metro														MO West		No		227,160		78.3%		225,424		78.1%

				1 rate change		5,502		4,024														MO West		Yes		63,127		21.7%		63,074		21.9%

				2 rate changes		375		285														Total				290,287				288,498

				3 rate changes		35		51

				4 rate changes		12		3														MO Metro		No 		206,720		78.6%		205,457		78.5%

				5 rate changes		1		- 0														MO Metro		Yes		56,327		21.4%		56,273		21.5%

				10 rate changes				1														Total				263,047				261,730

				TOTAL 		5925		4364		10289						*reflects new query

																						December

				Numer of rate changes by Customer from original selection or defaulted rate		Number of Customers who have made changes																Division 		Residential Customer On Avg Pay Plan (APP)		# of Accounts		% of APP		# of TOU Rate Customers 		% of TOU Customers on APP

				Data as of 12/4/23		Missouri West		Missouri Metro														MO West		No		228,191		78.7%		226,427		78.6%

				1 rate change		5,665		4,374														MO West		Yes		61,744		21.3%		61,703		21.4%

				2 rate changes		381		294														Total				289,935				288,130

				3 rate changes		39		31

				4 rate changes		8		3														MO Metro		No 		210,358		80.0%		209,118		80.0%

				5 rate changes		1		1														MO Metro		Yes		52,441		20.0%		52,402		20.0%

				10 rate changes				1														Total				262,799				261,520

				TOTAL 		6094		4704		10798

																						November

				Numer of rate changes by Customer from original selection		Number of Customers who have made changes																Division 		Residential Customer On Avg Pay Plan (APP)		# of Accounts		% of APP		# of TOU Rate Customers 		% of TOU Customers on APP

				Data as of 11/3/23		Missouri West		Missouri Metro														MO West		No		229,852		79.4%		98,264		76.4%

				1 rate change		4515		3372														MO West		Yes		59,627		20.6%		30,356		23.6%

				2 rate changes		322		231														Total				289,479				128,620

				3 rate changes		29		21

				4 rate changes		6		3														MO Metro		No 		212,462		81.0%		143,269		80.1%

				5 rate changes		1		1														MO Metro		Yes		49,880		19.0%		35,617		19.9%

				10 rate changes				1														Total				262,342				178,886

				TOTAL 		4873		3629		8502

																						October

				Numer of rate changes by Customer from original selection		Number of Customers who have made changes																Division 		Residential Customer On Avg Pay Plan (APP)		# of Accounts		% of APP		# of TOU Rate Customers 		% of TOU Customers on APP

				Data as of 10/4/23		Missouri West		Missouri Metro														MO West		No		230,493		79.7%		53,754		74.2%

				1 rate change		3772		2443														MO West		Yes		58,610		20.3%		18,679		25.8%

				2 rate changes		261		183														Total				289,103				72,433

				3 rate changes		26		26

				4 rate changes		5		2														MO Metro		No 		212,383		81.2%		42,911		75.8%

				5 rate changes		1		1														MO Metro		Yes		49,325		18.8%		13,722		24.2%

				9 rate changes		1		0														Total				261,708				56,633

				TOTAL 		4066		2655		6721
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