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REQUEST NO. AG 1.14: 
 
With regard to the proposed consumer education plan, provide any analysis conducted by 
ComEd of its educational activities and results in the implementation of its Customer 
Applications Pilot that is not otherwise reflected in the EPRI evaluation reports. 
 
RESPONSE: 
 
ComEd conducted additional research on the AMI Pilot as follows:  
 
1)  AMI communications tracking report 
 Key Findings include:  
 

• Nearly half of the respondents (46%) are aware of communications (e.g. direct 
mailings, billboards) related to the program, compared to 14% in the baseline 
study. 

• The increased awareness of the Smart Meter Program is driven by ComEd’s direct 
mail/billboard communications rather than the community 
bulletins/websites/community events.   

• Importantly, there is a significant positive shift in AMI Pilot customers’ claimed 
knowledge about Smart Meters since the baseline study.   
o 21% feel they have a fairly complete understanding of what it is and how 

it would work compared to 6% in the baseline.  This measure has trended 
upwards each month. 

o 34% feel they have a basic understanding of what it is and how it works 
compared to 24% in the baseline study. 

o 10% say they have not heard the term, down significantly from 33% in the 
baseline study.  

 
2) CAP survey for low engagement in-home display customers,  

Key Findings include:  
 
• The approximately 5,700 Inactive CAP Participants fell into one of five 

categories: Unaware (29%), Minimally Aware A (23%), Minimally Aware B 
(16%), Passive Opt-Out A (17%) and Passive Opt-Out B (15%). 

• The communications need to be simpler to help customers better understand their 
new pricing plan.  Even after winnowing down the rate notification packet 
content, it was still daunting for customers to fully grasp the contents of all 6 
pages at once. 
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• Consider follow-up communications that are smaller and more focused on single 
messages such as “Understanding your new rate plan,” “Why ComEd exchanged 
your meter,” or “Benefits of an in-home display.”  Communications need to be 
repeated to resonate with customers. 

• Consider new, creative ways to educate customers on their new pricing plan, such 
as an online video or mailing an over-sized postcard.   

 
3) CAP Survey A and B for customer pricing plan 

Key Findings include:  
• Prior to and after the pilot, customers agreed that conserving energy will help with 

the environment and save them money. 
• Results from Survey A suggested that customers needed to be educated about 

smart meters and additional energy saving solutions. 
• Customers with variable rates were more aware of their electric pricing and how 

pricing fluctuated throughout the day. 
• Customers agreed that new pricing plans helped them reduce costs and were easy 

to understand when compared to the fixed pricing plan. 
 
4) ComEd Focus Groups: Smart Metering and Smart Grid  

Key Findings include:  
 
• A pre-group paper-and-pencil exercise discussed during each group indicated that 

customer awareness of Smart Meters and the Smart Grid are currently all but non-
existent.  Only a handful of customers across all groups said they had previously 
heard of either concept.  

• Nevertheless, customers’ intuitions and guesses about what these terms might 
mean were, for the most part, fairly accurate.  For example, suggestions were 
made that Smart Meters might make more data available to customers, help them 
conserve energy, leverage computer technology, and eliminate the need for meter 
readers.  About Smart Grid, people theorized that it could handle more electricity, 
reduce and/or pinpoint outages, and be more efficient. 

• Despite this low awareness, about half of the participants said they had a positive 
initial reaction to the term “Smart Grid,” and almost all of the rest were neutral.  
Residential customers were somewhat more positive than business customers.  

 
5) Defining Customer Experience for ComEd AMI 
 Key Findings include: 
 

• Communications should be candid, avoiding vague, preachy language.  Tangible 
benefits resonate with customers (customer control, energy bill savings and 
energy transparency) 

• Customers responded positively to “Your Energy Your Way” specifically its 
direct voice and the ability for customer to determine what “success” looks like 

• AMI Background and project purpose is needed for customers to fully understand 
their actions and requirements 
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6) & 7)AMI Pilot Pre-Notification Packet Qualitative Research (Nov 2009 & Jan 2010) 
Key Findings include: 
 
• While ComEd sought to use the print packets to create informed involvement, 

factors working at cross purposes made that a difficult goal to attain. 
• Discussing the new technology allowed customers to perceive some of its 

benefits, but it clouded their ability to differentiate the smart meters from the 
Smart Meter Program. 

• Because Rate Notification fit a familiar narrative about ComEd and rate changes, 
customers more readily absorbed certain points of information from this version 
than they did from Smart Meter Program.  Strikingly, however, Rate Notification 
was less effective than Smart Meter Program in communicating the need for 
customers’ active involvement if they wanted to save money. 

• Compared to those who paid their bills by mail or in person, the customers who 
typically paid online or by automated bank withdrawal were significantly more 
likely to engage with the program, but less likely to pay attention to material from 
ComEd.  

• Once any initial novelty dissipated, many customers seemed unlikely to remain 
actively engaged with a program that, in their view, would not make their lives easier 
or do good for the members of their households.  

• A rate-based communication must provide clear and explicit pricing information.  
Therefore, even though customers do not understand kilowatt hours, the text and 
charts in a reworked rate notification packet must make it easy for them to 
perceive the current price per kilowatt hour, the new price levels and when they 
apply, and the likely impacts on their electric bills. 

 
8) ComEd AMI Pilot Communications Baseline Survey 

Key Findings include:  
 
• When asked about awareness of ComEd’s Smart Meter Program specifically, 

most customers inside and outside the footprint were unaware.  Customers inside 
the footprint were significantly more likely to be aware (24% vs. 8% out of 
footprint). 

• Top message playback includes “helps customers better understand their usage” 
and “pilot program is being tested” and the program “will lower bills.” 
 

9) ComEd AMI Pilot Usage Awareness and Attitude Study Baseline Survey 
Key Findings include:  
 
• When customers are asked to define what the term “energy efficiency” means to 

them, the most frequently mentioned responses include “conserving energy,” 
“lower energy bills/saving money,” and “having appliances that use less energy.” 

• Customers were asked what they feel are some of the obstacles to conserving 
electricity in their home.  The most frequent response is “none” (28% of “in 
footprint” customers and 27% of “out of footprint” customers).   Some customers 
mention behavioral obstacles such as “remembering to turn off appliances/lights,” 
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“lack of cooperation” from other household members and that conserving 
electricity is “too inconvenient.”  Others mention the “age of appliances,” and 
“age/condition of the home.”  Cost is another theme in terms of the “cost to 
replace items” that use more electricity and “expenses/tight finances" in general.  

• Approximately two-thirds of customers (66% “in footprint,” 64% “out of 
footprint”) are at least “somewhat motivated” to take a specific action assuming 
they could save $5 on their monthly electric bill. 

• As the amount of savings increases, so does the percentage of customers who say 
they would be motivated to conserve electricity.  Nearly nine in ten (88%, 87%), 
are motivated to try to conserve electricity if they could save $20 on their monthly 
bill. 

 
10) Smart Meter Installation Satisfaction Baseline Results  

Key Findings include:  
• Satisfaction with the entire Smart Meter installation was high.  Nearly all 

respondents were satisfied and nearly two out of three respondents were “very 
satisfied.” 

• Respondents were satisfied because the installation went smoothly with no 
problems, was not inconvenient, and involved clear, information communication. 

• Respondents who were dissatisfied said they lacked detailed information such as a 
specific time and date for installation, or that communication was poor. 

 
11) Residential Customer Roundtable 

Key Findings include:  
• That customers have little or no awareness about the Smart Grid and energy 

efficiency in general is not surprising for at least two reasons – in their minds the 
topics are broad, ill-defined, and unrelated to them. Further, and in general, 
messages about and from utilities (ComEd included) are often ignored or 
sometimes found confusing. 

• Utilize short, to-the-point pieces. Make them relevant to customers and deliver 
them via channels that have the best chance of succeeding in educating and 
informing them. 

• The mandatory nature of the AMI Pilot (and any subsequent Smart Meter rollout) 
creates potential for customers to think that this is something being done to them 
and not for them. This sets up a communications challenge which customer input 
will help solve. 
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