BEFORE THE PUBLIC SERVICE COMMISSION
OF THE STATE OF MISSOURI

In the Matter of Kansas City Power & Light )
Company’s Request for Authority to Implement ) Case No. ER-2018-0145
A General Rate Increase for Electric Service )
In the Matter of KCP&L Greater Missouri )
Operations Company’s Request for Authorization to ) Case No. ER-2018-0146
Implement A General Rate Increase for Electric ).
Service )
NOTICE

COME NOW Evergy Metro, Inc. d/b/a Evergy Missouri Metro (“Evergy MO Metro™) and
Evergy Missouri West, Inc. d/b/a Evergy Missouri West (“Evergy MO West”) (collectively, the
“Company”) ! and respectfully state as follows to the Missouri Public Service Commission
(“Commission”):

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

2. On October 31, 2018, the Commission issued its Order Approving Stipulations
and Agreements (“Order”) which approved the various settlements between the Signatories in

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

! Effective October 7, 2019, Every MO Metro adopted the service territory and tariffs of Kansas City Power & Light
Company; and Evergy MO West adopted the service territory and tariffs of KCP&L Greater Missouri Operations
Company.

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



3. Pursuant to the provisions of the Rate Design-TOU Stipulation the Company is
filing the attached Missouri West and Missouri Metro Residential Time of Use Plan (presented on
March 26, 2020) and designated as Exhibit A.

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

Respectfully submitted,

le] Robert 9. FHack
Robert J. Hack, #36496
Roger W. Steiner, #39586
Evergy, Inc.

1200 Main Street

Kansas City, MO 64105
Phone: (816) 556-2791
Phone: (816) 556-2314
Fax: (816) 556-2787
rob.hack@evergy.com
roger.steiner@evergy.com

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

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

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

ATTORNEYS FOR EVERGY MISSOURI
METRO AND EVERGY MISSOURI
WEST

CERTIFICATE OF SERVICE

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

by facsimile or electronically mailed to all counsel of record this 27" day of March 2020.

Zeger U. Steiner
Roger W. Steiner
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= Agenda

* Process for follow up questions/material

« COVID-19 Pandemic TOU Impacts and Considerations
 Marketing Campaign Recap Reminder

* Enrollments and Channel Activity

e Education Effectiveness

e Customer Feedback

* Next Steps

e Questions

Public Exhibit A
Page 2 of 38



= Process for Follow Up Questions/Material

* To help ensure questions are addressed accurately, please
remember for any follow up questions or requests coming out of
this upcoming meeting that could not be answered and delivered
within the construct of this meeting, please email the request(s)

to regulatory.affairs@evergy.com.

Public Exhibit A
Page 3 of 38



= COVID-19 Pandemic TOU Impacts and Considerations

 COVID-19 pandemic impacts to TOU will be addressed
throughout the presentation with regard to the following
categories:

 Enrollment/un-enroliment

e Evaluation, Measurement and Verification (EM&V)
« Marketing

e Customer Research

Public Exhibit A
Page 4 of 38



A\ N

& Campaign Approach Reminder

Building Momentum: Phased Approach To Rollout

. , Earl Full Customer Target Customer
Audience Employee Education y : : g
Adopters/Advocates Education Campaign Enroliment
8 weeks 14 weeks 45 weeks
Length of September — October, January October — December February — November Ongoing
Phase 2019 2020 2019 2020
Educate all employees to Educate all customers on rate
become knowledgeable ol ei’”i’ advqcates kot options and high-level Used targeted channels to help
Goals resources/advocates for help build trust in the program understanding of TOU drive enroliments in the program
and provide enroliment feedback
TOU rates
. . . . Radio, Digital, Social, Email, Bill
Primary Web, Email, App, Signage Emall, Social, Events, Direct Insert, Website, News Media, Social, Digital, Email, Web
Tactics Mali and other

- @ Q%

Pag



Enrollments and Channel
Activity

ubli i¥
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. Legend:
A\ N .. _ :
~ Enroliments and Channel Activity CSS = Customer Self Service
(authenticated website)
CSR = Customer Service Representative
Enrolliments began on October 1, 2019 (via phone or in person at Evergy Connect)

All Active Enrollments as of 3/25/2020

Enrollment 2020 % to 2020
State Division Source Count Enrollment |enrollment
Type
Goal goal
CSR 120 Enrollment Channel Activity
MO West (GMO) -
CSS 1819 P— CSS 3146 94%
. . 1939 1750 ( 111% CSR 194 6%
Missouri TOU
CSR 74 Total 3340 100%
MO Metro (KCPLM)
CSS 1327
1401 1750 80% *High CSS enrollment %
Chaie Tokal (3340 3500 95% underscores the criticality of

quality self-service tools,
information and infrastructure.

Public Exhibit A
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= Potential COVID-19 Pandemic Effects — Q&A wW/EM&YV Provider

o Current state: many mandatory stay-at-home orders, school closings, and work
from home orders in place.

o If COVID-19 causes some form of extended quarantine or major change in
customer behavior (school closings, mandatory work from home, etc.), will
that affect the validity of TOU impacts?

e Short answer — yes. Any form of major behavioral changes will alter the results of the
study. If those changes aren’t permanent — like the potential responses to COVID-19 —
It will mean that the impacts during this period won’t be representative of “normal”
customer behavior.

* Will there be a change in customer acceptance of TOU when customers
could be spending an extended amount of time at home?

 |t's likely that customers would be less accepting of TOU - reducing enrollment rates
while increasing opt-out rates. TOU may not be great for people that are home most of
the day and there could also be some psychological effects where customers want the
simplicity of the standard rate (in response to experiencing so much external
uncertainty).

= o Note: Evergy is drafting additional communication to TOU customers during this time. public Exhibit A
Page 8 of 38



~» COVID-19 Marketing Impact

e Marketing TOU
 Limiting marketing in April
« Monitoring social for COVID-19 questions related to TOU

e Current enrolled customers
e Sending additional communication on “Tips while at home”
* Monitoring unenrollment rates

9 Public Exhibit A
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Education Effectiveness
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> Primary Education and Engagement Tools

" Public Exhibit A
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Pre-Enrollment

> evergy



~# Phase 3 - Full Campaign Marketing Traffic

Marketing Item
Evergy Email

Pageviews (21-317)
5,677

Bill Insert

3,247

Streaming Video

1,041

Social

706

Rate Ed Report

462

Radio Ads

438

Streaming Radio

334

Bill Envelope

310

A 4
-a PO. BOX 418579
r7 4 eve rgy KANSAS CITY, MO 641415679
Window Size: W 4 1/4”xH 1 7/16"
From the Left 1/2° Bottom 19/16

Introducing our new
Time of Use Plan

Sign up for our new plan and you
could save money when you shift

energy use to off-peak hours, like
after 8 p.m.

See how much you could save at
Evergy.com/TimeOfUse

00238911

Sl
1achine and other large appliances—to off-peak times like
after 8 p.m. Plus, you'll always save on weekends and holi

Even more good news—it will allow us to deliver more of your energy

from renewable sources.

days!

Calculate your savings potential at Evergy.com/TimeOfUse

SWITCH SHIFT SAVE

with new online tools ungenmyfmmped(

hours (Mon-Fri 4-8 p.m.)

up to 6x per kWh

U5 POSTAGE
PAID
BROADRIDGE
MALL
Introducing our new Time of Use Plan
Wait e A
' t’ I E vcfvy com/After8
R

3> evergy

[ime of Use Plan works

Weekdays
(Mon-Fri)

smIIIIIIIII

126 AM 6 AM=S PN 48PN lzmA-

$ss
868 Average s 'u-d-d ate

Weekends
(Sat-Sun)

PuBﬂ‘c_ ExI‘iTBI't A



2> Social Media

Reach Engagement Rate

Traffic

wn w w
s g 5 0
: 233K 2 < 15%
1] U v

g Feb ; s Feb
< <« =

= 69K = = 91%
i i T

= =

= = E] Feb
aw Evergy @

e Written by Megan Spresr « Felruary 3 - @

Did you know it costs more Lo genarate energy during "peak imes?" Our
nesy Timwe af LUse Plan reward s you with rate discounts when you shift
your weekday anergy use 1o off-peak times, like aftar 8 p.m. If you can
“Wait 'tl 8" to run the dishwasher, washing machine, dryer and other
large appllances, we'll pass the savings on to you. Slgn up today!

TOU Enrollment
75% Engagement Rate

>>evergy.

Switch to the new Time of Use Shift energy to off-peak hou

Plan Sign Up

Video Plays

1Y 4]

w

= 33K
z

2 Feb
!
z

=

=

Best Engagement Rate & Best CIR

TOU Enrollment
11.76% CTR

Public Exhibit A
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A\ N
ey 4

40%

Average unique open rate
*Evergy company average
is ~40%

Many open multiple times

60%

Customers who opened
the digital report spent
time reading it

(vs glancing, skimming)

15

Rate Education Report Effectiveness

>>evergy

RO, Box 418679, Karsas City, MO 84141

Rate Education Report

March 21, 2020

Account number XX00001

Wie've put together this report to infroduca you to
our new Power of Chaice program, providing
personalized guidance about your rate plan options
a5 well as fips for saving energy and money.

Read on to learn mora or visit:

» evergy.com/plandetails

Evergy puts the Power of Choice in your hands

Cur new rate plans are designed to save you money based on whan you use the most energy. This: report
esfimates the cost of each plan and halps you choose the best plan for you. For most peopla, switching to a Time
of Usa (TOU) rate plan and reducing weekday energy usage from 4 pm to 8 pm can halp lower enargy costs.

You're currently on Standard Tier Plan.

o J

Standard Tier Plan Time of Use Plan
Throe pricing levels basad A discountad raie when you
on how much energy you shift weekday energy use o
usa aach month. designated off-peak fimes.

What do different rate plans cost?
Avg over past 12 months

$165
- l

‘Standard Tler Plan Time of Use Plan

5200
Last year you would have saved mons
on a TOU rate plan.

$13 savings per month

“Estimated valuss. This compartson |s basad on your
hour-bry-halr anangy use ovar the kast 12 monthe.

Ready to switch plans?
T view rata plans and choose tha bast one for you, log in
fo your account 2t evergy.com/changeplan.

Turn over ==p

Estimated cost per year
Jan Fob Mar Ao May Jun

Stndard  gi00  f1w S20 S0 S0 im0

Toa ] %88 $i30  Si4 Sz %1z

Your

S0 $im0 S0 $1a0 $io £110 currant
plan

Si0n 2155 S112 104 110 28 1,368 Your
bast
plan

The amounts shown here are estimates based on your electricity usage trom awalabla data wsing applicable rate prices and surchargas only. They do not
COosts.

InClude iocal taxes or f2es and might differ from your

More ways to save

LLlh o

A\ —— A\ 4
Delay running your dishwasher
Load your dishwasher during

peak hours, but delay starting it
unfil off-paak hours.

Diryars usa more e

Delay running your dryer

washing machines,
off-peak hours o dry your clothes.

-
-v
Use a smart thermostat to
nergy than automate off-peak savings
50 wait uritil Schedule your smart thermostat

s0 your healing/cooling system
runs less during pask hours.

Frequently asked questions

‘Why is Evergy offering a Time of Use (TOU) plan option?
Shifting wwansrmruaelndf peak times lets us use
‘environmentally friendly resources and pass the savings
‘on to you.

‘What if my report says | won't save mihenwplm!
This report esti costs without g possible
Ilfaelylemargu_ Shifting higher energy use—such as
running the dishwasher, washer, or dryer—to off-peak
hours may help you save money on this plan.

I 1 switch plans, how can | tell if I'm saving money?

If you enrcll in the TOU plan, you'll also get a weekly “Rate
‘Coach™ email with personalized insights and tips to help
you save energy and money.

Find more information on rate plans
b Visit avergy.com/plandetails

Find more ways to save

To receive personalized energy saving tips.
complete our Home Energy Analysis survey under
the Energy Analyzer tab at evergy.com/myhome.

>>evergy

This ras comparison 1 providad fot Iusiratys porposas daca Evargy as 1o what rafs s baat for wou.
= mmnammnq, ﬂumammmmﬁmﬂmEunmm?ummmu—y_mm_mmmm’:n

 sinca 1 bltng porod may

any darmag
ﬂﬁnmmia POSt-CONSUIMEN IScyTied papar using walar-basad inks..

s o =

£ 2010 - 2020 Cpowar, AT Hghts s,

Public Exhibit A
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~» Webpages Traffic

« TOU Pageviews: 97,495
« Top Click: “Compare My Plan” (drives to Online Rate Analysis Tool)

; How are people getting to Campaign Page? £ =
2 evergy = S How are people getting to TOU Rate Page? S x
Introducing Evergy's new . .
- Source / Medium Users Pageviews Time of Use Plan Source / Medium Users Pageviews
Time of Use Plan (direct) / (none) 23,034 32,803 brand-marketing / email 6,839 9,189
i e oo e e o ke o o g Pl google / organic 9,390 13,567 program-engagement / email 3,386 5469
Pt
brand-marketing / email 9,189 19,537 evergy.com/timeofuse / referral 1,459 3,208
el ESITR g
kepl.opower.com / referral 1,259 2,005 Find aut if the new Time of Uise Plan is right for yeu [ craae oy sien ] program-awareness / email 791 1158
How does it work? ~
T 600 o g o it B e 4 oy o e ety e, Pl et s s s bing / arganic 1,147 1838 miq / video 679 947
kv o e Sy e e o e e
o google / cpc 657 869 How it works evergy.com;/saver / referral 590 902
L our
yahoo / organic 601 1,002 b/ secial 468 612
Toe o f veriog ey i by et o, sy o o
— evergy.com/timeofuse / referral 457 746 e e s evergy.com/plandetails / referral 390 479
T ; = s o remembar to "Wt 't 87 Wath e Time of Use Plan, youl
eher-report / email 446 668 pandora / streaming-radio 267 334
(s ] ] ] e o
kepk.opower.com / referral 401 780 e product-awareness / cpc 256 379
e e L L PR TR e .

What are people clicking on for Time of Use Plan? What are people clicking on for TOU Campaign Page?

Is the Time of Use Plan right for me?

e e i i R o S o Event Label Total Events Unique Events Event Label Total Events  Unique Events

S s ———"——n——e Click - Compare My Plan 19,695 18,287 Click - Compare My Plan 8719 7,089

o Couebendsand Click - See Your Usage 3,906 3,57 Click - Click here to select your location 2,762 2,622

Click - Compare Plans 2,450 2,347 Click - Watch Video 2,531 2,382

- Click - Change My Plan 2,441 2,195 click - Change My Plan 543 482

How can | be successtul on this risw plan? clec-other plan options e Lee When it comes to energy savings, timing is everything ElEk=lezm (e T =l

g e e B Click - Check this chart 1,894 1814 TP s o o i s ot ot Y e Click - % 352 352

SO Al L A M e S M M Bt e Click - X 1,835 Ll Click - Visit the Time of Use Plan page 302 289

e . Click - interactive web tool 1,288 1,232 i s 5219 Click - rebate programs 201 197

Sy . R (BlfE = EE I ST <l o g i Click - Back to Top 167 56

R Click - Home 874 01 @ *‘V: P Click - Use our interactive web tool 137 131

How #lee can | save Money on energy?

.I:amlw-lal.,-(—nwym 'Y'UWD‘HIHNWW“M":\:‘ !l":ﬂ' e aT

Public Exhibit A
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~# Online Rate Analysis Tool Effectiveness

Your Lowest Cost Rate Plan

0 Based on your electricity use history, you'll save the most on the Time of Use Plan rate plan.
8 I /O Your Current Rate Lowest Cost | Save $55

TOU customers looked at r ]
Rate Analysis Tool before ‘
enrolling All-Electric Plan Time of Use Plan
Ideal for: Those who want more flexibility and
Ideal for: Those who use electric heat for their control
homes
Highest price: Peak Hours: Weekdays from 4-8
Highest price: Summertime p.m
Savings tip: Limit your energy use in the Savings tip: Run large appliances before or after 4-
summertime 8pm
O $1,120 $1,065
Estimated cost per year Estimated cost per year
TOU customers clicked e e e e

“Change My Plan” within
the Rate Analysis Tool

v

7 Public Exhibit A
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-9 Educational Video

https://www.youtube.com/watch?v=YPJbLFANPkw&feature=emb logo

Public Exhibit A
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=2 Enrollment Process Effectiveness

Select Your Rate Plan

0—0—0

Review

Select

Confim

Standard Tier Plan (yeur curent plan)

Our Standard Tier Plan has three pricing leve's based on how much energy yeu use.
Rates go up by tierin the summer and downin the winter. Once you us2 your monthly
allotment of energy in one tier, your rale changes to the next tiers price. If you can
monitor you overal energy use, especially in the summer, this plan méy be right for
you. L2am Nore

Time of Use Plan

Our Time of Use Phn rewards you with rate discounts whan you shift your weekday
energr use 1o off-paak times, like after 8 p.m. If you can run the dishwasher, washing
machne, dryer and other large zppliances outside of the weekday peat energy houss
between 4 and 8 pm., Lhis plan may be right for you. On weekends and holidays, you
always save. Learr More

TOU enrollments are
occurring online

%
4%
Rate Plan Review

1 (2 ©

Select Review

Confirm

Carefully review the following details before submitting your rate plan change.

Address

Current Plan
Standard Plan

New Plan
Time of Use Plan

Effective Date
10/18/2019

By submitting, | agree to the terms and conditions, and | authorize Evergy to change my rate plan.

o—0—0

Select Review Confirm

v Thank you! Your new rate plan will be effective on 10/18/2019.

What to Expect Next

Depending on where you are atin your billing cycle when your rate change becomes effective, you wiill either receive a final, separate bill for
charges on your current rate plan or you will receive a bill with both your final charges on your current rate plan and a prorated amount due
for the charges incurred up to the point of billing on your new rate plan. All subsequent bills will include charges on your new rate plan. Your
electric service will remain on during this transition.

Budget Billing

All rate plans start with the Budget Billing feature turned off. You can turn on Budget Billing in your preferences after your new rate plan
becomes effective.

You have a Budget Billing account balance of $210.05. This amount will be added to the final bill for your current rate plan. This balance is
an estimate and may vary slightly at the time of billing

Address
Current Plan New Plan

Standard Plan - Time of Use Pian

Effective Date
10/18/2019

Use Energy Analyzer to manage your energy usage, find energy saving tips and more.

Public Exhibit A
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Post-Enrollment

> evergy



> Direct Mail Welcome Kit

« Findings:
o Kits are valuable to customers
customer value

« Enjoy another type of enrollment
confirmation with helpful
iInformation

e Customer emailed in asking for
more Wait ‘til 8 magnets

21

3> evergy

Welcome to Evergy’s new Time of Use Plan.

You've made & smart chosoe by switching, and rdw we wilstt 10 heldg you lower your manthly energy bill even
maore. Shift your ensrgy ussge away from peak bours on weskdays—Monday through Fridey—betwesn 4 p.m.
arsd B p.m. 10 ManeTiDE your SaWnga wish the Time of Use Plan, Un weskends and hobdays, you alwiys save!

Also, check out these useful 10ols and tips

Weekly Rate Coach Report Emails

‘Watch for our wesidy TOU Rate Coach Reports by emil that
provide detads sboun your sctusl energy USRgE and COSTS sach
week, a3 well 88 personalized insights and cosching tips 10 help
FOU SaVE MONEY OF Sndngy.

Ondine Energy Analbysis
Visit Evergy.com/MyData to see exactly how much enengy you're
waing, when you're using it and how much you're paying for it

Email TOU@Ewergy.com or call 800-541-0407

When it comes to saving on energy, timing is everything.
Shift sppliance usage sway from peak hours on weslkdays—Monday throwgh Fridey—between 4 pum. and & p.m

-_,__IkﬁEJBhE e ueal,‘.]
\\ i

Questions about your new plan? N

rd

0 _\ A M G weekends and
L & Iz::"f'- "!__'_0\-_ bolidays, you abways save!
E Bl e
i :" U AN E ( v oy -“ ‘8 1 o flufiinm
. I 1 5 | .
I'-'.Ié: 5 ."; N samarw o nperrane
':-\.".-"T-" F PF,
- 'L// \ / @ ‘_F:;.:
; T K =
Public Exhihit A
——
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> Rate Coach

Report

Effectiveness

Average unique open rate

*Evergy company average
is ~40%

Many open multiple times

22

Welcome to Rate Coach
(email)
10-14 days after enrolling

s>evergy

Welcome to your Rate Coach, a weekly
email designed to help you save money
by avoiding high-cost times

You're currently on 2 Time of Use Rate Plan that charges different prices
throughout the day. When customers on this plan shifted their electricity usage
away from 4 p.m. to & p.m., they saved on average S5 to $30 a month

Here’s how you used electricity during the
weekdays

What parts of your routine could you do at off-pcak fimes?

||||IIIII------II..II.II
0 KWh

12am 6am 11pm

B Super Saver (3) I Saver (38) M Peak (333)

This data is based on your average weekday electricity use from Oct 7 10 Oct 11

On weekdays. electricity is 6x more expensive from
4 pm to 8 pm

S ss $SS ss

12am Bam 4pm 8pm 11pm

How can you save big during peak hours?

Weekly Rate Coach
(email)
21 days after enrolling

>>evergy

Th

peak costs

Last week's
peak cosis

You spent about the same amount on
electricity during peak hours this week

is week's

Here’s how you used electricity during the
weekdays

What parts of your routine could you do at off-peak times?

4.80

1

3

- ||“|
0 KWh III.IIII..IIIIIIIII

12am 6am 11pm
M SuperSaver($) [ Saver (85} M Peak (5%%)

This data IS based on your average weekday electnicty use from Oct 21 to Oct 25.

On weekdays, electricity is 6x more expensive from

4 pmto 8 pm
$ 83 $59 $$
12am Bam 4pm 8pm 11pm

Rate Coach Monthly
Summary (email)
35 days after enrolling

s>evergy

During peak hours this month, you spent
the least on two different weeks

That's $2 less than your most expensive week this month

$9
$5 O\O/O\o
$3
0
Oct 28 - Nov 4 - Nov 11 - Nov 18 -
Nov 1 Nov 8 Nov 15 Nov 22
== Your peak electricity costs
This dala is based on your weekly electrcity use from Oct 28 lo Nov 23.
Here’s how you used electricity during the
weekdays
What parts of your routine could you do at off-peak times?
4.80

320

- ||||II|I._W,‘;MM,A,W

12am
= s Pager22:of 38
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~# Self-Service Hourly TOU Analytics

NEIGHBORS | BILL | USAGE

Day view W

Wednesday, Oct 16

7:00-8:00pm
$0.40
Amount $0.08
Usage 0.4 kWh
$0.30 Temp (°F) 50°
537
48° .
/ \
. . $0.20 39° 39°
Impre55|on events since
October 2019
$0.10
S --II-------. I.ll...
12am Bam 6pm

12pm 11pm

Peak Saver Super Saver
Il so19xwn B sooskwn Il so.03/wn

== \Neather (°F)

Public Exhibit A
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Customer Feedback
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)) Customer Feedback Mechanism

Rt
= &=
\ /
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~#& TOU Post-Enrollment Surveys

Satisfaction with TOU Enrollment Process

Based on 700+ TOU post-enroliment
surveys:
15 * The majority of customers (86%) are satisfied with Evergy’s TOU
o m o enrollment process
o B % % o m W
o wwi |« 850 agree that the TOU enrollment process was quick and easy
Rate Comparisgzrchﬂﬂueme on TOU « 83% felt like communications were helpful in their decision to
enroll in the TOU rate plan
zs * Almost half (48%) indicated that “Saving money on electric bill”
15% > I was the most important reason for enrolling in the TOU rate plan
Z:lfl_%flﬁll 0 | . o
S e e A e s e » Evergy’s rate comparison tool had a significant influence for
t@-@"“ﬁ v _bo&f nearly 70% of those who recall seeing the comparison tool
26 Public Exhibit A
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~# TOU Post Un-Enroliment Surveys

Reason for TOU Un-enrollment

My electric bill increased

| didn't save as much money on my bill as | expected 40%
| wasn't sure if | was saving money 37%

| was concerned that bill might increase in the future S T 31%
It wasinconvenient S ——— 3%
The information about the TOU pricing plan wasn't clear ————11%
| didn't want to change how or when | use electricity —m—— o%
The pricing plan was too complicated for me to understand —m—m <%
I moved to a new home or apartment —mm— 3%
My lifestyle changed (work habits, people in home, etc.) = 5%
My family/other home occupants did not want to participate == &%
Never planned on staying on the TOU rate  mmm 5%
| couldn't get my qguestions answered m 3%
Other (please specify) m— %

0% 10% 20% 30% 40% 50% 60% 70%

Actions Started Doing After Signed Up for TOU Rate Plan

Shifted the time of day when | use my washer/dryer I 20%
Turned off lights when not home or not needed I 13%
Shifted the time of day when I use my dishwasher to non-peak hours I 13%
Used the microwave or other cooking device instead of oven IEEE——
Shifted the time of day when | use my oven to non-peak hours IEEEEEEGEGEGEGEG_—_G—GN %
Set the thermostat at a higher temperature during peak periods I 7%
Shifted the time of day when | watch TV or play video games I s%
Set the thermostat at a higher temperature during non-peak  ——m 2%
Charged my electric vehicle during the non-peak hours 2%
Used room fansinstead of AC R 1%
Opened windows and turned off the AC 1 1%
We have not changed our behaviors ® 1%
Precooled my housefapartment M 1%
Other (please specify) I 1%

0% 5% 10% 15% 20%

27

1%

25%

Based on 35 TOU Post Un-Enrollment surveys:

« The majority of customers (76%) indicated that “My
electric bill increased” was the reason for un-enrolling in
the TOU rate plan

* Most of those that un-enrolled felt like they put a good
amount of effort to change their behaviors to shift their
electric usage

« Shifting washer/dryer, dishwasher, and turning off lights
were the only actions taken by customers with double
digits after enrolling in the TOU rate plan

 Among those that un-enrolled in the TOU rate plan, the
actions most difficult to shift to non-peak hours included
washer/dryer, oven, and dishwasher

* In terms of possible improvements, most customer

comments were in regards to better explanation of the
. . Public Exhibit A
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>> Website Feedback

e Mechanism

Feedback form on all TOU web pages

e Results

3.5 stars out of 5
25 survey responses

« Response Question Categories

Question: About rate comparison report
Improvement: Personalize response based on report

Question: How does Evergy know what time | use power?
Improvement: Additional language on webpage

Question: Can | change rate back?
Improvement: Additional language on webpage

4
rF /4

Your Opinion Matters

Is the Time of Use plan clear and easy to understand?

* % Kk & Kk

Is there additional information about Time of Use that
you would like to know?

What information would you like to see?

1000 characters remaining

Would you like someone to reach out to you?

Please provide your email address for follow up.

o pustenmm
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>% Social Feedback

e Mechanism
« Facebook comments and
message

e Results
e 24 Interactions

« Response Question Categories
« Rate Education Report
gquestions
« Customer who'’s

comparison showed zero or

small estimated savings
“auto saver”

« Will peak times change if
everyone moves to TOU?

. _We are trying it. We don'’t do dishes or laundry

between 4-8 with this plan and set a timer on the washer and
dishwasher to run the loads after midnight when the rate is less than
4 cents a kilowatt hour. With this plan it's cheap to sleep with it
cooler in the summer.

4
Like - Reply - Message - 3w O

Okay @evergypower riddle me this, you send a

letter that shows that the standard billing plan
gives me the lowest cost bill, but you suggest
that | switch to a time of use plan or an even
use plan to save $$. Do you think | am gullible
and would sign up to pay more $$? NOT! @
pic.twitter.com/6isQY4Q0OUZ

’ o »—_-.v:—.e‘-:a

. F\Nhy do they have to sign up. Just make it cheaper
atter o.

4
Like - Reply - Message - 2w o
Most Relevant is selected, so some replies may have been filtered out

& Author

Evergy @ That's a really good question! Every person has
different energy needs, which is why we offer flexible rate plan
options to fit different lifestyles. We think the TOU Plan is a
great way to pass savings along to our customers when they
shift their energy usage to off-peak times, but we also
understand that it might not work for everyone. - Kat

-
~r

1
Like - Reply - Commented on by Sprinklr [?] - 2w o
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) Contact Center

« Mechanism
o Customer Service Representative (CSR) feedback from TOU calls

« Response Question Categories
e Mandatory vs Optional

e Some customers have reported concern that this was a mandatory rate and they didn’t
have an option

 CSR clarification to customer: communicate Evergy’s commitment to choice and
reinforce this is an option to customers

e Auto-Saver vs Non-Saver

e Some customers have reported disliking being sent communications about TOU if they
don’t automatically benefit from it (based on current usage pattern)

 CSR message to customer: recommend rate simulator, message around shifting usage
» Electric Heating and Cooling

e Some customers are declining enroliment concerned about enrolling due to concerns
about winter electric heating and summer cooling usage during peak hours

 CSR message to customer: recommend thermostat optimization around peak peri@ehivit A
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= Contact Center Updates

» Update
e 100% of CSRs now trained on TOU and taking calls
« Complex TOU conversations and/or escalations still transfer to highly specialized team
« Call volume and call lengths are increasing
* Volume drivers
* Increased mass media and direct mail
« Marketing reaching wider groups past early adopters
* May prefer a conversation before decision making
* May not be digitally engaged
« Call length drivers (TOU calls are ~3-5 minutes longer than other types of calls)
 Tend to be educational in nature as much or more than transactional

* Higher number of CSRs taking calls who are still learning about the program and
serving customers specifically about TOU

e Expect call length to come down over time but still be longer than average calls

Public Exhibit A
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Customer Feedback -
Coming in 2020

> evergy



-2 Online Focus Groups

Timing Research Objective
Dependent upon COVID-19 pandemic — Potentially Understanding Customer satisfaction with TOU rate plan and identify things that
ond Qtr 2020 have or have not worked in terms of behavior changes. Identify customer

segments that changed behavior during peak time.

Action to Be Taken _

Develop and/or improve Evergy’s TOU customer Key Que_sfuons _

offering to better meet the needs of today’s electric * How satisfied are you with the TOU rate plan?
customer. This research will also help drive the
future strategy of Evergy’s TOU offering and

additional quantitative research. « What if anything, do you “Dislike” about the TOU rate plan?

« What if anything, do you “Like” about the TOU rate plan?

» Describe how being on the TOU rate plan has changed your habits and
behaviors.
o0 What specific behaviors were you successful in changing?
o What specific behaviors were you unable to change after trying?

* How do you currently monitor your electric usage? How did it change after
enrolling in TOU?

 How has TOU impacted your electric bills?

» Has your enrollment in the TOU rate plan met your expectations?

* Is there anything that you would like to see changed with the F@licr EtehiblaA?
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~#& Online Customer Behavior Change Survey

34

Timing
Dependent upon COVID-19 pandemic — Potentially 2nd
Qtr 2020

Action to Be Taken

This research will also help drive the future strategy of
Evergy’s TOU offering and additional research.

Research Objective

Identify what specific behaviors that customers changed after enrolling in the
TOU rate plan and satisfaction with TOU

Key Questions

e Has your enroliment in the TOU rate plan met your expectations?

e What specific behaviors have you changed since enrolling in the TOU
rate plan?

e Which behavior(s) were the easiest to change? The hardest to change?

e How likely would you be to recommend the TOU rate plan to family
and/or friends?

e How satisfied are you with the TOU rate plan?
e How would you describe the impact that TOU has had on your electric
bill? Decreased my bill a lot, decreased my bill some, no change in my

bill, increased my bill some, increased my bill a lot?

e What improvements would you suggest for the TOU rate play) offepng?.. o
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~# Customer Advisory Panel — TOU Awareness / Participation

Timing Research Objective

TBD — After the COVID-19 pandemic has subsided Determine awareness of TOU rate plan offering and level of
understanding about the rate plan. Also, what panelist have

Action to Be Taken enrolled in the TOU rate plan

This research will also help drive the future strategy of

Evergy’s TOU offering and additional research. Key Questions

e Are you aware of Evergy’s TOU rate plan offer?

e How much do you know about the TOU rate plan offering?

e Have they enrolled in Evergy’s TOU rate plan? If yes, what
do they like and dislike about the rate plan? If no, why have

they not enrolled and what would they like to see changed?

e \What improvements would you suggest for Evergy’s rate
plans?

35 Public Exhibit A
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= Next Steps

« Continue to execute 2020 strategy and tasks
» Residential TOU Rate Design Case conversations
 Commission on-the-record presentation September 2020

 Meet and exceed goals
« Currently exceeding overall stipulated MO West goal
e On track to meet MO Metro goal
» Expect to maintain or exceed enroliment goal of 3,500 customers by end of 2020
* Note: continuing to monitor and asses how COVID-19 pandemic will effect enroliment and un-
enroliment numbers
e Preliminary EM&YV report will be available in December 2020 and will include findings on the following:
e Customer Behavior Metrics
 Demand Impacts, Energy Impacts, Bill Impacts, Customer Retention
» Observations from summer vs winter rate impacts (pending 2019/2020 winter data availability)

* Note: COVID-19 pandemic likely to impact results due to abrupt and significant consumer behavior
changes and economic conditions

Public Exhibit A
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