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I. INTRODUCTION 7 

A. Witness Identification 8 

Q. Please state your name and business address. 9 

A. My name is Geralynn M. Lord.  My business address is 1901 Chouteau Ave, P.O. Box 10 

66149, St. Louis, MO 63103. 11 

Q. By whom are you employed and in what capacity? 12 

A. I am the Director of Identity & Customer Education for Ameren Services Company 13 

(AMS). 14 

Q. Please describe your educational background and relevant work experience. 15 

A. See my Statement of Qualifications attached as an Appendix to this testimony. 16 

Q. What are your current responsibilities as Director of Identity & Customer 17 

Education? 18 

A. I manage the digital communications team, corporate public relations and customer 19 

education initiatives, as well as conduct employee education on Ameren Corporation's (Ameren) 20 

communications initiatives.  In this role, I also work with the communications teams of Ameren's 21 

subsidiary companies, including Ameren Illinois Company d/b/a Ameren Illinois (AIC or the 22 
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Company) to coordinate messaging development based on customer research and ensure clarity 23 

of communications and educate employees. 24 

B. Purpose, Scope and Identification of Exhibits 25 

Q. What is the purpose of your rebuttal testimony in this proceeding? 26 

A. The purpose of my rebuttal testimony is to respond to adjustments and positions raised in 27 

the direct testimonies of the Illinois Attorney General and AARP (AG/AARP) joint witness, Mr. 28 

Michael L. Brosch; and Citizens Utility Board (CUB) witness, Mr. Ralph C. Smith regarding 29 

expenses AIC incurred in 2011 associated with what AG/AARP and CUB refer to as Focused 30 

Energy. For Life. advertising.  For the reasons discussed below, the Commission should reject 31 

AG/ARRP and CUB's proposed adjustment and allow AIC to recover these costs. 32 

Q. Are you sponsoring any exhibits with your testimony? 33 

A. No.  I’m not.  34 

II. AG/AARP & CUB ADJUSTMENT: FOCUSED ENERGY. FOR LIFE.  35 

Q. Have you reviewed portions of the direct testimonies of Mr. Brosch and Mr. Smith? 36 

A. Yes.  I have reviewed the portions of Mr. Brosch's and Mr. Smith's testimony regarding 37 

their adjustments to remove costs that AIC incurred in 2011 for certain customer 38 

communications that AG/AARP and CUB refer to collectively as Focused Energy. For Life. 39 

advertising.  Their adjustments amount to a disallowance of $604,000 from the electric costs 40 

included in the 2011 revenue requirement for Account 909.  (AG/AARP Ex. 1.3, p. 6 of 7; CUB 41 

Ex. 1.2, p.10 of 12.) 42 
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 What is the basis for AG/AARP's proposed disallowance? Q.43 

A. AG/AARP witness Mr. Brosch claims the expenses are "image enhancement advertising 44 

that is not necessary to provide regulated delivery service and appears to be intended to promote 45 

favorable public opinion of Ameren at ratepayers' expense."  (AG/AARP Ex. 1.0, p. 36.)  In 46 

support of his adjustment, Mr. Brosch cites WPC-8 (p. 18), the cost worksheet for advertising 47 

costs that AIC submitted as a workpaper with its direct filing.  He argues, "Customers need not 48 

pay for advertising that reminds them that the utility provides electric delivery services around 49 

the clock or that electricity is essential to living."  (AG/AARP Ex. 1.0, p. 36.)  These are 50 

"discretionary expenses," he contends that AIC has elected to incur to "enhance its public 51 

reputation" and "remind customers that it is doing its job."   52 

Q. What is the basis for CUB's proposed disallowance? 53 

A. CUB witness Mr. Smith argues that a review of the advertisements related to Focused 54 

Energy. For Life. provided in the AIC's response to Staff data request MHE 2.07 demonstrates 55 

that these expenses are "basically institutional corporate image building, rather than information 56 

and educational."  (CUB Ex. 1.0, p. 33.) 57 

Q. Please respond to the adjustments by AG/AARP and CUB to remove these 58 

advertising dollars from the formula rate revenue requirement. 59 

A. To address AG/AARP and CUB's proposed disallowances properly, multiple factors need 60 

to be considered: 61 

 Although each of the messages concludes with the tagline, Focused Energy. For Life., in 62 

conjunction with the logo, the advertising in question should not be thought of simply as 63 

Focused Energy. For Life. advertising.  Rather, it is a series of educational messages distributed 64 

via mass media, which is the most cost effective means of reaching AIC's 1.2 million electric 65 
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customers over its 43,000 square-mile territory.  The messages were classified as Focused 66 

Energy. For Life. messages internally as a way to identify them all as part of the same customer 67 

education initiative. 68 

 Though not an attorney, it is my understanding the advertising costs associated with this 69 

initiative are considered allowable by AIC based on the following categories set forth in Section 70 

9-225(3) of the Public Utilities Act (PUA or Act) and Part 295 of the Illinois Commerce 71 

Commission’s (Commission) administrative rules:   72 

"The following categories of advertising shall be considered allowable operating 73 
expenses for gas, electric, water, or sewer utilities: 74 
 75 
(a) Advertising which informs consumers how they can conserve energy or water, 76 
reduce peak demand for electric or gas energy, or reduce demand for water: 77 

For example, AIC's advertisements included various messages concerning how to conserve 78 

energy, such as switching to CFL bulbs and unplugging appliances that are not in use as ways to 79 

conserve, and directing customers to ActOnEnergy.com, the website containing no/low cost 80 

conservation tips and energy efficiency programs. 81 

(c) Advertising regarding service interruptions, safety measures or emergency 82 
conditions;   83 

With respect to the above rule, several safety messages were produced on storm safety warnings 84 

to customers (e.g., to stay away from downed lines that can be hidden under storm debris and be 85 

aware of overhead lines when working outdoors).  86 

(g) Advertising regarding customer service which directly relates to the utility 87 
service received by the customer, identifies company employees and their 88 
functions, explains the company's terms and conditions of service and identifies 89 
the location and operating hours of company business offices;  90 

For example, due to the merger of the three legacy companies into one with a new company 91 

name, existing legacy company advertisements had to be revised.  Customers would have been 92 
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misled and confused, if the legacy names AmerenCIPS, AmerenCILCO or AmerenIP, entities 93 

that no longer existed, continued to be used.  94 

(i) "Other" categories of advertisements not includable in paragraphs (a) through 95 
(h), but which are not political, promotional, institutional or goodwill 96 
advertisements.   97 

For example, the Company has introduced messages designed to explain that smart grid 98 

technologies are used to enhance system reliability.  Such messages are not in the nature of 99 

political, promotional, institutional or goodwill advertisements.   100 

 Moreover, the Act narrowly defines potentially disallowable advertising. 101 

"Promotional advertising" is advertising "for the purpose of encouraging any 102 
person to select or use the service or additional service of a utility or the selection 103 
or installation of any appliance or equipment designed to use such utility's 104 
service."  220 ILCS 5/9-225(1)(c).  "Goodwill or institutional advertising" is 105 
advertising "either on a local or national basis designed primarily to bring the 106 
utility's name before the general public in such a way as to improve the image of 107 
the utility or to promote controversial issues for the utility or the industry."  220 108 
ILCS 5/9-225(1)(d). 109 

The messages associated with this initiative were not designed to encourage anyone to select or 110 

use the service or additional service of a utility or any appliance or equipment designed to use 111 

such utility's service; nor were they designed as image advertising or in regard to controversial 112 

issues.  Rather, the messages contained information related to topics of key importance to our 113 

customers as identified in customer research.  Furthermore, none of the educational messages 114 

was designed specifically to "remind customers that the utility provides electric delivery services 115 

around the clock or that electricity is essential to living" as stated by Mr. Bosch. 116 

 As Director of Identity and Customer Education for AMS, what is your involvement Q.117 

in the development of AIC's advertising? 118 

A. I am involved in developing and producing messages to educate customers on topics of 119 

importance as identified through customer research. 120 
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 Please explain generally the process for developing advertisements for Ameren's Q.121 

regulated subsidiaries. 122 

A. The process for determining mass media messages is based on quantitative research, and 123 

in some instances qualitative research, with customers to determine their level of satisfaction 124 

with communications from their utility and on which topics of information they deem important 125 

or of interest from their utility.  Messages on those topics are developed and in many cases tested 126 

with customers to ensure that the customer deems the information informative and helpful. 127 

Q. What is the intended reason for using Focused Energy. For Life. in these 128 

advertisements? 129 

A. Focused Energy. For Life. was used in conjunction with the logo as a consistent ending 130 

to all of the messages to tie them together as messages from the utility.  The reason for the 131 

advertisements was to inform our customers about things the Company is doing or can offer 132 

customers in various areas of importance to them, again based on customer research. 133 

 When did Ameren begin using the Focused Energy. For Life. message? Q.134 

A. Ameren introduced the Focused Energy. For Life. tagline in 2011 in connection with a 135 

broader customer communication and education effort that was taking place in the wake of the 136 

AIC and Union Electric Company d/b/a Ameren Missouri (Ameren Missiour) corporate name 137 

changes and the merger of the three Illinois legacy utilities.  The commercials were developed 138 

and researched in 2010, produced in the first half of 2011 and aired in fall of 2011. 139 

Q. Please describe the broader customer communication and education effort that was 140 

taking place during 2011. 141 
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A. The goal of the customer communication and education effort was to ensure that AIC was 142 

adequately and accurately informing its customers on issues of importance to them.  The 143 

effectiveness of the operating companies' customer communications is evaluated through various 144 

customer research.  For example, JD Power customer satisfaction scores in 2010 and 2011 145 

showed AIC’s Communications scores lagging the Midwest average scores and showed 146 

that AIC’s scores put it in 3rd quartile.  Components of the JD Powers’ Communications score 147 

include: 148 

o Effort to communicate changes that might affect you.  149 
o Keeping you informed about keeping costs low.   150 
o Communications on how to be safe around electricity.  151 
o Usefulness of suggestions on ways to reduce your bill.  152 
o Creating messages that get your attention.   153 
o Overall Communications. 154 
 155 

 These components of the communications category are assigned by JD Power in the 156 

customer survey design based on JD Power methodology to determine customer satisfaction in 157 

relation to communications.  Through our research, we also identified several key issues of 158 

customer importance, which included managing energy use and cost.  As a result, the Company 159 

developed additional messages on no/low cost energy conservation tips and energy efficiency.  160 

The results of this research led the Company to identify a need for an improved customer 161 

communication and education effort.  In addition, AIC continued to develop and publish safety 162 

and reliability messages as well during this time. 163 

Q. What did AIC hope to accomplish through this customer communication and 164 

education effort? 165 

A. The purpose of the customer education effort was to educate and inform customers on 166 

issues of importance as identified in customer research and to do so in a cost effective manner.  167 

This included customer education on energy efficiency customer programs and tools available, 168 



Ameren Exhibit 17.0 
Page 8 of 14 

the actions AIC was taking to improve reliability, and ways to stay safe around electricity.  This 169 

also included an emphasis on directing customers to additional information and resources 170 

available on Ameren's websites.   171 

 The messages were distributed via mass media since the Company can reach the vast 172 

majority of its 1.2 million electric customers over its 43,000 square mile territory through five 173 

media markets at a lower cost per thousand than via channels such as direct mail.  For example, 174 

IL TV dominant media area (DMA) markets, Champaign-Springfield-Decatur, Peoria-175 

Bloomington, Quincy-Hannibal-Keokuk, St. Louis, and Paducah-Cape Girardeau-Harrisburg, 176 

cost-effectively reach the bulk of AIC customers. Supplemental radio, print or cable ads are used 177 

for customers in non-DMA customer markets.  For example, if the cost to write, design, print and 178 

mail 1.2 million direct mail pieces is 50 cents each, the cost of a one-time contact with those 179 

customers equals $600,000.  AIC can message to its customers via television in all five media 180 

markets for 10 weeks consistently at a cost of approximately $430,000.   181 

Q. What were areas of customer communication and education that AIC targeted for 182 

improvement? 183 

A. There were two main goals: to ensure customer clarity around the fact that the three long-184 

standing legacy companies had legally become one operating company named AIC.  Prior to the 185 

merger, there had been instances of media and/or customer confusion, especially in shared 186 

Illinois and Missouri media markets (43% of AIC customers are in shared DMAs with Missouri), 187 

as well as some clarity issues on the service provider's process required where territory 188 

boundaries among the three legacy companies intersected.  We anticipated that converting to 189 

geographic- based nomenclature and realigning our advertising in Illinois around the AIC name 190 

and logo would help to reduce these issues.  In addition, over the long-term, the use of the single 191 
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AIC name and logo would eventually lead to savings in production costs (prior to the merger, 192 

media messages had to be tagged with three different company logos requiring additional 193 

production cost as well as different digital files created for the various media outlets). 194 

Second, as mentioned above, we wanted to refocus our communications to target our 195 

customers' priorities using the most cost effective means to reach our customers.  This entailed 196 

research to identify the issues that matter most to our customers, to identify the preferred method 197 

of communicating messages to our customers on those issues, and to identify how best to 198 

encourage our customers to take advantage of additional information and resources that are 199 

readily available to them, when they want or need it.  The expectation was that this effort would 200 

lead to increased customer awareness and increased customer satisfaction over time. 201 

Q. Can you provide some examples of past instances of media reporting that could 202 

contribute to customer confusion or misinformation? 203 

A. Yes.  We have media clips from the shared media markets showing this, for example, a 204 

news story about an Illinois rate case that incorrectly used the AmerenUE logo on screen.  205 

Following the name change, during the winter storms of early 2011, the media in the largest 206 

shared DMA market was accurately delineating information that pertained specifically to AIC 207 

customer outages, the correct AIC customer service number and correctly quoted the head of 208 

AIC operations, Mr. Ronald Pate, on restoration efforts, thereby clearly and accurately 209 

communicating important information to AIC customers. 210 

Q. How did AIC determine how best to encourage customers to take advantage of 211 

other available resources? 212 

A. Since the nature of information related to the energy delivery system or energy 213 

conservation and efficiency is often complex or lengthy, the Company maintains a variety of 214 
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websites to provide customers with detailed information.  In Illinois, those sites include 215 

Ameren.com (with and AmerenIllinois.com sub site), ActOnEnergy.com for energy efficiency 216 

and safety information and education resources for teachers and students at 217 

KidsActOnEnergy.com, and IllinoisOutage.com – also accessible from Ameren.com.  The mass 218 

media messages are all tagged with the appropriate URL to direct customers to more 219 

information.  Media habits research also shows an increase in the simultaneous use of TV 220 

viewing and digital channels, making this an effective strategy.  Those without web access can 221 

contact customer service to request additional information on any topic. 222 

Q. Has website traffic increased since 2010? 223 

A. Yes, following the first wave of the media campaign in 2011, web traffic data showed 224 

increases related to the topics. 225 

Q. Have you reviewed Schedule WPC-8, which AIC provided in its direct filing, 226 

specifically the pages detailing the advertisements designated under Focused Energy. For 227 

Life.? 228 

A. Yes, I have reviewed pages 18-20 of Schedule WPC-8, and am familiar generally with 229 

the various cost categories identified on those pages designated under Focused Energy. For Life. 230 

Q. What are the "2011 Creative Strategy Updates and Deliverables" costs listed on 231 

page 18? 232 

A. These costs were for assistance with various components of developing the plans and 233 

messages for the customer education initiative, including developing the guidelines for use of the 234 

new AIC nomenclature in all forms of communication.    235 
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Q. What are the "Customer Study of new FEFL promise to our customers" costs listed 236 

on page 18? 237 

A. This relates to qualitative research conducted to assess customer satisfaction around 238 

several dimensions, adding safety, prior to the launch of Focused Energy. For Life in the fall of 239 

2011.  Four hundred residential customers were surveyed in March 2011 about what topics were 240 

important to them to learn more about.  AIC used the data to help education our customers on 241 

topics they cared about (i.e. saving more by using less- energy efficiency discounts and 242 

incentives).    243 

Q. What are the "Corporate consultation support – Allocated to AIC" costs listed on 244 

page 19? 245 

A. These costs were for assistance in conducting customer research and developing the plans 246 

and messages for the customer education initiative. 247 

Q. What are the "Preparation and implementation of education for our employees to 248 

understand FEFL and be able to communicate to customers" training costs listed on page 249 

19? 250 

A. These costs were for development and production of materials to educate employees on 251 

the customer education effort taking place so they could properly address customer questions 252 

about the messages being aired and understand and explain the reasons behind the initiative. 253 

Q. What are the "Ameren Journal – Internal newspaper communication regarding 254 

FEFL, our promise" costs listed on page 19? 255 
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A. This material was created to educate employees on the customer education effort taking 256 

place so they could properly address customer questions about the messages being aired and 257 

understand and explain the reasons behind the initiative. 258 

Q. What are the "Revisions to Collateral" costs listed on page 20? 259 

A. These costs covered necessary revisions to materials due to the name change associated 260 

with the consolidation of the three legacy companies to AIC.  261 

Q. Please explain why these costs are necessary for the provision of utility service or 262 

beneficial to customers. 263 

A. Communications is an integral part of serving customers and is beneficial because it is 264 

the primary way that the Company provides information on topics customers deem important: 265 

making them aware of programs and services to conserve energy or manage their use, helping 266 

them to stay safe around electricity, and explaining enhancements that will make their service 267 

more reliable. 268 

Q. Did AIC incur any of these costs to improve AIC's image or promote a controversial 269 

issue for AIC? 270 

A. No. 271 

Q. Do you agree with Mr. Brosch's opinion that these costs were incurred to remind 272 

customers that "the utility provides electric delivery services around the clock or that 273 

electricity is essential to living" or that "AIC is doing its job"? 274 

A. No.  These messages provide information pertinent to specific topics of importance to our 275 

customers.  None of these messages states that the Company is providing service around the 276 

clock or is meant to remind customers that the Company is merely doing its job. 277 
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Q. Did you also review the advertisement examples provided in response to Staff data 278 

request MHE 2.07 that Mr. Smith reviewed? 279 

A. Yes.   280 

Q. Do you agree with Mr. Smith's opinion that these advertisements are "basically 281 

institutional corporate image building, rather than information and educational"? 282 

A. No. As clearly stated in the material (MHE2.07 Attach 3_Ameren Journal FEFL Insert:  283 

Our message subjects—such as reliability enhancements and energy efficiency tips—are based 284 

on customer research conducted within the past year.  Also as clearly stated in the material: Yet, 285 

this is not just an image campaign; rather, it is an effort to educate our customers and ensure 286 

they know we are a resource for energy advice and information—their energy advisor. 287 

Q. Can you sum up why you believe that these costs should not be disallowed? 288 

A. Yes.  The education campaign was designed to inform our customers on various topics 289 

that are important to them.  To develop effective communications, messages must be relevant 290 

and attention-getting.  The messages produced for this customer education effort show a 291 

customer asking a question that is answered by an actual employee.  There were no paid actors 292 

employed in the production of these messages and the customers shown are actual customers 293 

asking questions that real customers care about.  By asking and answering these questions via 294 

mass media, the Company is cost-effectively educating its customers across its 43,000 square-295 

mile territory.  Research shows that customers who recall higher levels of communication from 296 

their utility company are more satisfied.  AIC seeks to satisfy all the needs of its customers, 297 

including the need for accurate, timely information on services related to topics such as energy 298 

conservation, safety and reliability. 299 



Ameren Exhibit 17.0 
Page 14 of 14 

III. CONCLUSION 300 

Q. Does this conclude your rebuttal testimony? 301 

A. Yes, it does. 302 
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APPENDIX 

STATEMENT OF QUALIFICATIONS 
GERALYNN M. LORD 

 
 I am Director, Identity and Education of Ameren Corporation.  I earned a Bachelor of 

Arts degree in Communications from the University of Iowa with High Distinction, Phi Beta 

Kappa in 1982.  I also completed the Utility Executive Course, University of Idaho, 2011. 

 In 1984, I joined the Iowa Gas Company, Des Moines, Iowa, in Public Relations.  During 

the bulk of my career — between mid-1986 and 2010 when I joined Ameren Corporation — I 

worked for various marketing communications firms, and as an independent communications 

consultant, for clients in a variety of industries and disciplines: education, financial, healthcare, 

energy, manufacturing and retail.   

In my current position at Ameren Corporation, I manage the digital communications 

team, corporate public relations and customer education initiatives, as well as conduct employee 

education on Ameren's communications initiatives.  In this role, I also work with the 

communications teams of Ameren's subsidiary companies to coordinate messaging development 

based on customer research and ensure clarity, particularly in the shared media markets that 

reach 70% of Ameren's combined Illinois and Missouri customers.   
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