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I. Executive Summary and Introduction 1 

A. Witness Identification 2 

Q. Please state your names and business addresses. 3 

A. My name is Jennifer V. Montague.  My business address is 3 Lincoln Centre, 4 

Oakbrook Terrace, Illinois. 5 

Q. Ms. Montague, by whom and in what position are you employed? 6 

A. I am employed by ComEd as Director of Marketing. 7 

B. Purpose of Direct Testimony 8 

Q. What is the purpose of your testimony? 9 

A. The purpose of my testimony is to sponsor Chapter Four of ComEd’s Smart Grid 10 

Advanced Metering Infrastructure Deployment Plan (“AMI Plan” or “Plan”) in 11 

connection with ComEd’s request for approval of that Plan.  That chapter 12 

specifically fulfills the requirement of the Energy Infrastructure Modernization 13 

Act (“EIMA”) that ComEd’s AMI Plan discuss the customer education and 14 

outreach efforts that will be undertaken by ComEd in connection with its 15 

deployment of AMI meters.  I will also explain the anticipated cost of this effort.   16 

C. Personal Background and Qualifications 17 

Q. Ms. Montague, what are your current duties and responsibilities? 18 

A. As a Director of Marketing, I, with my team, am responsible for:  19 

 Providing strategic marketing planning and implementation for the Smart 20 

Ideas® energy efficiency portfolio.  21 
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 Providing strategic customer information planning for the Smart Grid and 22 

AMI Meter program.  This includes developing an education and outreach 23 

plan for customers and external stakeholders.  24 

 Supporting company customer information initiatives including integrating 25 

strategies with customer operations.  26 

 Improving customer satisfaction by identifying improvement opportunities 27 

and exploring new products and business models to improve customer 28 

satisfaction and that support an understanding of AMI meters.  29 

 Providing other customer satisfaction assessment activities that support 30 

corporate benchmarking, the administration of the company incentive 31 

compensation plan and annual reliability report to the ICC, and strategic 32 

planning activities.  33 

Q. Ms. Montague, what is your educational background? 34 

A. I received a Bachelor of Arts Degree in Quantitative Economics and Feminist 35 

Studies from Stanford University and a Master of Business Administrative Degree 36 

from the University of Chicago’s Graduate School of Business.   37 

Q. What is your professional experience? 38 

A. Prior to joining ComEd, I was employed for almost 20 years by BP Amoco and 39 

Amoco Corporation in various communications and marketing-related capacities.   40 



Docket No. 12-_____ 
ComEd Ex. 4.0 

 

Page 3 of 11 

II. ComEd’s AMI Plan Includes Robust Customer 41 
Education and Outreach Efforts. 42 

Q. Please describe how ComEd’s AMI Plan will provide for informing 43 

customers about the AMI meters ComEd will be installing and the benefits 44 

that will be available to them? 45 

A. As described in Chapter Four of the Plan, the objective of ComEd’s education and 46 

outreach effort is to provide customers with the information that will help them 47 

capture value from the AMI deployment and to enhance the customer experience 48 

by providing actionable information, easy access to information, and simple 49 

enrollment in pricing programs such as the Peak Time Rebate (“PTR”) program 50 

and the Residential Real Time Pricing (“RRTP”) program.   51 

The customer education and outreach plan has been developed to take 52 

customers through a journey that seeks to build awareness, strengthen 53 

understanding, promote engagement through participation, and encourage 54 

customers to promote among their peers the beneficial programs facilitated by the 55 

advanced meter technology such as PTR and RRTP.   56 

ComEd’s education and outreach plan considers customer research, best 57 

practices and lessons learned from previous implementations of advanced meter 58 

technology by ComEd’s AMI Pilot in 2009/2011 and by other utilities.  The key 59 

audiences in this plan are residential and small business customers.  ComEd will 60 

utilize readily available data, such as type of building and energy usage, at the 61 

onset of our education and outreach program.  As implementation progresses, 62 

audiences will be differentiated by demographics, geography and behavioral data, 63 
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allowing ComEd to test the effectiveness of both benefit messaging and customer 64 

information methods.   65 

The education and outreach plan will use a targeted messaging strategy to 66 

deliver the messages that will most easily resonate with residential and small 67 

business customers, with initial message themes of control/empowerment, 68 

savings, environment, reliability, and future preparedness.  Messages will be 69 

tailored to audiences based on data and ethnic composition.  Targeted messages 70 

will be delivered via strategies by audience with specific methods that will 71 

support our efforts to move customers along the journey that I’ve already referred 72 

to. 73 

Q. What are the core strategies of ComEd’s education and outreach plan? 74 

A. In developing its education and outreach plan, ComEd adopted several core 75 

strategies: 76 

 Build awareness of the value and benefits of advanced meter deployment 77 

among customers. 78 

 Inform about benefits of advanced meters and pricing programs (such as 79 

PTR and RRTP). 80 

 Educate to ensure that customers understand how to manage energy from 81 

advanced meters. 82 

 Increase engagement with planned implementation activities. 83 

 Collaborate with community leaders to ensure customers are engaging in 84 

PTR and RRTP. 85 
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Q. Does ComEd’s education and outreach plan take advantage of any lessons 86 

learned in ComEd’s AMI pilot? 87 

A. Yes.  The meter installation communication protocol for the pilot included four 88 

steps: a pre-installation letter sent out three weeks prior to the week of 89 

installation, a pre-installation automated outbound call one week prior to 90 

installation, a personal notification immediately prior to meter exchange, and a 91 

door hanger after the installation of the advanced meter was completed explaining 92 

the benefits of advanced meters (or explaining why a new meter couldn’t be 93 

installed).  Based on lessons learned during that pilot, ComEd will incorporate the 94 

following in connection with its AMI deployment: 95 

 Continue the pre and post meter installation communication methods used, 96 

as customer satisfaction with the installation process was high at 90%. 97 

 Continue the use of the door hanger even if the customer is home at the 98 

time of the installation. 99 

 Revision to the treatment of multiple occupancy buildings to include 100 

leaving multiple door hangers at the main entrance. 101 

 Update the web site, www.comed.com\smartmeter for usability and to 102 

include information about the installation process, FAQ, and how to read 103 

the new meters. 104 

 Community advanced meter awareness and education events should take 105 

place prior to and during advanced meter deployment to raise awareness 106 

of the meter installations within communities. 107 
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Q. What messages will ComEd be attempting to deliver to customers through its 108 

education and outreach plan? 109 

A. Initial findings from recently-conducted focus groups show us that customers 110 

know little about the smart grid and AMI meters and do not envision spending 111 

much time to inform themselves about these developments.  Also, customers may 112 

not learn much more unless impelled by self-interest or other concerns.  In 113 

addition, customers are unsure if AMI meters will actually benefit them and 114 

skeptical of what their actual costs will be. Customers want to know “what’s in it 115 

for me.”  ComEd will need to improve comprehension by communicating benefits 116 

rationally, not emotionally.   117 

As a result, the following list of messages is under development for 118 

implementation in the plan: 119 

 What is an AMI meter?  120 

An AMI meter is a digital electric meter that is equipped with wireless 121 

communication capabilities to allow customers to track their electricity 122 

consumption more frequently. 123 

 How will AMI meter deployment benefit customers?  124 

With more timely information on electricity usage, customers can better 125 

manage their energy use to save money on their electric bills.  Customers 126 

can take advantage of pricing plans that will include rebates to reward 127 

customers for reducing consumption during peak usage times. 128 

 Are there other benefits to AMI? 129 
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Eventually, AMI meters will be able immediately signal to ComEd when 130 

power in a home or business has been lost, enabling ComEd to respond to 131 

outages more quickly and efficiently.  AMI meters will make it easier to 132 

incorporate renewable energy sources, such as wind and solar power. 133 

 When is this happening? 134 

The installation of AMI meters will begin in September 2012 with more 135 

than four million meters installed over a 10-year period.  ComEd will 136 

provide customers and local municipalities with updates prior to any 137 

improvements taking place. 138 

 I won’t get an AMI meter right away.  How will I benefit? 139 

All customers will immediately realize savings due to operational 140 

efficiencies and reduced cost.  As customers receive AMI meters, they 141 

will have the ability to monitor their electricity usage more frequently and 142 

enroll in new incentive programs.  This new technology will help 143 

customers manage their electricity use better and reduce their monthly 144 

electric bills. 145 

 Compared to analog meters, AMI meters provide a wider range of 146 

benefits: 147 

o They reduce utility operating costs (e.g., manual meter reading, 148 

manual meter disconnections and reconnections, manual bill 149 

creation). 150 
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o They help pinpoint outages and verify power restoration to allow 151 

faster outage restoration. 152 

o They make move-in/move-out changes in service much faster and 153 

more efficient. 154 

o They reduce unbilled electricity usage that occurs between tenants 155 

o They reduce electricity theft by identifying irregularities. 156 

o They provide customers with hourly energy-usage data that can 157 

help them manage electric bills. 158 

Q. Has ComEd consulted stakeholders with respect to its education and 159 

outreach plan? 160 

A. Yes.  Certain stakeholders were interested in obtaining more detail about the 161 

methods ComEd would be using to inform customers.  As a result, ComEd 162 

expanded its description of methods that now appears in Chapter Four at pages 163 

101-106.  Stakeholders were particularly interested in the mobile demonstration 164 

units, the games and the Youth Ambassador Program. 165 

The mobile demonstration units will provide customers with a hands-on 166 

opportunity to learn more about the advanced meter capabilities and energy 167 

efficiency. 168 

Further, ComEd will be using several games to increase customers’ 169 

understanding of the benefits of AMI meters.  The games are built in an iPad 170 

application, which can be used in combination with a kiosk to allow for higher 171 

visibility at large events or standalone at small events.  They will also sit on 172 
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ComEd.com and ComEd’s Facebook page.  Two of the games, Smart Home and 173 

Energy Efficiency, are described in detail in Chapter Four at pages 103 and 104. 174 

As part of the Customer Education and Outreach Plan, ComEd will also 175 

utilize a Smart Youth Ambassador Program to help turn ComEd customers into 176 

“advocates.” The ambassador program will consist of primarily high-school 177 

students who reside within ComEd’s service territory and is described in Chapter 178 

4 at pages 10 and 105.  179 

Q. Did ComEd receive any other stakeholder input? 180 

A. Yes.  In response to concerns about customers who might face disconnection 181 

sooner because of the fact the AMI meters eliminate the need to dispatch a truck 182 

to disconnect service, ComEd has added to the Plan detailed information about 183 

the payment assistance programs that are available to low-income customers.  184 

That information appears in Chapter Four at pages 88 and 89. 185 

Q. Did ComEd receive any other stakeholder input? 186 

A. Yes.  Certain stakeholders wanted to know if ComEd was going to try to monitor 187 

the effectiveness of its education and outreach efforts.  As a result, ComEd has 188 

provided a list of prospective primary research projects: 189 

 Message Testing Research – Employ qualitative and quantitative research 190 

techniques to define and hone the content and tone of communications 191 

messages.  192 

 Awareness / Education Tracking Research – Employ a tracking survey to 193 

monitor customer awareness of the company’s main communications 194 
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messages pertaining to AMI deployment and to assess the effectiveness of 195 

those communications in shaping attitudes and behaviors.   196 

 Customer Experience / Engagement Research – Employ qualitative 197 

research techniques to identify the optimal customer experience, such as 198 

dynamic pricing offer, as defined by customers, to incorporate into 199 

education and outreach activities.  200 

 Customer Experience / Engagement Tracking Research – Employ 201 

quantitative research techniques to measure and track customer 202 

satisfaction with new customer experiences and to use the findings to help 203 

calibrate activities and ensure a positive customer experience.  204 

 Motivational Research – Employ qualitative research techniques to 205 

identify underlying motivators for customers to engage in the PTR pricing 206 

program or any other service enabled by two-way communicating digital 207 

meters. 208 

A partial list of preliminary research objectives and intended uses of 209 

research findings are also listed in Chapter Four at pages 108 through 111.    210 

III. Costs of the AMI Plan’s Education and Outreach Efforts.  211 

Q. What is your best estimate of the costs associated with the education and 212 

outreach efforts included in ComEd’s AMI Plan? 213 

A. The spreadsheet included as Exhibit 4.01 to my testimony contains a detailed 214 

estimate of the costs associated with the education and outreach provisions of 215 

ComEd’s AMI Plan, beginning in 2012 and ending with the conclusion of the 216 
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deployment schedule in 2021, a total of $27.375 million.  These costs were 217 

included in the cost benefit analysis that is being filed with ComEd’s AMI Plan. 218 

IV. Conclusions 219 

Q. What are the conclusions of your testimony? 220 

A. Chapter Four of ComEd’s AMI Plan fulfill the statutory requirement that the AMI 221 

Plan discuss the customer education and outreach efforts that will be undertaken 222 

by ComEd in connection with its deployment of AMI meters.  Those efforts will 223 

be robust and have the benefit of lessons learned by ComEd during its AMI pilot.  224 

In addition, I have presented the costs associated with those efforts that were 225 

included in the cost benefit analysis that is being filed with ComEd’s AMI Plan. 226 

Q. Does this conclude your direct testimony? 227 

A. Yes, it does. 228 


