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Q. Please state your name and business address. 1 

A. My name is James C. Eber. My business address is 3 Lincoln Centre, Oakbrook 2 

Terrace, Illinois, 60181. 3 

Q. Have you previously testified in this proceeding? 4 

A. Yes.  My direct testimony is identified as ComEd Ex. 4.0 5 

Q. What is the purpose of your rebuttal testimony? 6 

A. In my rebuttal testimony, I  (1) provide additional detail about ComEd’s proposed 7 

time of use pricing (“TOU”) as suggested by Staff witness Dr. David Brightwell, 8 

(2) respond to concerns expressed by City of Chicago witness Antonia Ornelas 9 

about whether ComEd is taking steps to gather information from different types of 10 

customers, (3) respond to the suggestion of CUB witness Christopher Thomas that 11 

the Commission expand ComEd’s Customer Applications Plan to add “clear goals 12 

for understanding the interaction between customer satisfaction and the ‘nudge’, 13 

the combination of messaging and incentive that engages customers and enables 14 

them to make better more informed choices”, and (4) provide cost estimates of the 15 

proposal of Mr. Thomas to continue the retail rate options for Plan participants 16 

after the twelve-month study period. 17 

Q. Please respond to Dr. Brightwell’s suggestion to provide additional detail about 18 

ComEd’s proposed TOU. 19 

A. ComEd intends to determine the peak and off-peak times for the TOU rate as 20 

noted in my direct testimony.  In order to get the times to align with the 21 

appropriate price signals and achieve a minimum 2:1 peak to off-peak price ratio, 22 
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ComEd currently plans to utilize the PJM day-ahead pricing data from the 23 

summers of 2009, 2008, and 2007, which will not be available until early October 24 

of 2009.  More specifically, ComEd will start with the “critical peak period” as 25 

defined in Rider AMP-CA (i.e., 1-5pm) and look at the PJM pricing data referred 26 

to above for those hours.  It will then adjust the “peak” hours, which will be “on 27 

the hour” values, until an optimal ratio is achieved, which would be a minimum of 28 

2:1. ComEd plans to share this information in the ongoing stakeholder 29 

conversations and will include the final peak times in a tariff revision. 30 

Q. Please respond to Chicago witness Ornelas’s concern about whether the Customer 31 

Application Study is capturing sufficient information about customers’ attitudinal 32 

differences. 33 

A. ComEd utilized the best information available in picking the AMI footprint for 34 

testing.  The randomized enrollment methodology is the best available to pull a 35 

diverse group of customers to utilize into the test.  ComEd does not currently 36 

possess granular customer data, but plans to obtain that from the participants 37 

through the initial survey.  This initial survey will be shared with the stakeholders 38 

for review and comment.  But it must be remembered that it will need to be short, 39 

to the point, and obtain the most important elements of customer data that they are 40 

willing to share. 41 

Q. Please respond to the suggestion of CUB witness Thomas that the Commission 42 

expand ComEd’s Customer Applications Plan to add “clear goals for 43 

understanding the interaction between customer satisfaction and the ‘nudge’, the 44 
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combination of messaging and incentive that engages customers and enables them 45 

to make better more informed choices”. 46 

A. Mr. Thomas added one specific “goal” in his testimony: “Understand the 47 

interaction between customer satisfaction, messaging, incentives, and engagement 48 

that enables customers to make more informed choices”.  While ComEd did not 49 

directly list this as a specific “goal” of the AMI Customer Applications Plan, it 50 

clearly intends to include these points in its discussions of the results of the 51 

experiment. The Plan’s continual use of the terms to “customer centric”, 52 

“incentives”, and “customer satisfaction” is clearly evidence of that fact.  And 53 

ComEd is continuing to meet with stakeholders about these issues – especially 54 

about issues related to messaging and customer satisfaction. 55 

Q. Responding to Mr. Thomas’s suggestion, what would it cost to continue the AMI 56 

Customer Applications beyond the twelve-month period indicated in Rider AMP-57 

CA? 58 

A. At this time, ComEd has reviewed the costs to continue all of the AMI Customer 59 

Applications for the approximately 8,000 customers assigned beyond the 60 

proposed twelve-month period, and the preliminary estimates are showing costs 61 

greater than $6.0M for up to an additional twelve months.  However, if ordered to 62 

pursue these as suggested by CUB, then ComEd would continue to refine the 63 

estimates which could raise or lower this preliminary price tag.  While CUB states 64 

that all of the various rate designs should "remain active until the end of the pilot 65 

evaluation", it is not clear if they believe the other functions of the Plan and the 66 

tariffs should continue as well, including things such as the ability to review 67 
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customer data online, the applicability of maintaining in home devices (free and 68 

paid models), the responsibility of ongoing credit monitoring, the ability for 69 

customers to revert to their applicable flat rate retroactively, and other tariff 70 

requirements. 71 

Q. Does that conclude your rebuttal testimony? 72 

A. Yes, it does. 73 




