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Harnessing the power of data to help clients
achieve organizational goals.

2 O f
Data to support strategic decisions to improve on products and S\’
services. Since 1979, our experience with study and instrument
design, data collection, analysis, and formal presentation assists our

clients In identifying the "why” and "what's next.”

Digital Surveys

In-depth Interviews
ﬂ Telephone Surveys

Talent with a knowledge base in a wide range of industries and Focus Groups
methodologies ensures a 360° view of the challenges faced and the , Product/Concept Testing
expertise to address them. Journey Mapping
Solutions that are customized to provide a personalized approach r p
of understanding organizational, employee, and customer needs 0
allowing for more informed decisions. x '
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GreatBlue Research was commissioned by the Los Alamos County Department of Public Utilities

(hereinafter "the DPU") to conduct market research to understand their customers’ perceptions of
the utility and services provided.

The primary goals for this research study were to assess overall satisfaction with the DPU,

satisfaction with the quality and reliability of the DPU's services, and customers' perception of the
DPU's communication platforms.

In order to service these research goals, GreatBlue Research employed telephone and digital

survey methodologies to capture the opinions of residential and commercial customers of the
DPU.

The outcome of this research will enable the DPU to a) more clearly understand, and ultimately

set, customer expectations, b) act on near-term opportunities for improvement, and c) create a
strategic roadmap to increase customer satisfaction.
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The Los Alamos County Department of Public Utilities Voice
of Customer Survey leveraged a quantitative research
methodology to address the following areas of investigation:

e Ratings of the DPU's organizational characteristics

e Satisfaction with the quality of services received from
DPU

e Satisfaction with the reliability of services received from
DPU

e Satisfaction with customer service and field service

Are AS Of personnel

o Satisfaction with the rates paid for the quality of service

: : received
InveStlganon e Awareness and importance that the DPU is a

Community-Owned Municipal Utility

e Current and preferred methods of receiving information
about DPU

e Satisfaction with the quality of communication received
from DPU

e Satisfaction with the DPU's website's ease of navigation
and content

e Use and satisfaction with the DPU's self-service portal

e Demographic and firmographic profiles of respondents




Research Methodology Snapshot -
Residential

No. of Completes

Methodology No. of Questions Incentive Sample
. 631 * |
Digital 50 None Customer List
Target . _ | Research Dates
Quality Assurance Margin of Error Confidence Level
Residential January 4 -
Dual-level** 3.4% 95% 4
customers February 6, 2023

* This represents the total possible number of questions; not all respondents will answer all questions based on skip patterns and other instrument bias.
** Supervisory personnel, in addition to computer-aided interviewing platform, ensure the integrity of the data is accurate.
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Respondent Snapshot

This slide quantifies select data points to provide context for this research study. The data is not meant to be proportional
to population contribution, rather to provide an empirical view into the demographic profile of the participants.

Household Size

/"—

One (just myself)
Two

Three

Four
Five

Six | 1.3%

Seven or more 1 0.1%

Prefer notto
answe

2.6%
Two or Fewer
Three to Five

SiX or more

23.1%

43.9%

66

0% 295%

90%

73%

O

AN

J

Rent or Own

82.2%

2.8%

0% 25% 90% 13% 100%

. Own . Rent Prefer not to answer

— Length of Time as Customer

Less than 1 year

1 to less than 5
years

27.9%

O to less than 10
years

11.9%

10 to less than 15
years

8.1%

15 to less than 20
years

6.0%

20 years or more 34.7%

Prefer not to
answer

0% 25% 50%

15%

J
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Respondent Snapshot

This slide quantifies select data points to provide context for this research study. The data is not meant to be proportional
to population contribution, rather to provide an empirical view into the demographic profile of the participants.

—Age

18 to 24 | 0.6%

25 to 34 13.4%

39 to 44 16.0%

495 to 54 16.2%

00 to 64 17.6%

65 to 74 19.4%

/5 or older 11.9%

Prefer not to
answer

0% 20%

40%

~—— Education

Eighth grade or less

Some high school

High school graduate
or GED

Some technica
schoo

Technical schoo
graduate

Some college

College graduate

Post-graduate or
professional degree

Prefer not to answer

0.1%
0.1%

I 1.8%

0.3%

2.2%

29.7%

90.4%

9.9%

0%

25% 90% 13%

~— Income

Under $9,999 | 1.3%

$10,000 to less than 0
$25 000 2.1%

$25.000 to less than 0
$40 000 2.8%

$40.000 to less than o
$50.000 1.9%

$50,000 to less than 0
$60 000 2.2%

$60.000 to less than
$75,000

$75,000 to less than
$100,000

$100,000 to less than
$150,000

9.1%

8.7%
19.8%
$150,000 or more 30.8%

295.3%

Prefer not to answer

0% 295% 90% 795%
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Research Methodology Snapshot:
Commercial

No. of Completes

Methodology No. of Questions Incentive Sample
| [ | 39 |
Digital / Telephone (25 phone + 14 online) 42 None Customer List
Target | | | Research Dates
Quality Assurance Margin of Error Confidence Level
Commercial January 4 -
Dual-level** 14.9% 95% 4
customers February 6, 2023

* This represents the total possible number of questions; not all respondents will answer all questions based on skip patterns and other instrument bias.
** Supervisory personnel, in addition to computer-aided interviewing platform, ensure the integrity of the data is accurate.
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The DPU received decreased ratings from commercial respondents for their satisfaction with the reliability
of DPU's natural gas service (-17.7 percentage points) and water service (-12.6 percentage points).

Commercial customers are decreasingly finding DPU's natural gas and water services to be reliable.

Knowing that natural gas and water are critical resources for many businesses, it Is recommended that
the DPU investigate any specific issues businesses have experienced over the past year that have
resulted in decreased satisfaction with the reliability of the DPU's services. This may be accomplished
through in-depth interviews with any commercial customers who reported lower levels of satisfaction with
the DPU's natural gas or water service. The moderators of these interviews may ask participants to
explain specific iInstances where they either experienced issues with their water supply or natural gas
avallability that resulted in reduced satisfaction with the reliability of the DPU's services.
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Residential (65.3% from 67.7% In 2022) and commercial (59.0% from 68.4% In 2022) respondents reported

decreased awareness that the DPU is a Community-Owned Municipal Utility. Despite this, the majority of

respondents (85.3% residential, 87.2% commercial) reported it Is important to maintain local control of their
municipal utility.

While customers continue to find local and community ownership of their utility company to be important, fewer
customers are aware that the DPU is a Community-Owned Municipal Ultility.

It Is recommended that the DPU Increase its communication to customers about its ownership structure in
order to improve awareness that the DPU is a Community-Owned Municipal Utility. This may be done through
providing educational materials that detail the benefits of being a customer of a Community-Owned Municipal

Utility, such as lower rates, greater reliability of service and the abillity for customers to be more involved In
utility operations through attendance at board meetings.
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One-fifth of residents (20.3%) and 17.9% of businesses reported they have used the DPU's Automated
Metering Portal. Additionally, less than three-fifths of respondents (56.4% residential, 54.5% commercial)
provided positive ratings for the DPU "helping customers conserve electricity, gas and water.”

There i1s a segment of customers who do not feel the DPU helps them to conserve electricity, gas and
water, and the majority of customers are not using the Automated Metering Portal for the purpose of
viewing and managing electric, gas and water usage.

The DPU should increase its communication about the availability of the Automated Metering Portal and
the ways customers can use this portal in order to view and manage their electric, gas and water usage,

as this portal can serve as a tool for customers to conserve their usage and understand areas where they
need to reduce their usage.

Slide /




When rating the DPU on a series of organizational characteristics, residential respondents provided an increased average
positive rating of 69.8% (over 64.2% in 2022). Of note, residential respondents provided increased ratings for "community
outreach” (+9.7 percentage points), "being transparent about company operations and policies” (+8.3 percentage points) and
"helping customers conserve electricity, gas and water" (+7.8 percentage points). However, commercial respondents provided
a decreased average rating of 63.8% (from 67.6% In 2022). Commercial respondents provided decreased ratings for
"community outreach” (-20.7 percentage points), "providing good service and value for the cost of the service” (-10.9
percentage points) and "being transparent about company operations and policies” (-10.0 percentage points).

Residential

Commercial

Public Power Data Source

2022

Responding promptly to customer questions and
i complaints

llllll
"o

llllll
e

llllll
e
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Among the 155 residential respondents who provided poor

ratings for DPU for any company characteristic, the majority

Indicated this Is due to the "cost / too expenswe (15 5%),
"frequent outages / unreliable service” (10.3%)" or "poor
communication / lack of information / not responsive”

(10.3%).

Among the 10 commercial respondents who provided poor
ratings for DPU for any company characteristic,
respondents indicated this was because of the "cost / too
expensive" (20.0%), "poor communication / lack of
Information / not responsive” (20.0%), "poor customer
service / support” (10.0%), "billing issues” (10.0%) or
"overall improvement needed” (10.0%).

Please indicate why you provided a poor rating for DPU?
(Top 13 values shown)

2023

Residential Commercial

s — R —
T s S P
e e S o
P arwessttesssanns uo o .
R ———E— TR R
T e e S
P By S S
e e A .
S e R
T — e e S
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e i .
e — S o
e e S
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Increased Satisfaction with Quality of Water and
Wastewater Services

An increased frequency of residential respondents reported being satisfied with the quality of water (+3.1 percentage points)
and wastewater (+1.7 percentage points) service they receive from DPU. While an increased frequency of commercial
respondents reported being satisfied with the quality of the wastewater service they receive from DPU (+3.0 percentage
points) a decreased frequency reported satisfaction with the quality of the water service they receive from DPU (-10.5
percentage points).

How satisfied are you with the quality of the service(s) you receive from DPU. (Total "satisfied”) (w/o "don't know”
and "N/A - | don't receive this service" responses)

Residential Commercial
2022 2023 2022 2023
Electnc ................................................................................................................................ o o o o
Naturaleas ............................................................................................................................................... 974% .................................................... 979% .................................................... 9 44%882% ..........................
Water .............................................................................................................................................................. 923% .................................................... 954% ................................................... 1 000%895% ..........................
Wastewater ............................................................................................................................................... 947% .................................................... 964% .................................................... 882% .................................................. 912% ..........................
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Decreased Satisfaction with Reliability of Natural
Gas and \Water Services

While an increased frequency of residential respondents reported being satisfied with the reliability of the electric service they
receive from DPU (+11.3 percentage points), a decreased frequency reported being satisfied with the reliability of the natural
gas service they receive from DPU (-1.7 percentage points). A decreased frequency of commercial respondents reported
being satisfied with the reliability of the water service (-15.8 percentage points) and natural gas service (-12.0 percentage
points) they receive from DPU.

Please indicate how satisfied you are with the reliability of the service(s) you receive from DPU. (Total
"satisfied"”) (w/o "don't know" and "N/A - | don't recelve this service" responses)

Residential Commercial
2022 2023 2022 2023
Electnc ................................................................................................................................ o 835% o e
Naturaleas ............................................................................................................................................... 991% .................................................. 974% .................................................... 9 44%824% ..........................
Water .............................................................................................................................................................. 975% .................................................... 961% ................................................... 1 000%842% ..........................
Wastewater ............................................................................................................................................... 986% .................................................... 972% .................................................... 882%848% ..........................

Slide / 18




Satisfied with Customer Service Department

Among the 396 residential respondents who contacted DPU in the last 12 months, this was primarily for a "billing question”
(24.7%), to "'move In / out” (18.2%) or for a "payment or pay arrangement” (12.1%). Commercial customers who contacted
DPU In the last 12 months primarily reported doing so for a "billing question™ (48.0%) or an "electric service problem, question,
Issue or concern” (20.0%). The majority of residential (85.9% over 85.2% In 2022) and commercial (88.0% over 81.8% In
2022) respondents reported being satisfied with the service provided by the customer service department.

If you have recently contacted DPU in the last 12
months, what was the purpose of the contact?

(Top 8 responses shown) 2023

Residential  Commercial
Samp/esfze .................................................................. o .
B,”mgquest,on ........................................................................ 2 47%430% .............
Mwemmm ............................................................................. 1 32% ......................... 40% ..............
paymenmrpayarrangement ..................................... 1 21% ......................... 40% ..............
Fslseﬂ?g ?ggﬂgzrﬁroblem, question, 11.6% 20.0%
TraShD”eCyCImgmncem ............................................. 93% .......................... 00% ..............
Updateaccoumdemlls ..................................................... 75% ......................... 1 50% .............
Water servioo proem, uestn. | 5oy | sox
Other(pleasespemfy) ...................................................... 56% .......................... 00% ..............

100%

795%

90%

295%

0%

85.2% 85.9% ik

381.8%

Satisfied

I Residential - 2022 (n=318) . Residential - 2023 (n=3906)

Commercial - 2023 (n=25)

How satisfied were you with the service
provided by the customer service
department?

Public Power Data
Source Satisfaction with
Customer Service

81.9%

12.0%

9.1%
1.0%

9.1%
0.9% 0.0%

Not Satisfied Don’'t know / Unsure

Commercial - 2022 (n=11)
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More Issues Taken Care of the First Time

An Increased frequency of residential respondents (68.2% over 54.0% in 2022) and commercial respondents (64.0% over
47.4% in 2022) indicated when they contact DPU, their questions or issues are "taken care of the first time,” with fewer
respondents reporting they are "unsure.” Of note, a higher rate of commercial respondents (28.0% over 10.5% in 2022)
reported a need for having repeated contact when they contact DPU. The rate of DPU respondents who reported their issues
are "taken care of the first time" is higher than the national Public Power Data Source average (61.0%).

100%

Generally, when you contact DPU, are your questions answered or issues
resolved the first time, or must you contact them again?

73%

0
68.2% Public Power Data

64.0% Source Satisfaction
Issues Taken Care of the

54 0% First Time

50% 47.4% 61.0%
28.0%
25% 21.1% 22.2% 21.1%
13.7% 14.9% 13.6%
8 0% 10.1% 10.5%
3.3%
I
0%

Taken care of the first time | It varies | Must have repeated contact | Don’'t know / Unsure

. Residential - 2022 (n=483) . Residential - 2023 (n=3906) Commercial - 2022 (n=19) . Commercial - 2023 (n=295)
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Satisfied with Field Service Representatives

Among those respondents who indicated a field representative visited their home in the last 12 months, reasons for the visit
Included a "meter reading” (49.0% residential, 27.3% commercial) or for a "service problem / repair” (20.4% residential, 27.3%
commercial). Over four-fifths of residential respondents (82.1% from 82.6% In 2022) and nine-out-of-ten commercial
respondents (90.9% from 100.0% in 2022) who had a field representative visit reported they were satisfied with the service

provided.
100%
If a field representative visited your home in the  9o%
last 12 months, what was the purpose of the i~
VISIt?

70%
2023 60%
.................................................................................................. ReSidentiaI CommerCiaI 500/0
R S e i R 40%
B MR W R 30%
Service problem/repair 20.4% 27.3% 0%
Other (please specify): 17.9% 36.4% 109,
Install / update meter 8.2% 0.0% o

Outage restoration 4.6% 9.1%

82.6% 82.1%

100.0%
90.9%

How satisfied were you with the service
provided by the DPU field
representative?

Public Power Data
Source Satisfaction with
Field Service

88.2%

9.1%

]

4.7% 3.6%

I w007
Not Satisfied

0.0% 0.0%
Don’'t know / Unsure |

Satisfied

Residential - 2022 (n=233) . Residential - 2023 (n=1906)
Commercial - 2023 (n=11)

Commercial - 2022 (n=14)
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Decreased Satisfaction with Quality of Natural Gas for

Price Paid

While an increased frequency of residential respondents (+1.2 percentage points) reported being satisfied with the quality of

wastewater service they receive from the DPU for the price they pay, a decreased frequency (-95.2 percentage points)

reported being satisfied with the quality of natural gas service they receive from the DPU for the price they pay. Of note, a
decreased frequency of commercial respondents (-23.5 percentage points) reported being satisfied with the quality of natural

gas service they receive from DPU for the price they pay.

How satisfied are you with the rate you pay for the quality of service you receive for each of the four (4) services

DPU provides? (Total "satisfied”) (w/o "don't know" and "N/A - | don't receive this service" responses)

Residential Commercial
2022 2023 2022 2023
Elecmc ................................................................................................................................ . 761% o -
NaturalGaSm‘i%nz% .................................................... 882%647% ..........................
Watermg%ms% .................................................... 765%649% ..........................
Wastewater754%752% .................................................... 824%727% ..........................
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Increase In Net Positive Rating Among Customers

The DPU scored an increased net positive rating (satisfied + advocate) of 77.1% among residential respondents (over 74.2%
In 2022) and 82.1% among commercial respondents (over 68.5% In 2022). Of note, over two-thirds of residential respondents
(09.9%) and nearly three-quarters of commercial respondents (74.4%) reported being "a satisfied customer” of the DPU, while

less than one-out-of-seven residents (13.8%) and less than one-tenth of businesses (7.7%) indicated they are "a less than
satisfied customer.”

100%

24 4% \Which of the following best describes
o 69.9% '

your relationship with DPU?
63.2%

90%

A less than satisfied customer | A satisfied customer An advocate of DPU

25% 21.1%
17 4%
1584 10.5% 10.3%
._- w 1.5% 72% 539 (-7 9.5 A S m—
Don’t know / Unsure

B Residential - 2022 B Residential - 2023 Commercial - 2022 B Commercial - 2023
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Decreased Awareness of Community Ownership

Nearly two-thirds of residential respondents (65.3% from 67.7/% in 2022) and nearly three-fifths of commercial respondents
(99.0% from 68.4% in 2022) correctly identified DPU as a Community-Owned Municipal Utility. Additionally, over four-fifths of
residential respondents (85.3% from 89.7% In 2022) and nearly nine-out-of-ten commercial respondents (87.2% over 79.0% In
2022) reported it is either "very important” or "'somewhat important” to maintain local control of their municipal utility.

100%

DPU is a "Community-Owned Municipal
Utility.” How important to you is it to maintain

local control of your municipal utility? 0
65.3%

67.3% 66 1%

59.0%

Of commercial

respondents correctly
identiflied DPU as a

795%

Public Power Data Of residential
Source Awareness of respondents correctly

Community Ownership

. 51.3% identified DPU as a
50% 4r.4% 51.9% Community-Owned Community-Owned
T Municipal Utility Municipal Utility

31.6%

295%

10.5% 10.5%
° 7.7% ’ B fa¢ 500, 8-4%

0%

2 e 2022 T e oo oo
Not very important Not at all important Don’t know / Unsure

B Residential - 2022 B Residential - 2023 Commercial - 2022 B Commercial - 2023

Very important Somewhat important
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Prefer to Receive Information Through Email

Nearly three-fifths of residential respondents (56.5%) and three-out-of-ten commercial respondents (30.8%) reported currently
receiving information about DPU through "bill inserts,” while nearly one-half of businesses (46.2%) reported receiving
Information through the "mail.” Nearly two-fifths of residential respondents (37.7/%) and nearly one-quarter of commercial
respondents (23.1%) reported a preference for receiving information about DPU through "email,” while three-out-of-ten
commercial respondents (30.8%) indicated they would prefer to receive information about DPU through the "mail.”

Please tell me how you currently receive
Information about DPU? (Top 8 responses

shown)
Residential Commercial
2022 2023 2022 2023
B||||nse|~[5 ............................................. o 5;"5:,;] - 30 3%
Dpuwebsﬂe ................................................... 2 09% ............ S 351% ..................... 53% ............ S 2 3.10/.:; ............
Newspaper ....................................................... 2 51% ........................ 33 5% ....................... 2 11% ...................... 179% ............
- E ma” ..................................................................... 2 2 2% ........................ 30 4% ....................... 2 5 3% ...................... 1 7 9% ............
Ma” ......................................................................... 190% ........................ 2 51% ....................... 2 11% ................... 452% ............
éggg;al:l Ol\gifjﬁfift egr)’ 17.6% 24.1% 0.0% 10.3%
BrOChureS ........................................................... 97% ......................... 197% ........................ 00% ....................... 103% ............
Wordofmomh ................................................ 35% ......................... 123% ........................ 53% ....................... 103% ............

And, please tell me how you would prefer to receive
information about DPU? (Top 8 responses shown)

Residential Commercial

2022 2023 2022 2023
Ema" ......................................................... — 3;,,7,% - 2,;;%
B,”m Serts .............................................. S 2 43% ............ N 2.:.,1,‘;3 .................... 1 5 3% ...................... 2 0 5% ............
Ma" .......................................................................... 39% ......................... 103% ....................... 105%;{;,;% .........
Dpuwebsﬂe .................................................... 97% .......................... 33% ......................... 53% ........................ 51% .............
E;)g:]l:l ohgifjﬁv(i?t egr)’ 4.3% 4.8% 5.3% 2.6%
Newspaper ........................................................ 35% .......................... 45% ........................ 153% ....................... 00% .............
Don“mkformformamm ....... .................................... ...........................................................................................................
:Don’t care to receive 5.6% 4.4% 10.5% 1.7%
:iInformation : :
Other(measespec,fy) ............................. 03% .......................... 23% ......................... 53% ........................ 77% .............
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Satisfied with Quality of Communication Received

More than three-quarters of residential respondents (75.6% over 74.1% in 2022) and over four-fifths of commercial respondents
(82.1% over 73.7% In 2022) indicated the frequency at which they receive information from DPU is "about right.” Of note, 11.7%
of residential and 12.8% of commercial respondents reported the frequency of receiving information is "not enough.” Over four-
fifths of residential respondents (85.0% over 80.1% In 2022) and nearly four-fifths of commercial respondents (79.5% over

78.9% In 2022) reported satisfaction with the quality of communication they receive from DPU.

How would you describe the frequency at which you receive
information from DPU?

14.1%
1.7%

Not enough 0 0%

12.8%
74.1%

. 75.6%
About right 73 70/,
82.1%
1.2%
1.9% Public Power Data
Too much 0 0% Source Frequency of
: 0 Information Received is
2.6% "About Right"
0
gl 72.2%

10.7%

Don’'t know /

Unsure 26.3%

2.6%

0% 20% 40% 60% 80% 100%

IResidentiaI-2022 B Residential - 2023 | Commercial - 2022

Commercial - 2023

100%

0 - :
e Qverall, how satisfied are you

with the quality of
communication you receive

from DPU?

80.1% 78.9%79.5%

75%

90%

25% 21 1%
12.8%
. 8.7% 6 5% 7 79,
|
0% g o ,
Satisfied Not Satisfied Don’'t know /
Unsure

B Residential - 2022 B Residential - 2023 | Commercial - 2022 B Commercial - 2023
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Satisfied with Website's Content

Among those respondents who had visited DPU's website in the last 12 months, over four-fifths of residential respondents
(84.0% over 75.8% In 2022) and nearly nine-out-of-ten commercial respondents (88.9% from 100.0% In 2022) reported they
were "very satisfied” or "somewhat satisfied” with the website's content. Those respondents who reported being dissatisfied
with the website's content indicated this is because the "website is difficult to use / not user friendly” (28.8% residential, 66.7%
commercial), the "Information not easily accessible” (22.7% residential) and it is "difficult to make payment” (16.7% residential).

For what reasons were you dissatisfied

100.0% with the website's content?
100% | . , _
: o5 0 If you have visited DPU's website In 2023
90% 84 0% - the last 12 months, how satisfied S |
' : P Residential | Commercial
80% were you overall with the website's e | |
content? - Sample size . 66 3
70% R e i i i e
: Website is difficult to use / . o
60% : not user friendly H .17
20% : Information not easily o o
. accessible 22.1% 0.0%
40% | BEEEEE B e —————————st s s bbbt e st s
Difficult to make payment 16.7% 0.0%
30% | P B e ——————— st s tr st ettt
: Online billing needs . .
20% . updating / streamlining a5 9%
11 1% R A AR
10% - : Information is notup to date i  7.6% 0.0%
3.4% : : : :
OD/ 00% 0 23% 00% 00% ................................ ................... N ................................... .....................................
” Satisfied Not Satisfied Don't know / Unsure | jNotenoughinformation 450 © 0%
i provided . . _
B Residential - 2022 W Residential - 2023 | Commercial - 2022 [ Commercial - 2023 . Other . 45% i 33.3%
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Residents Find Website Increasingly Easy to Use

An Increased frequency of residential respondents (7/9.6% over 67.6% in 2022) who have used the DPU's website in the past
12 months reported they were "very satisfied” or "'somewhat satisfied” with the website's ease of use and navigation, while a
decreased frequency of commercial respondents (85.2% from 100.0% in 2022) who have used the website in the past year
reported satisfaction with its ease of use and navigation.

100%

How satisfied were you with the website's ease of use / navigation?

795%

59.3%

53 7% 94.5%

20% 45 5%

25.9% 25.9%

295%

20.8%

14.7% 14.8%
56{%} 4 20/
2.9% 70 2 7%
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More Use of Bill and Payment Portal Among Residents

Nearly two-thirds of residents (65.2%) and nearly three-fifths of businesses (56.4%)
reported using the Bill and Payment Portal. Among those respondents who have used
the Bill and Payment Portal, over three-quarters of residents (78.4%) and over four-
fifths of businesses (81.9%) reported being "very satisfied” or "somewhat satisfied"

with their experience using the portal.

65.2%

Of residential

customers have
used the Bill and
Payment Portal

100%

How satisfied were you with your experience using the Bill and

— Payment Portal?
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| ess Use of Automated Metering Portal

20.3%

Of residential
customers have
used the
Automated
Metering Portal

17,99\

Of commercial
customers have
used the
Automated
Metering Portal

100%

73%

90%

29%

0%

One-fifth of residents (20.3%) and over one-out-of-six businesses (17.9%) reported
using the Automated Metering Portal. Of those respondents that have used the
Automated Metering Portal, over four-fifths of residents (81.9%) and businesses
(85.7%) reported being "very satisfied” or "somewhat satisfied” with their experience
using the portal.

How satisfied were you with your experience using the Automated
Metering Portal?
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Dissatisfied with Portal
Because of Difficulty
Using

(Top 13 values shown)

For what reasons are you dissatisfied with either DPU Portal?

Among residential respondents who reported being
dissatisfied with either the Billing and Payment Portal or the f
Automated Metering Portal, nearly one-fifth indicated this is

because the portal is “difficult to use / not user friendly”
(18.0%) or "difficult to make payment or set up autopay”
(18.0%). Other residents reported being dissatisfied with
either portal because it Is "antiquated / clunky / non
functional” (12.4%), they had "log in issues” (9.0%) or
"billing Issues” (9.0%).

The commercial respondents who reported dissatisfaction
with either DPU portal indicated the portal was "difficult to
use / not user friendly” (50.0%).

2023
Residential | Commercial
89 .
18.0% 50.0%
18.0% 0.0%
12.4% 0.0%
10.1% 50.0%
9.0% 0.0%
9.0% 0.0%
7.9% 0.0%
4.5% 0.0%
4.5% 0.0%
3.4% 0.0%
2.2% 0.0%
1.1% 0.0%

Slide / 37




Businesses More Satisfied with DPU's Organizational
Citizenship

Three-fifths of residential respondents (60.9%) and over three-quarters of commercial respondents (76.9%) reported being
either "very satisfied” or "somewhat satisfied” with DPU's organizational citizenship. Of note, three-out-of-ten residents (30.0%)
and one-fifth of businesses (20.5%) reported being unsure of their satisfaction with DPU's organizational citizenship.

100%

How satisfied are you with DPU’s organizational citizenship? In other words, how satisfied are you that

DPU Is environmentally, socially, and financially responsible?
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o Gain feedback from businesses about reliability issues. Commercial customers provided decreased ratings for their
satisfaction with the reliability of the DPU's natural gas service (-17.7 percentage points) and water service (-12.6 percentage

points). Knowing that commercial customers are decreasingly satisfied with the reliability of the DPU's natural gas and water
services, and that these services are critical to the operation of most businesses, it Is recommended that the DPU investigate
any specific iIssues businesses have experienced over the past year that have resulted in decreased satisfaction with the
reliability of the DPU's services. To do so, the DPU may consider conducting in-depth interviews with any commercial customers
who reported lower levels of satisfaction with the reliability of the DPU's natural gas or water service. During these interviews,
the moderator may ask participants to describe any specific instances where they experienced issues with their water supply or
natural gas availabllity, that resulted in reduced satisfaction with the reliability of the DPU's services. By obtaining this feedback,
the DPU will have improved knowledge of specific reliablility issues and will be better equipped to determine solutions or discuss
specific Issues with customers.

o Educate about community ownership model. A decreased frequency of residential (65.3% from 67.7% In 2022) and
commercial (99.0% from 68.4% in 2022) correctly indicated that the DPU is a Community-Owned Municipal Utility. However, the

majority of respondents (85.3% residential, 87.2% commercial) indicated it is important to maintain local control of their
municipal utility. Knowing that the community ownership model is important to customers, but many customers are not aware
that the DPU 1s a Community-Owned Municipal Utility, it is recommended that the DPU increase its communication to customers
about its ownership structure. This may entall providing customers with educational materials that detail the benefits of being a
customer of a Community-Owned Municipal Utility, such as lower rates, greater reliability of service and the abllity for customers
to be more Involved In utility operations through attendance at board meetings. By providing additional education to customers
about the benefits of being a customer of a Community-Owned Municipal Utility, the DPU may not only improve customers'’
awareness of its ownership structure, but also improve overall satisfaction with the utility, with greater customer awareness of
the benefits they experience that they would not as a customer of an investor-owned utility.
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o Encourage greater use of Automated Metering Portal. Less than one-quarter of residential and commercial respondents
reported they have used the DPU's Automated Metering Portal. Further, less than three-fifths of respondents providied positive
ratings for the DPU "helping customers conserve electricity, gas and water.” Knowing that there I1s a segment of customers who
do not feel the DPU helps them to conserve electricity, gas and water, and that the majority of customers are not using the
Automated Metering Portal for the purpose of viewing and managing their electric, gas and water usage, it Is recommended that
the DPU Increase its communication about the availablility of the Automated Matering Portal. This communication should detalil
the ways customers can use the portal in order to view and manage their electric, gas and water usage. This communication
should also describe to customers the ways in which a customer can use this portal to determine areas where they should work
to conserve their usage In order to reduce their electric, water and gas bllls. It may also be beneficial for the DPU to add a
section to their Automated Metering Portal that details tips for conserving usage, so that customers have the necessary tools for
reducing their usage where there Is a need to do so. This communication may help to not only increase use of the portal, but
also improve the perception that the DPU helps customers conserve electricity, gas and water.
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