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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. Are you the same Geralynn M. Lord who previously sponsored testimony in this 15 

proceeding? 16 

A. Yes, I sponsored rebuttal testimony on behalf of Ameren Illinois Company d/b/a Ameren 17 

Illinois (AIC or the Company). 18 

B. Purpose, Scope and Identification of Exhibits 19 

Q. What is the purpose of your surrebuttal testimony? 20 

A. The purpose of my testimony is to respond to the rebuttal testimony of certain Illinois 21 

Commerce Commission (Commission) Staff (Staff) and Intervenor witnesses.  Specifically I 22 
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respond to Staff witness, Ms. Karen Chang, Illinois Attorney General (AG)/AARP witness, Mr. 23 

Michael Brosch, and Citizens Utility Board (CUB) witness, Mr. Ralph Smith, on their 24 

adjustments to disallow Account 909 advertising costs that AIC incurred in 2011 related to 25 

certain customer communications that the parties refer to collectively as Focused Energy. For 26 

Life. advertising. 27 

Q. Are you sponsoring any exhibits in support of your testimony? 28 

A. Yes.  I am sponsoring following exhibits with my surrebuttal testimony. 29 

• Ameren Exhibit 25.1:  Advertising Scripts 30 

• Ameren Exhibit 25.2:  Corebrand Research Costs 31 

II. STAFF AND INTERVENORS ADJUSTMENT: FOCUSED ENERGY. FOR LIFE. 32 

Q. Please describe the adjustments proposed by Staff, AG/AARP and CUB to disallow 33 

costs associated with the development and roll out of the Focused Energy. For Life. value 34 

statement and related advertisements.   35 

A. Ms. Chang adopts the adjustment proposed by Mr. Brosch in his direct testimony to 36 

disallow 100% of the costs that appear on pages 17-19 of Schedule WPC-8 (Ameren Exhibit 37 

14.2).  Her adjustment amounts to a decrease of $604,000 or approximately 25% of the $2.438 38 

million in advertising costs that AIC included in its electric formula rate revenue requirement.  39 

Mr. Smith proposes a similar adjustment to disallow all such costs.  Mr. Brosch, however, has 40 

revised his adjustment on rebuttal to proposal disallowance of only 50% of the associated costs. 41 

Q. Did you discuss these same costs in your rebuttal testimony? 42 

A. Yes.  These are the same advertising expenses that I discussed in my rebuttal testimony in 43 

this proceeding. 44 
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Q. Please explain again what specific advertising activities were included in this bucket 45 

of expenses. 46 

A. As explained in my rebuttal testimony, these advertising expenses were associated with a 47 

significant customer communication and education initiative that was taking place in the wake of 48 

the AIC and Union Electric Company d/b/a Ameren Missouri (Ameren Missouri) corporate 49 

name changes and the merger of the three Illinois legacy utility companies.  The initiative had 50 

certain broad goals: ensure customer clarity around the new operating company in Illinois; 51 

identify key issues of customer importance; develop messages around our customers’ priorities; 52 

and deliver those messages to our customers in a cost effective way.  As I discussed on pages 10-53 

12 of my rebuttal, the costs that are delineated on pages 17-19 of WPC-8 (Ameren Exhibit 14.2) 54 

included costs for developing guidelines, plans and messages for this initiative; qualitative 55 

research to assess customer satisfaction; outside consulting fees to assist in conducting customer 56 

research and developing plans and messages for the initiative; development and production of 57 

materials to educate employees on the initiatives; internal newspaper communication regarding 58 

the initiative; and necessary revisions to materials due to the corporate name change.   59 

 What rationales have the parties offered on rebuttal in support of their Q.60 

disallowances? 61 

A. Ms. Chang claims, “The campaign appears to be an initiative to portray a positive 62 

Company image or identity to the public.  Thus the campaign is goodwill advertising and an 63 

attempt for name branding.”  (ICC Staff Ex. 8.0, ll. 271-73.)  Mr. Smith claims, “The ‘Focused 64 

Energy. For Life.” corporate advertising campaign is essentially a corporate branding campaign, 65 

and the cost of this should be borne by shareholders.”  (CUB Ex. 2.0, ll. 727-729.)  Mr. Brosch, 66 

however, finds the communications effort and costs served a dual purpose: (1) to develop 67 
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messaging for and provide information to customers that is allowable advertising under the 68 

Commission’s rules; (2) to enhance or improve the public image and reputation of AIC.  69 

(AG/AARP Ex. 3.0, ll. 801-854.)   70 

Q. What information did the parties review in coming to these conclusions? 71 

A. In support of her adjustment, Ms. Chang reviewed the direct testimony of Mr. Brosch and 72 

Ameren Schedule WPC-8, the advertising cost worksheet that was submitted with the direct case 73 

filing back in April 2012 and attached to AIC witness, Ms. Kathleen Pagel’s rebuttal testimony 74 

as Ameren Exhibit 14.2.  Mr. Smith reviewed my rebuttal testimony.  He also reviewed two 75 

examples of messaging that AIC submitted previously in its response to Staff Data Request MHE 76 

2.07.  Mr. Brosch appears to have conducted the most robust review of the three witnesses, 77 

examining additional voluminous supporting documentation that AIC produced in response to 78 

AG Data Requests 6.24-6.27, in addition to my rebuttal testimony.   79 

Q. In addition to the documentation the parties reviewed, what other documentation 80 

did AIC provide the parties in support of the costs for this initiative or as examples of 81 

messaging that resulted from this initiative? 82 

A. First, as shown on pages 17-19 of WPC-8 (Ameren Exhibit 14.2), AIC submitted 83 

vouchers in support of these costs in its April 2012 filing with the Commission.  Ameren Exhibit 84 

14.3, which was sponsored by Ms. Pagel, contains additional information on the description of 85 

billed service and customer benefit for each voucher.  Ms. Pagel sponsors Ameren Exhibit 24.3, 86 

which is a version of Ameren Exhibit 14.3 in which each voucher listed on pages 17-19 of WPC-87 

8 has been highlighted.  Ameren Exhibit 24.3 contains additional information sponsored by Ms. 88 

Pagel on the customer benefits associated with the particular voucher and a description of the 89 

work and billed services.  Second, the response to Staff Data Request MHE 2.07 Attach 1 90 
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included additional journal entry detail on the costs for the work done in 2011 on the initiative, 91 

with links to specific television and radio and Internet messages.  Lastly, examples of scripts that 92 

resulted from this initiative and ran in 2011 were included in the Company's response to Staff 93 

Data Request KC 14.01.  Those scripts and other 2011 scripts from this initiative have been 94 

attached to my surrebuttal testimony as Ameren Exhibit 25.1.   95 

 Please respond to Ms. Chang’s claim that this initiative was nothing other than a Q.96 

campaign “to portray a positive Company image or identity to the public.”  97 

A. As stated in my rebuttal testimony, the purpose of the customer education campaign was 98 

to educate customers on energy conservation, energy efficiency customer programs and tools 99 

available as well as the actions the utility was taking to improve reliability through smart grid 100 

enhancements on the system, and ways to stay safe around electricity, and then direct them to 101 

additional information and resources available on Ameren Corporation's (Ameren) websites.  102 

This purpose is evident from the materials where, for example, how to protect oneself from 103 

electrical shock is addressed.   104 

Q. Please respond to Mr. Smith’s claim that this initiative was “essentially a corporate 105 

branding campaign,” the cost of which should be borne by shareholders, and that the two 106 

examples of messaging he reviewed revealed the initiative to be “corporate branding and 107 

image building” in content. 108 

A. Based on Mr. Smith's comments about the content of the material he reviewed, it is clear 109 

that he was confused as to which materials were actually provided to customers as part of this 110 

initiative.  In his testimony (lines 737 - 766) he references: "The advertisement, 'Employees 111 

bring 'Focused Energy' to life"…, which was copy from the front page of an employee 112 

newspaper insert.  It is clear from his reference to this material that he also incorrectly identified 113 
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several articles from this same employee newspaper insert as advertisements.  The material he is 114 

citing was not advertising as he states; it was all contained in an insert in the Ameren Journal, 115 

our employee newspaper.  The insert was designed to explain the initiative to employees.   116 

Q. Can you provide an example from the Ameren Journal insert to which you are 117 

referring? 118 

A. Yes.  On the masthead on the front of the insert, it clearly states: July – August 2011 119 

SPECIAL REPORT Ameren Journal and Ameren Journal is the name of our employee 120 

newspaper which does not go to the public.  Also, in the employee newspaper article titled Q & 121 

A: More than an energy provider…an energy advisor, it states: 122 

Q: How was the format for the educational campaign decided? 123 

A: Educational messages that will begin airing this fall in Missouri and Illinois 124 
feature customers asking questions and our employees answering them. We chose 125 
this format for several reasons: It’s a straightforward way to educate our 126 
customers about what we’re doing. It positions us as a resource that customers can 127 
go to for energy answers and advice. It’s a flexible format that can continue to be 128 
used as our focus changes or as we need to offer new information. 129 

This shows that the insert was used to educate employees about the initiative.  Furthermore, he 130 

also states that "This 'Focused Energy. For Life.' advertisement similarly has no specific 131 

information on energy conservation, safety or reliability and is corporate image building in 132 

nature."  The material he is referring to (the 2011 allocated electric portion of which is $12,380) 133 

was never used nor intended as advertising or aimed at customers.  The actual scripts and online 134 

messages associated with the public education campaign show that the content in the customer 135 

education campaign included energy conservation, energy efficiency, safety, and reliability 136 

messages.   137 
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Q. Can you point to other examples of messaging that resulted from this initiative that 138 

were provided in the materials submitted to the Commission? 139 

A. As noted above, examples of the actual scripts used to develop the public education 140 

campaign were provided in response to ICC Staff Data Request KC 14.01.  Here are examples of 141 

the scripts from the Internet banners: 142 

"Downed power lines are dangerous.  Stay away. Stay Safe.  Learn more." (click 143 
button—links viewer to Ameren.com.) 144 

"A smart grid reduces outages. Learn more." (click button—links viewer to 145 
Ameren.com.) 146 

"Unplug, power down and save.  Learn more." (click button—links viewer to 147 
ActOnEnergy.com which is Ameren Illinois' energy efficiency website.) 148 

Q. Please respond to Mr. Brosch’s opinion that the initiative served “a dual purpose.”   149 

A. Mr. Brosch is referring to research that our consultant proposed be conducted to 150 

determine if a relationship existed between utility brands and shareholder value that could be 151 

validated.  The consultant located a company named Corebrand that claimed to have a formula 152 

for making such a determination for Ameren and its subsidiaries.  After reviewing Corebrand's 153 

materials and methodology, we did not believe that their methodology was correct in making the 154 

correlations they claimed and therefore, decided not to pursue the project or do business with the 155 

company.  Since this was a research initiative led by our consultant and aimed at determining a 156 

relationship to shareholder value, it is my opinion that it should not have been included in this 157 

case as a cost to ratepayers.  As a result, AIC agrees to remove the electric portion of this 158 

expense from the revenue requirement.  Ameren Exhibit 25.2 provides the invoice detail of the 159 

total costs incurred on this project.  The electric portion of this expense is $4,983.  It is my 160 

understanding that AIC will reflect this amount in the schedules it submits with its post-hearing 161 

briefing. 162 



Ameren Exhibit 25.0 
Page 8 of 11 

Q. In Mr. Brosch's testimony, he says you previously indicated that "some of the 163 

Focused Energy. For Life. campaign included messaging to revise existing legacy company 164 

advertisements to inform customers the AmerenCIPS, AmerenCILCO and AmerenIP 165 

entities no longer exist."  Did you produce ads to inform customers that these entities no 166 

longer exist? 167 

A. No, he is mistaken.  We did not revise existing legacy company advertisements to 168 

specifically inform customers that the AmerenCIPS, AmerenCILCO and AmerenIP entities no 169 

longer exist as stated by Mr. Brosch.  We did incur costs to revise various materials and existing 170 

ads to accurately reflect the correct name of the Company following the merger, but we did not 171 

produce any advertisements specifically to inform customers of the name change.   172 

Q. In Mr. Brosch's testimony, he refers to two documents (lines 837-854) supporting his 173 

recommendation of "a 50% disallowance factor, so as to recognize that these efforts and 174 

costs include some messaging that is allowable advertising under the Commission's rules, 175 

while also serving the dual purpose of enhancing the Company's image and reputation." 176 

How do you respond? 177 

A. Mr. Brosch references both, Confidential Attachment 20 to Data Request AG 6.24 at 178 

page 20 and Confidential Attachment 29 to Data Request AG 6.26 in coming to his conclusion 179 

that 50% of the costs associated with this initiative should be disallowed.  Both of those 180 

documents were part of research our consultant proposed be conducted to determine if a 181 

relationship existed between utility brands and shareholder value that could be validated.  It is 182 

my opinion the costs associated with that project should not have been included in this rate case 183 

and should be removed from consideration (see invoice summary, attached here as Ameren 184 

Exhibit 25.2).  It is not my opinion, however, that 50% of the costs associated with the customer 185 
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education campaign should be disallowed; only those costs associated with the research project 186 

referenced by Mr. Brosch. 187 

Q. Mr. Brosch also cites Attachment 5 to the AIC response to AG Data Request 6.24 as 188 

an explanation why video "advertising" is used.  Is he correct in applying all of the 189 

examples he referenced from the document to advertising? 190 

A. No.  Mr. Brosch was referencing AIC’s guidelines for "Graphics in Video 191 

Communications" which apply to all videos produced by Ameren.  The bullet points he 192 

references in his testimony apply more broadly than he insinuates. Videos are produced for a 193 

variety of uses, not just for television.  The Company uses video for employee training and a 194 

multitude of other purposes.  Therefore, Mr. Brosch's reference to "Generate a more positive 195 

perception in the minds of shareholders and encourage them to keep investing in Ameren" would 196 

apply to a video produced for the annual shareholder meeting, but not to messages aired on 197 

television about energy efficiency, safety or reliability as he insinuates.  Likewise, Ameren may 198 

produce a video to share with legislators or regulators, such as a recent video on Municipal 199 

Aggregation in Illinois. The guidelines referenced by Mr. Brosch would be used in production of 200 

that video as well.  The document does not state that the bullets he references apply only to 201 

advertising, so he has applied them incorrectly in his assertion that they all apply to video 202 

"advertising".  What is evident is that videos are produced for specific target audiences. It is 203 

illogical to lump all videos in one category in arguing for a disallowance.   204 

Q. Do you believe the costs associated with your topic of testimony are recoverable 205 

under the Commission's rules? 206 

A. Yes, with the exception of the research project cited above. Though not an attorney, it is 207 

my understanding the advertising costs associated with this initiative are considered allowable by 208 
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AIC based on the following categories set forth in Section 9-225(3) of the Public Utilities Act 209 

(PUA or Act) and Part 295 of the Commission’s administrative rules:   210 

"The following categories of advertising shall be considered allowable operating 211 
expenses for gas, electric, water, or sewer utilities: 212 
 213 
(a) Advertising which informs consumers how they can conserve energy or water, 214 
reduce peak demand for electric or gas energy, or reduce demand for water: 215 

For example, AIC's advertisements included various messages concerning how to conserve 216 

energy, such as switching to CFL bulbs and unplugging appliances that are not in use as ways to 217 

conserve, and directing customers to ActOnEnergy.com, the website containing no/low cost 218 

conservation tips and energy efficiency programs. 219 

(c) Advertising regarding service interruptions, safety measures or emergency 220 
conditions;   221 

With respect to the above rule, several safety messages were produced on storm safety warnings 222 

to customers (e.g., to stay away from downed lines that can be hidden under storm debris and be 223 

aware of overhead lines when working outdoors).  224 

(g) Advertising regarding customer service which directly relates to the utility 225 
service received by the customer, identifies company employees and their 226 
functions, explains the company's terms and conditions of service and identifies 227 
the location and operating hours of company business offices;  228 

For example, due to the merger of the three legacy companies into one with a new company 229 

name, existing legacy company advertisements had to be revised to accurately reflect the name 230 

of the Company.   231 

(i) "Other" categories of advertisements not includable in paragraphs (a) through 232 
(h), but which are not political, promotional, institutional or goodwill 233 
advertisements.   234 

As another example, the Company has introduced messages designed to explain that smart grid 235 

technologies are used to enhance system reliability.  Such messages are not in the nature of 236 

political, promotional, institutional or goodwill advertisements.   237 
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III. CONCLUSION 238 

Q. Does this conclude your surrebuttal testimony? 239 

A. Yes, it does.  240 
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