
PUBLIC AND CUSTOMER INFORMATION PANEL ELECTRIC

Would the membersmember of the Public and Customer

Information Panel please state their namesname and businessbusines

addressesaddresse

Marilyn Caselli FrancesFrance Resheske Mary McCartney and

Robert Sherman Our businessbusines addressaddres is Irving

Place New York New York 10003

By whom are the panel membersmember employed

We are employed by Consolidated Edison Company of New

York Inc Con Edison or the Company

10 In what capacity are the panel membersmember employed and

11 what are their professional backgroundsbackground and

12 qualificationsqualification

13 Resheske am the Senior Vice President for Public

14 AffairsAffair have held thisthi position since 2002

15 joined Con Edison as the Director of Public AffairsAffair in

16 1999 Prior to working for Con Edison was employed

17 by Brooklyn Union Gas was the General Manager of

18 Government RelationsRelation and Community Development with

19 responsibility for government relationsrelation economic

20 development and corporate philanthropy Prior to

21 joining Brooklyn Union held several positionsposition in

22 community relationsrelation and economic development for the

23 City of New York have BachelorsBachelor degree in

24 Government and PoliticsPolitic from St JohnsJohn University
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McCartney am the director of Corporate

CommunicationsCommunication have held thisthi position since 1999

Prior to working for Con Edison was the Chief

Customer Information Officer at New York City Transit

where was responsible for all integrated marketing

and customer communication programsprogram for six million

daily subway and bus ridersrider Before joining Transit

worked at number of city and state agenciesagencie in

positionsposition that dealt with public information and

10 customer service have BachelorsBachelor degree in History

11 from the University of Chicago

12 Caselli am Senior Vice President Customer

13 OperationsOperation have been employed by Con Edison since

14 1974 From 1974 to 1989 held positionsposition of increasing

15 responsibility within the Company rising to the

16 position of General Manager Customer OperationsOperation for

17 QueensQueen In 1992 took the position of General

18 Manager Customer OperationsOperation for Brooklyn and then in

19 1996 took the position of General Manager Gas

20 OperationsOperation for QueensQueen In October 1997 was elected

21 to the position of Vice President Customer ServicesService

22 for Staten Island and in May 2005 was promoted to my

23 current role of Senior Vice President Customer

24 OperationsOperation hold Bachelor of Science degree in

25 BusinessBusines Administration from the State University of
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New York

Sherman am Department Manager of Customer Outreach

have been employed by Con Edison since November 1975

began in the Central Credit and CollectionsCollection

department In 1985 moved to the Brooklyn Division

where managed customer service branch In 1991

became the Section Manager of the Brooklyn Call Center

and in late 1997 became the Call Center Manager for

special projectsproject and storm management and then

10 Manager in the communication management group for the

11 CompanysCompany Virtual Call Center hold Bachelor of

12 ArtsArt degree in Political Science from New York

13 University and Master of Science in BusinessBusines

14 EconomicsEconomic from Pace University

15 Have any of you submitted testimony before the New York

16 State Public Service Commission

17 Robert Sherman is the only member of the panel who has

18 testified previously before the Commission

19 What is the purpose of the PanelsPanel testimony

20 We will describe the CompanysCompany effortseffort to inform and

21 educate customerscustomer regarding Company programsprogram and

22 activitiesactivitie through Outreach and Education OE The

23 Panel will explain the need for advertising as

24 distinguished from OE and as supplement to OE as

25 well as the cost of advertising The Panel will
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describe the general messagesmessage carried by Company

advertising where such advertising is placed and why

and why the message and the placement are important to

the CompanysCompany and the CommissionsCommission goalsgoal We will also

describe the CompanysCompany proposed advertising program

What is the Company seeking as funding for these

activitiesactivitie

The Company is seeking funding for OE as well as media

advertising in the amount of $21.087 million ThisThi is

10 comprised of $3.631 million for OE and $17.456 million

11 for advertising ThisThi funding request is equivalent to

12 historic year spending except with respect to the

13 Customer Outreach component Power Your Way expensesexpense

14 of $1.622 million in 2007 have been normalized out of

15 the historic year expendituresexpenditure

16 Have you prepared or had prepared under your

17 supervision an exhibit that describesdescribe the CompanysCompany

18 proposed OE and advertising expensesexpense

19 Yes We have prepared an exhibit entitled OUTREACH

20 AND EDUCATION AND ADVERTISING EXPENSESEXPENSE Exhibit

21 PCIP-1

22 MARK FOR IDENTIFICATION AS EXHIBIT PCIP-1

23 Are any of the expensesexpense associated with programsprogram common

24 to electric and gas service
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The advertising expensesexpense of Public AffairsAffair are

associated with common programsprogram However thisthi exhibit

showsshow only the electric portion of these expensesexpense The

expensesexpense of the Customer Outreach and Education section

are associated solely with electric service

DoesDoe thisthi exhibit estimate the CompanysCompany expected level

of spending in the rate yearsyear beyond rate year

Yes We estimate the level of spending for OE and

advertising in subsequent yearsyear to be the same as in

10 the rate year $21.087 million subject to adjustment

11 for inflation

12 DoesDoe the PanelsPanel testimony have another purpose

13 Yes In its order in the CompanysCompany last electric rate

14 case the Commission relied upon its 1977 policy on

15 advertising expensesexpense to reduce the CompanysCompany request

16 for advertising funding On advice of counsel we

17 understand that the Commission has discretion whether

18 to apply thisthi policy statement to the CompanysCompany request

19 in thisthi proceeding or if applied how to apply it

20 Do you believe the policy statement should be applied

21 in thisthi case

22 No we do not The Company believesbelieve that the

23 Commission should evaluate the CompanysCompany proposed

24 advertising spending on its own meritsmerit and that thisthi

25 30-year old policy either should not be applied to the
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CompanysCompany present request or if applied it should

reflect current and changed circumstancescircumstance for the

reasonsreason that the Panel will explain

Outreach and Education

Please give brief history of the Customer Outreach

and Education group Customer Outreach within

Customer OperationsOperation at Con Edison

Customer Outreach was formed in 1992 in accordance

with the CompanysCompany 1992 electric rate settlement

10 agreement At that time Staff believed that Con

11 Edison needed more focusfocu on customer education about

12 utility customer rightsright and responsibilitiesresponsibilitie and

13 programsprogram and servicesservice offered by the utility The

14 organization established as result was staffed with

15 central manager at Company headquartersheadquarter and Customer

16 Outreach AdvocatesAdvocate in each operating area These

17 AdvocatesAdvocate were intended to and do fulfill community

18 liaison function they are the CompanysCompany presence in

19 the community at eventsevent and are responsible for making

20 presentationspresentation and bringing back customerscustomer concernsconcern

21 What are the major functionsfunction and responsibilitiesresponsibilitie of

22 Customer Outreach

23 The major functionsfunction of Customer Outreach include

24 providing information to and educating customerscustomer about

25 issuesissue important to them as electric and gas customerscustomer
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ThisThi includesinclude increasing customerscustomer awarenessawarenes of their

rightsright and responsibilitiesresponsibilitie as customerscustomer safety

issuesissue and responsible and efficient use of energy

and familiarizing them with programsprogram and servicesservice that

Con Edison offersoffer The group also actsact as Company

liaison to customerscustomer and their representativesrepresentative

What other functionsfunction doesdoe the Customer Outreach group

perform

Customer Outreach overseesoversee several customer-focused

10 effortseffort outreach related to personsperson relying on

11 electrically operated life-sustaining equipment

12 Emergency Customer Care EnergyShare CONCERN program

13 as well as educational programsprogram and website not only

14 for school children but also for their teachersteacher

15 Customer Outreach managesmanage employee education on the

16 topicstopic contact personnel addressaddres with customerscustomer

17 Do you review the effectivenesseffectivenes of these programsprogram and

18 make changeschange in response

19 Yes We describe our evaluation effortseffort below

20 Is Customer Outreach proposing any new programsprogram

21 Customer Outreach will continue to provide printed

22 materialsmaterial that are required as well as other materialsmaterial

23 to maintain the customer-related aspectsaspect of the

24 CompanysCompany website and the educational website and to

25 interact with customerscustomer and othersother in our service
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territory on utility service and energy-related issuesissue

on day-to-day basisbasi as well as in eventsevent affecting

utility service As programsprogram and informational needsneed

change we modify or create material to meet those

needsneed and realign our spending accordingly

Please compare the CompanysCompany OE spending for programsprogram

in the historic year to spending proposed for the rate

year

We have re-aligned spending for the variousvariou OE

10 functionsfunction described below and are shifting $572000

11 from advertising in the historic year to OE in the

12 rate year These changeschange begun in 2008 are designed

13 to increase customer satisfaction use of Company

14 resourcesresource and knowledge

15 Customer CommunicationsCommunication

16 DoesDoe Customer Outreach provide customerscustomer with written

17 materialsmaterial related to the CompanysCompany service

18 Yes Customer Outreach developsdevelop and utilizesutilize wide

19 array of brochuresbrochure describing customer rightsright and

20 responsibilitiesresponsibilitie energy efficiency safety and our

21 many programsprogram and servicesservice The key programsprogram and

22 servicesservice outlined in our brochuresbrochure include the RightsRight

23 and ResponsibilitiesResponsibilitie of utility customerscustomer ServicesService for

24 SeniorsSenior and for CustomersCustomer with Special NeedsNeed

25 protectionsprotection for customerscustomer using Life-Sustaining
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Equipment the Level Payment Plan and the Direct

Payment Plan The contentscontent of these brochuresbrochure are

revised or new brochuresbrochure created from time to time to

reflect contemporary stylesstyle readership requirementsrequirement

evolving safety information and new programsprogram or state-

wide initiativesinitiative We have translated the majority of

major program and service brochuresbrochure into several

languageslanguage including English Spanish French/Creole

Chinese Korean Hindi Russian and Polish

10 Information about our programsprogram servicesservice and

11 other important messagesmessage are also included in customer

12 billsbill Customer Outreach ensuresensure that educational

13 messaging through our bill messagesmessage and bill insertsinsert

14 including Customer NewsNew is timely and responsive to

15 customer concernsconcern Customer NewsNew bimonthly customer

16 newsletter is distributed to all 3.3 million customerscustomer

17 along with number of other bill insertsinsert throughout

18 the year The primary goal of Customer NewsNew is to

19 inform customerscustomer about programsprogram policiespolicie and servicesservice

20 addressing their needsneed and concernsconcern especially about

21 cost savingssaving and safety The bill insert schedule is

22 managed by Outreach to meet customer education

23 requirementsrequirement in key areasarea including customer rightsright

24 and responsibilitiesresponsibilitie electric safety and rate change

25 implementation
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Have you prepared or had prepared under your

supervision an exhibit that listslist these publicationspublication

Yes We have prepared an exhibit entitled CON EDISON

PUBLICATIONSPUBLICATION FOR CUSTOMERSCUSTOMER Exhibit PCIP-2

MARK FOR IDENTIFICATION AS EXHIBIT PCIP-2

How do you decide which medium to use for the CompanysCompany

messagesmessage

We seek to identify the most effective method of

outreach at the least cost Since the Company bill

10 representsrepresent the lowest cost way of reaching the majority

11 of our customerscustomer the Company maximizesmaximize the information

12 provided thisthi way Many of the Company publicationspublication

13 mentioned above are provided as bill insertsinsert We also

14 assist with the dissemination of the CompanysCompany messagesmessage

15 by identifying advertising media that will reach the

16 largest number of people in language that speaksspeak most

17 clearly to them such as community ethnic and in

18 language newspapersnewspaper

19 Please describe the functionsfunction and educational

20 information available for customerscustomer on the CompanysCompany

21 website

22 The customer-focused web pagespage on www.coned.com include

23 both Customer Central and My Account Customer Central

24 providesprovide one-stop resource for all customerscustomer to find

25 useful information both quickly and easily At

-10-



PUBLIC AND CUSTOMER INFORMATION PANEL ELECTRIC

Customer Central visitorsvisitor have accessacces to such topicstopic

as cold and hot weather tipstip stormsstorm and severe weather

safety understanding your bill and selecting energy

efficient appliancesappliance CustomersCustomer also find linkslink to

online toolstool to help them report power problemsproblem or to

check the statusstatu of previously reported problem

learn about online billing and automatic bill payment

and choose an energy supplier The My Account portion

of the site actsact as service center where customerscustomer

10 can conveniently pay bill online view account

11 information submit meter reading view past billsbill

12 report power problemsproblem and much more Customer Outreach

13 seessee that educational messagesmessage and pertinent

14 information are available in the web content We plan

15 to add new material to improve customer interest and

16 involvement in the website One area we will work on

17 involvesinvolve helping customerscustomer understand what we do in

18 restoring service We plan on using animation and

19 video based web content to involve customerscustomer in thisthi

20 processproces

21 Liaison Function

22 How doesdoe Customer Outreach see its liaison function

23 with customerscustomer

24 We see it as an opportunity both to provide information

25 and to learn what customerscustomer need and want

-11-
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How do you do that

We meet regularly with community and organization

leadersleader and other key stakeholdersstakeholder and also host two

conferencesconference year to which we invite community

leadersleader and advocatesadvocate from number of organizationsorganization

acrossacros the five boroughsborough and Westchester County These

conferencesconference provide meansmean for participantsparticipant to bring

their concernsconcern to the table while we have the

opportunity to exhibit our programsprogram and servicesservice and

10 convey important messagesmessage The input we receive at

11 these meetingsmeeting and eventsevent is used in two waysway within

12 the Company to addressaddres these concernsconcern on substantive

13 basisbasi and within Customer Outreach to help make our

14 informational activitiesactivitie and educational effortseffort more

15 effective

16 DoesDoe the Company have any other goal in its

17 relationship with key community organizationsorganization

18 Yes We have grown our database to about 1000

19 organizationsorganization that offer us an opportunity literally to

20 get our messagesmessage out to our customerscustomer through the

21 community organizationsorganization that serve them We mail these

22 groupsgroup packagespackage of materialsmaterial each winter and summer

23 The mailingsmailing contain seasonal educational materialsmaterial

24 programsprogram and servicesservice brochuresbrochure and other information

25 that they can distribute to customerscustomer We urge them to
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give us feedback about our servicesservice When we meet with

these groupsgroup we bring back any concernsconcern questionsquestion and

inquiriesinquirie that might not have reached us through other

channelschannel

Do you conduct other activitiesactivitie that have similar

interactive component

Yes Customer Outreach AdvocatesAdvocate meet with customerscustomer

and customer groupsgroup to educate them and their membersmember

about their rightsright and responsibilitiesresponsibilitie as utility

10 customerscustomer current utility programsprogram and other utility

11 related newsnew and to learn how we can serve them better

12 Customer advocatesadvocate continually identify networking

13 opportunitiesopportunitie such as new community-based

14 organizationsorganization that would be willing to spread our

15 messagesmessage

16 In addition the AdvocatesAdvocate interact with customerscustomer

17 residential commercial and non-direct customerscustomer

18 alike as part of their participation in many eventsevent

19 throughout the five boroughsborough of New York City and the

20 county of Westchester Through these interactionsinteraction we

21 bring the customer to the Company and the Company to

22 the customer

23 Please give some examplesexample of the eventsevent in which the

24 Company actively participatesparticipate
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Customer Outreach participatesparticipate in community street

fairsfair trade showsshow home showsshow and other neighborhood

eventsevent throughout the service territory In 2007 we

participated in over 100 eventsevent very small sampling

of these eventsevent include the Washington HeightsHeight

ChildrensChildren Festival the Staten Island Fair number

of Westchester Home ShowsShow the Greater NY Chamber

BusinessBusines Fair the Long Island City BusinessBusines

Development Council Fair Salute to SeniorsSenior and the

10 Fordham Festival

11 Do you also interact with customerscustomer in research

12 situationssituation

13 Yes FocusFocu groupsgroup are used when particular issue

14 warrantswarrant qualitative research and feedback such as

15 arose when we redesigned our bill or improved our

16 website ThisThi direct customer feedback is valuable

17 source of information that helpshelp us to improve our

18 service

19 Life Sustaining Equipment LSE Program

20 Please explain the CompanysCompany effortseffort related to its LSE

21 program

22 The Company solicitssolicit customerscustomer to notify the Company

23 regarding their dependence on electrically-operated

24 equipment to sustain life Following the 2006 Long

25 Island City outage the Commission requested that Con

14
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Edison improve its outreach and education to customerscustomer

and othersother who are LSE-dependent LSE usersuser who do not

have Con Edison account because utilitiesutilitie are

included in their rent may not think to register their

needsneed with us In response Customer Outreach has

created comprehensive initiative that targetstarget

number of audiencesaudience that can help us to raise awarenessawarenes

of our LSE program These audiencesaudience include the

managersmanager of master-metered/elevator buildingsbuilding

10 physiciansphysician the operatorsoperator of medical facilitiesfacilitie and

11 medical equipment manufacturersmanufacturer medical-related

12 community community organizationsorganization New York City

13 Housing Authority residentsresident and existing LSE

14 customerscustomer The program focusesfocuse on providing electric

15 consumersconsumer who are not customerscustomer and those responsible

16 for their in-building electricity with survey

17 brochure that asksask that individualsindividual who are LSE

18 dependent be identified to us We have also taken the

19 opportunity to send other important messagesmessage such as

20 our Power ProblemsProblem brochure along with the LSE

21 Survey We reached nearly 5000 management agenciesagencie

22 for master metered/elevator buildingsbuilding and provided the

23 LSE survey along with letter encouraging building

24 management to share the information with residentsresident

25 Through the use of marketing firm we write to over

15
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13000 membersmember of the medical-related community within

the service territory asking that they encourage

individualsindividual who use LSE to enroll in the program We

also include the LSE Survey in our summer and winter

mailingsmailing to approximately 1000 community

organizationsorganization An LISE print advertisement is also

placed in the NYCHA Journal monthly publication

reaching an additional 412000 consumersconsumer of electric

service LSE customerscustomer including those who pay for

10 electricity with their rent receive magnet with

11 emergency preparation tipstip and the Con Edison LSE

12 emergency service telephone number

13 Emergency Customer Care

14 Please describe Emergency Customer Care

15 During emergenciesemergencie Customer Outreach functionsfunction as

16 presence in the community by manning the customer

17 service vansvan we refer to as mobile Customer Information

18 CentersCenter and providing meansmean of communicationscommunication with

19 the Company Customer Outreach also providesprovide Con

20 Edison customer contact employeesemployee up-to-date

21 information during incidentsincident on our system so that

22 customerscustomer can be informed in timely manner

23 Please describe the function of the CompanysCompany mobile

24 Customer Information CentersCenter

16
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These vansvan provide location for Company personnel

from which to offer customerscustomer updated information

during an emergency Company personnel operating out of

the van can intervene on customerscustomer behalf with Company

departmentsdepartment and governmental agenciesagencie The van

personnel may also provide updated customer and

incident information to the CompanysCompany Emergency

Management and Customer OperationsOperation departmentsdepartment The

vansvan are equipped with flashing lightslight and public

10 addressaddres system to gain visibility that may be needed

11 during an event Customer Outreach staff assistsassist

12 affected customerscustomer by identifying resourcesresource that can

13 help in meeting their needsneed particularly where there

14 has been significant property damage and there are

15 risksrisk to customer safety and/or security We endeavor

16 to provide signage and any other related information in

17 the languageslanguage spoken in the affected area

18 EnergyShare

19 Please explain the involvement of Customer Outreach in

20 the CompanysCompany energy fund and how it assistsassist low income

21 customerscustomer

22 Customer Outreach overseesoversee the CompanysCompany EnergyShare

23 fund which providesprovide grantsgrant to income-eligible

24 residential customerscustomer experiencing financial

25 difficultiesdifficultie and facing possible termination of

17
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service Funded by donationsdonation and matching

contributionscontribution from the Company and administered by

HeartShare not-for-profit organization the

program awardsaward one-time grantsgrant of up to $200 to help

qualifying homeownershomeowner or rentersrenter pay their Con Edison

billsbill To date more than 9500 familiesfamilie have been

helped Customer Outreach preparesprepare bill insertsinsert

soliciting donationsdonation to the fund

CONCERN Program

10 DoesDoe Customer Outreach target any other at-risk

11 customer groupsgroup in its Customer Outreach activitiesactivitie

12 We provide special-needsspecial-need customerscustomer with assistance

13 designed for their needsneed Our CONCERN program is

14 designed to assist elderly and disabled customerscustomer with

15 information particularly relevant to them through

16 special large-type newsletter called Spotlight The

17 newsletter published semi-annually informsinform CONCERN

18 participantsparticipant about Con Edison programsprogram such as direct

19 debit and energy conservation and efficiency programsprogram

20 offered by public and private agenciesagencie and tipstip to

21 help readersreader improve their health and quality of life

22 It also providesprovide seasonally relevant information for

23 summer and winter We publicize the CONCERN program in

24 our ServicesService for SeniorsSenior and ServicesService for CustomersCustomer

25 with Special NeedsNeed brochuresbrochure
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Do you provide servicesservice for specific groupsgroup of

customerscustomer

Yes We reach out to non-English speaking customerscustomer

and newly arrived immigrantsimmigrant via the community eventsevent

we attend our interactionsinteraction with communitybased

organizationsorganization the multicultural conferencesconference we host

and with our Now Youre New Yorker brochure

ChildrensChildren Education Program

Please describe the componentscomponent of the CompanysCompany

10 childrenschildren education program

11 The Company has website through which we provide

12 children in our service area with important information

13 about energy and safety The site is meant to be

14 creative and entertaining way to learn about energy-

15 related conceptsconcept The website is part of an extensive

16 effort to make schoolchildren in New York City and

17 Westchester County aware of the vast networksnetwork we

18 operate to deliver electricity natural gas and steam

19 ThisThi information can be used for school projectsproject and

20 homework as well as in studentsstudent everyday liveslive among

21 other thingsthing studentsstudent can learn about safety and

22 energy efficiency as well as have accessacces to an online

23 dictionary rich with energy conservation termsterm and waysway

24 to make our world greener

25 What are some other featuresfeature of the web site

19
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The Unplugged page tellstell studentsstudent how much energy

household appliancesappliance use visit with The Number

Cruncher helpshelp children understand how they can help

their household save money on energy billsbill in the

conservation section there are gamesgame related to such

topicstopic as conservation safety and energy history

Is there information for teachersteacher

Yes teachersteacher can download lesson plansplan for subjectssubject

such as science math and language artsart These plansplan

10 were reviewed by New York City educatorseducator and have been

11 very popular with teachersteacher TeachersTeacher have told us that

12 they are very impressed with our lesson plansplan and the

13 web site content

14 How do teachersteacher and studentsstudent learn about the web site

15 The Company has an obligation under the CommissionsCommission

16 rulesrule to cooperate with school officialsofficial to develop

17 and present safety education programsprogram

18 16 NYCRR 126.4 we see thisthi as step in broader

19 program by reaching studentsstudent at school we are

20 preparing future customerscustomer to manage their energy billsbill

21 and use our servicesservice safely

22 In order to inform schoolsschool teachersteacher and children

23 about the availability and usefulnessusefulnes of our website

24 we undertake an extensive campaign in the schoolsschool We

25 offer book coverscover safety and conservation message

20
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boardsboard locker calendarscalendar book marksmark and knowledge

postersposter to over 750000 school children throughout the

five boroughsborough and Westchester County

Do you provide any publicationspublication to children to

complement the web site

Yes We offer an educational comic book with age

appropriate super heroesheroe that tellstell the safety and

conservation story During the course of year we

get 20 to 30 inquiriesinquirie month from teachersteacher for

10 information about our site and requestsrequest for additional

11 comic booksbook

12 Employee Education

13 Please describe the effortseffort of Customer Outreach to

14 inform employeesemployee within Customer OperationsOperation about

15 customer programsprogram and concernsconcern

16 Customer Outreach has developed number of methodsmethod to

17 communicate important messagesmessage about customer programsprogram

18 and servicesservice to employeesemployee For example modular touch-

19 screen unitsunit called iStationsiStation are located in our

20 Call CentersCenter These information stationsstation convey

21 messagesmessage of vital importance to employeesemployee who have

22 direct contact with Con Edison customerscustomer They are

23 particularly helpful in dissemination of high priority

24 alertsalert such as severe weather forecastsforecast and outage

25 information In addition they are an educational tool

21
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for contact employeesemployee Targeted messaging and content

can be displayed in an interactive audio-visual format

that is readily available to Call Center employeesemployee

Outreach has also created Customer OperationsOperation

web portal ThisThi web site providesprovide centralized

location for the storage of communicationscommunication and other

important information regarding Customer OperationsOperation

EmployeesEmployee can visit the portal for quick accessacces to all

Customer OperationsOperation newslettersnewsletter policy bulletinsbulletin and

10 proceduresprocedure storm and outage updatesupdate customer

11 brochuresbrochure program updatesupdate and discussion boardsboard

12 While the initial focusfocu is primarily on the Call

13 Center we are growing the use for areasarea such as field

14 operationsoperation

15 We also prepare special communicationscommunication on relevant

16 subjectssubject for our field employeesemployee who do not have accessacces

17 to the Internet

18 Do you plan to enhance employeesemployee accessacces to information

19 in any other way

20 Yes In 2008 we plan to further develop an

21 interactive training simulation computer application to

22 enable our Call Center representativesrepresentative to sharpen and

23 maintain their skillsskill One of the simulation scenariosscenario

24 under development concernsconcern callscall of an emergency or

25 crisis-related nature such as major outage or

22



PUBLIC PJND CUSTOMER INFORMATION PPNEL ELECTRIC

service disruption Our goal is to help

representativesrepresentative provide accurate information in

confident manner when both the CSR and the caller may

be under stressstres Large-scale emergency scenariosscenario are

not routine for the average CSR and these simulationssimulation

help employeesemployee stay prepared by visually showing the

likely scenario for the caller at the premisespremise

Because the accessacces is web-based CSR5 can be rapidly

refreshed with new information at appropriate timestime

10 In 2009 and beyond other simulationssimulation will be developed

11 and added to our library of scenariosscenario that will help

12 CSRsCSR keep their skillsskill sharp

13 Evaluation of OE EffectivenessEffectivenes

14 How doesdoe Customer Outreach measure the effectivenesseffectivenes of

15 its programsprogram and initiativesinitiative

16 Twice each year we commission an evaluation survey to

17 measure the impact of our messaging campaignscampaign and to

18 gather feedback about how customerscustomer want to hear about

19 important information We use the information gathered

20 by these research methodsmethod to build upon and improve our

21 customer outreach effortseffort

22 What other indicatorsindicator doesdoe the Company use to monitor

23 the quality of its OE

24 We use variety of sourcessource to both gauge and monitor

25 the quality of our performance SurveysSurvey and focusfocu

23
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groupsgroup are conducted to solicit feedback about company

programsprogram and to determine the need for change The

surveyssurvey used by the Company to determine our standingsstanding

in customer satisfaction include J.D Power and CRA

These surveyssurvey serve as meansmean to continually evaluate

our effortseffort We have also taken the opportunity to

benchmark with other utilitiesutilitie to gauge performance in

variety of areasarea ThisThi allowsallow us to reach broader

understanding of OE acrossacros the country and providesprovide

10 the opportunity to find new and innovative waysway to

11 reach customerscustomer

12 Please continue

13 February 2008 Power and AssociatesAssociate survey of

14 electric utility customerscustomer ranked Con Edison as number

15 one in the Eastern Region for communicationscommunication ThisThi is

16 an improvement from the July 2007 Power

17 residential survey where we significantly trailed other

18 utilitiesutilitie in the Eastern Region To measure the

19 perceptionsperception of customerscustomer in the region the survey took

20 into consideration the frequency of updatesupdate and noticesnotice

21 to customerscustomer the variety of methodsmethod used to

22 communicate the feedback mechanism in place and the

23 importance of topicstopic and issuesissue communicated In

24 another finding conducted in March of 2008 our

25 research firm CRA conducted telephone interviewsinterview with
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501 random Con Edison residential customerscustomer These

surveyssurvey revealed significant improvementsimprovement in

communicationscommunication including customerscustomer recollection of

messaging which rose from 70 percent in 2007 to 83

percent in our 2008 winter season Also the average

rating of Con EdisonsEdison communication effortseffort has shown

substantial progressprogres from measurement of 6.72 in 2007

to 7.13 in 2008 on ten-point scale These studiesstudie

indicate that we are moving customer awarenessawarenes and

10 attitudesattitude in the desired direction

11 What do these variousvariou measurementsmeasurement indicate regarding

12 the quality of the CompanysCompany OE effortseffort

13 Overall they indicate that the quality of the

14 CompanysCompany OE has been effectively communicating

15 important messagesmessage to customerscustomer We will continue our

16 focusfocu on actively sharing information with customerscustomer

17 while seeking feedback to improve our effortseffort

18

19 Advertising ExpensesExpense

20 What typestype of activitiesactivitie doesdoe the Company employ in

21 informing and educating customerscustomer regarding Company

22 activitiesactivitie and programsprogram

23 The Company usesuse broad array of communicationscommunication media

24 and methodsmethod to reach customerscustomer

25 Given that the Company has accessacces to direct customerscustomer
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through bill insertsinsert and interactsinteract directly with the

community and customerscustomer via meetingsmeeting eventsevent etc why

is it also necessary to advertise

For the purpose of the discussion that followsfollow when we

refer to customerscustomer we mean both direct customerscustomer of

our service and all othersother who are impacted by our

service whether they live or work in our service

territory The Company needsneed to communicate with

large and diverse customer base combination of massmas

10 media print radio and outdoor advertising is the

11 most effective way to reach thisthi audience everyday

12 Bill insertsinsert community eventsevent and meetingsmeeting alone

13 while valuable communication toolstool are not

14 substitute for an effective massmas media program to reach

15 over million customerscustomer in our service territory

16 The Company wantswant to be able to reach as many

17 customerscustomer within its service territory as practicable

18 to provide them with important information The

19 meetingsmeeting and Company publicationspublication described above are

20 an important part of our overall communicationscommunication program

21 but if they were the only meansmean we relied on we would

22 have limited impact The meetingsmeeting reach fairly

23 small percentage of the customer base and the bill

24 insertsinsert though widely distributed are effective only

25 to the extent that customerscustomer read them In addition
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significant number of people who commute into New York

City for work consume energy but are not direct Company

customerscustomer and do not receive bill insertsinsert or other

material directed to customerscustomer Advertising is an

important tool to reach fairly broad audience of our

customerscustomer in as cost effective meansmean as possible

Please describe the specific subjectssubject on which the

Company communicatescommunicate to customerscustomer through advertising

The Company communicatescommunicate with customerscustomer on number of

10 subjectssubject such as energy conservation and efficiency

11 emergency preparednesspreparednes energy education

12 infrastructure improvement and diversity which

13 includesinclude minority and women-owned businessbusines

14 opportunitiesopportunitie and employee recruitment The Company

15 communicatescommunicate through advertising to both customerscustomer and

16 electric consumersconsumer who live or work in our service

17 territory who may not be our direct customerscustomer

18 What factorsfactor doesdoe the Company consider in initiating an

19 advertising campaign

20 The most important factorsfactor the Company considersconsider when

21 initiating an advertising campaign are creating an

22 effective message determining how to maintain

23 sustained message that the customer will see or hear

24 more than once selecting the array of media that

25 will be used to reach the CompanysCompany diverse customer
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base and costscost in the advertising marketplace For

advertising to be effective conveying message reliesrelie

on the key factorsfactor of creativity placement and

frequency The creative factor setsset the tone and

definesdefine the message really creative message

connectsconnect the customer to the message and will have an

impact that promptsprompt its intended audience to take

action and/or provoke thought The creative aspect of

how an advertisement is prepared is meant to spark

10 interest and be remembered If the message connectsconnect

11 with the customer it will be remembered and travel

12 beyond the primary audience through word of mouth

13 Please continue

14 Frequency is the average number of timestime the message is

15 seen or heard In order for advertising to be

16 effective it needsneed to build multiple touch pointspoint that

17 reinforce message Sustained messaging is required

18 for certain typestype of information that the Company

19 communicatescommunicate to customerscustomer Specifically high level

20 of customer familiarity with messagesmessage is needed when

21 the Company is trying to influence customer behavior or

22 increase the level of customer awarenessawarenes Sustained

23 messaging requiresrequire that information is presented in

24 more than one venue and repeatedly MassMas media

25 advertising magnifiesmagnifie and projectsproject messagesmessage farther and
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faster than the other methodsmethod that the Company employsemploy

to present information to customerscustomer Our messagesmessage

compete with thousandsthousand of othersother everyday in thisthi the

worldsworld busiest marketplace

How is advertising used to achieve sustained message

Advertising createscreate sustained message by creating

highly visible message that the customer will

experience more than once and in different venuesvenue

Effective advertising requiresrequire that message and theme

10 be established and repeated over time so that it

11 becomesbecome familiar to the audience Placing an

12 advertisement once has very little impact Recurring

13 themestheme and messagesmessage in advertisementsadvertisement help to create

14 recall in customerscustomer Increased exposure leadslead to

15 higher recall by customerscustomer of the messagesmessage they see and

16 hear The more timestime they see or hear it the easier

17 it is for them to recall the message Higher recall

18 leadslead to higher awarenessawarenes and customerscustomer are more

19 likely to act on the messagesmessage they remember

20 Please continue

21 Customer recall of information is particularly

22 important for some Company messagesmessage such as those that

23 involve energy conservation and efficiency and

24 emergency preparednesspreparednes If we were selling specific

25 product an advertisement might help the customer to
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recall the specific product and the customer might be

drawn to the specific product when they shop In the

case of the CompanysCompany messagesmessage we are trying to

influence societal behavior and lifestyle changeschange

ThisThi requiresrequire significant amount of recall because it

is not associated with specific product For

example energy tipstip about closing refrigerator doorsdoor

unplugging certain appliancesappliance and changing the schedule

of when dishesdishe and clothesclothe are washed need to be

10 embedded in the customerscustomer consciousnessconsciousnes To achieve

11 thisthi messagesmessage need to be broadly disseminated in

12 large number of media Our goal is to maximize

13 exposure opportunitiesopportunitie to increase recall

14 How doesdoe the Company determine the media that will be

15 used in an advertising campaign

16 The Company usesuse print media radio and outdoor

17 advertising such as phone kioskskiosk and subway

18 advertisementsadvertisement The mix of media complementscomplement one

19 another in reaching diverse audience The Company

20 doesdoe not usually purchase television time because of

21 the cost Due to the volume of media outletsoutlet in New

22 York City and Westchester and the diversity of

23 customerscustomer we serve the Company cannot limit itself to

24 presenting our message in one or two publicationspublication or

25 radio stationsstation In New York City and Westchester
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there are eight major publicationspublication therefore the

Company will limit its effectivenesseffectivenes if its

advertisementsadvertisement appear in just one or two daily

newspapersnewspaper Likewise when we utilize radio

advertising the Company advertisesadvertise on 18 radio

stationsstation In New York City and Westchester we make

use of over 100 local community and ethnic

publicationspublication Our use of thisthi great variety of

publicationspublication is critical for communicating with our

10 diverse customerscustomer including immigrant communitiescommunitie

11 many of whom do not rely on the mainstream media for

12 their newsnew and information We advertise in Filipino

13 Korean Chinese Russian Spanish Caribbean and

14 Haitian publicationspublication to name just few

15 Have you prepared or had prepared under your

16 supervision an exhibit that illustratesillustrate thisthi

17 Yes We have prepared an exhibit entitled PUBLICATIONSPUBLICATION

18 MAP Exhibit PCIP-3

19 MARX FOR IDENTIFICATION AS EXHIBIT PCIP-3

20 Please describe the New York advertising market and the

21 costscost of advertising in that market

22 The New York market is considered the nuniber one media

23 market in the world Consequently its media costscost are

24 considerably higher than elsewhere Media value is

25 generally determined by the amount of people it can
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reach its content and the marketsmarket it servesserve For that

reason in addition to print media radio advertising

is critical in thisthi market

Please explain how thisthi affectsaffect the CompanysCompany

advertising costscost

For comparison of costscost faced by New York utilitiesutilitie

the metropolitan New York market is 17 timestime the size

of the Buffalo market The cost of full page

advertisement in the New York TimesTime is $136000 and the

10 New York Post is $53000 while the cost of full page

11 advertisement in the Buffalo NewsNew is $35000 and

12 $11000 for the Albany TimesTime Union If you ran an

13 advertisement in just the eight major publicationspublication in

14 our area just once it would cost over $300000 But

15 delivering sustained message requiresrequire advertising not

16 once but numerousnumerou timestime On top of that we are

17 advertising in over 100 community and etimic

18 publicationspublication In some instancesinstance we are advertising in

19 both English and another language At an average cost

20 of over $2000 per advertisement in each of these

21 publicationspublication running just one advertisement once can

22 cost from $200000 to $300000

23 Is similar comparison applicable to advertising in

24 other media

25 Yes The cost of advertising on 18 New York radio
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stationsstation costscost more than $100000 per week Just one

spot on one radio station costscost $600 per broadcast

similar spot costscost $52 per broadcast in Buffalo The

cost of advertising on one billboard in New York is

$18000 per month versusversu $2500 per month in Buffalo

How doesdoe thisthi high cost market affect your advertising

choiceschoice

We make every effort to minimize the costscost while

maintaining the frequency and diversity of media We

10 currently do not use television advertising because of

11 the high costscost NeverthelessNevertheles with such different

12 scale in costscost it is important to consider how we can

13 achieve sustained message in broad array of

14 publicationspublication sustained message for an important

15 program in our service territory can easily cost more

16 than million dollarsdollar

17 Please explain how you maximize the effectivenesseffectivenes of

18 advertising expensesexpense

19 In designing these advertisementsadvertisement the Company includesinclude

20 information for more than one program An

21 advertisement for energy saving tipstip also includesinclude

22 referral to use the CompanysCompany website Once the

23 customer goesgoe to the website they are introduced to

24 other themestheme of emergency preparednesspreparednes bill paying and

25 so forth
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How has the Commission treated advertising costscost in the

past

We are aware that in 1977 the Commission grappled with

the issue of how to addressaddres advertising expensesexpense in

ratemaking by issuing policy on the subject that it

sought to ensure that advertising paid for by customerscustomer

had legitimate businessbusines purpose and also that the

Commission and its staff would not be required to

conduct extensive reviewsreview of advertisementsadvertisement to make

10 thisthi determination that in rate casescase predating the

11 issuance of the policy Staff had spent time evaluating

12 advertising subject matter to ensure that the cost of

13 advertising on controversial subjectssubject and advertising

14 intended to defend the utility were not included in

15 costscost used to determine revenue requirementsrequirement that some

16 simpler way of dealing with these costscost was considered

17 necessary given that advertising expensesexpense represented

18 only small portion of utility costscost and that in

19 response the Commission issued Statement of Policy

20 on Advertising and Promotional PracticesPractice of Public

21 UtilitiesUtilitie Policy Statement and adopted formulaic

22 approach for determining how much funding to provide to

23 utility for advertising considered to be legitimate

24 cost of doing businessbusines
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How did the Commission categorize advertising for the

purpose of the Policy Statement

The Commission referred to all advertising that is not

done for promotional salessale purposespurpose as institutional

advertising The Commission acknowledged that the

term institutional advertising is rather amorphousamorphou

phrase covering all advertising which is not salessale

promotional in nature The Policy Statement continued

the ban on rate recovery of the costscost of advertising

10 with respect to utility opinionsopinion on controversial

11 issuesissue of public policy or intended to sway public

12 opinion

13 NeverthelessNevertheles the Commission found that some

14 formsform of utility institutional advertising clearly are

15 in the public interest The cost of these

16 advertisementsadvertisement were deemed legitimate cost of doing

17 businessbusines and recoverable in ratesrate These the

18 Commission referred to as being in the category of

19 informational and other institutional advertising

20 Having decided advertising expensesexpense were

21 recoverable so long as the advertising was not

22 addressing controversial subjectssubject or intended to sway

23 public opinion the Commission concluded that utilitiesutilitie

24 should be provided an allowance for advertising and

25 described how such an allowance might be determined
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Did the Commission offer examplesexample of what advertising

subjectssubject would render advertising costscost to be

considered legitimate costscost of doing businessbusines

Yes The Commission listed under informational and

other institutional advertising the following appealsappeal

for the conservation of gas or electricity

notification of emergency conditionscondition and proceduresprocedure

instructionsinstruction in the proper use of the equipment which

makesmake use of the utilitysutility service information about

10 new ratesrate new billing practicespractice or new inspection or

11 meter reading schedulesschedule advice concerning hazardshazard

12 associated with the utilitysutility service reportsreport on

13 mattersmatter of interest to the public concerning the

14 utilitysutility service such as service difficultiesdifficultie and

15 progressprogres in overcoming them projectionsprojection of new

16 capacity additionsaddition plansplan for new or improved meansmean of

17 providing service and the like The Policy Statement

18 added in footnote that advertising costscost

19 attributable to utilitysutility effortseffort to upgrade the

20 residential and industrial potential of its franchised

21 territory and to improve the areasarea overall economic

22 conditionscondition were also recoverable It pointspoint out that

23 extolling the desirability of the

24 area as location for job-creating industry benefit

25 all utility customerscustomer
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What aspect of the Policy Statement makesmake it

inappropriate today

By creating categoriescategorie of advertising and applying

single formula to all expensesexpense for advertising the

Policy Statement placesplace considerable constraintsconstraint on

important initiativesinitiative

Please explain

The Policy Statement lumpslump together all informational

advertising with thisthi intermediate category of

10 other institutional advertising and thereby placesplace

11 seemingly arbitrary restriction on the amount that

12 could be recovered for both categoriescategorie by the

13 application of formula The Policy Statement doesdoe

14 not capture the much greater demand for information

15 today on increasing numbersnumber of issuesissue reflecting the

16 increasing complexitiescomplexitie of utility service in todaystoday

17 competitive marketsmarket advanced technologiestechnologie and energy

18 efficiency and climate-change environment

19 Accordingly applying the Policy Statement as the

20 Commission did in the CompanysCompany last electric case

21 would serve to deprive utilitiesutilitie like Con Edison the

22 discretion to propose for Commission consideration

23 the most effective advertising programsprogram appropriate to

24 respond to Commission communicationscommunication directivesdirective and

25 policiespolicie ThisThi is inconsistent with the CommissionsCommission
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recent increasing focusfocu on the CompanysCompany communicationscommunication

with its customerscustomer and the need to make improvementsimprovement in

thisthi area

You mentioned that the Policy Statement included

formula for establishing an allowance for advertising

expensesexpense Please explain the allowance that was

provided

The Policy Statement providesprovide On the basisbasi of past

practice thisthi allowance will in all probability

10 range between 1/10 and 1/25 of percent of operating

11 revenuesrevenue in inverse relationship to the size of the

12 companiescompanie It will be determined individually for each

13 company .. on the basisbasi of variousvariou other factorsfactor

14 including size geographical location number of

15 customerscustomer and costscost of doing businessbusines in the area

16 Is the Policy Statement still relevant today

17 As we mentioned above the world of 2008 is very

18 different than the world of more than thirty yearsyear ago

19 One very important change is the deregulation of the

20 utility market in New York While utility delivery

21 revenuesrevenue have increased the Company no longer has

22 monopoly market on commodity supply so that its overall

23 level of revenuesrevenue is lessles than it would have been

24 without deregulation since the supply purchased by

25 retail choice customerscustomer from third partiespartie is not part
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of the CompanysCompany revenuesrevenue Furthermore advertising

costscost have increased at much more rapid pace than

revenuesrevenue and advertising needsneed to cover much broader

media spectrum than in 1977

Please illustrate your commentscomment about advertising

costscost

The same percentage of utility revenuesrevenue doesdoe not buy as

much advertising today as it did 30 yearsyear ago In 1977

full-page ad in the New York Post was $5028 while

10 today it is $53921 960 percent increase full

11 page advertisement in the New York TimesTime has increased

12 from $10087 in 1977 to $136000 today In general

13 advertising costscost have increased by percent annually

14 significantly outpacing increasesincrease in the CompanysCompany

15 operating revenuesrevenue which increased by only 3.75

16 percent over the same period We have already

17 described the difference in the costscost to advertise in

18 New York City versusversu Buffalo These comparisonscomparison

19 demonstrate that the narrow percentage range of the

20 Policy Statement ignoresignore the actual range of

21 advertising costscost in New York State

22 What other factorsfactor receive insufficient weight given

23 the percentage range for the allowance

24 The allowance percentage doesdoe not consider several

25 factorsfactor one that todaystoday society usesuse energy in many
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more waysway than in 1977 and thisthi createscreate its own

challengeschallenge in crafting and disseminating information to

targeted audiencesaudience two that New York CitysCity

population is significantly more diverse today than in

1977 and therefore reaching customerscustomer who obtain

most information from community publicationspublication has become

much more important and three as indicated above

due to the migration of customerscustomer to alternate energy

supplierssupplier the CompanysCompany revenuesrevenue no longer include

10 commodity revenuesrevenue from all customerscustomer

11 Have the CommissionsCommission requirementsrequirement with respect to

12 advertising changed as well

13 The Commission has required the Company to take much

14 more intensive role in addressing both the public

15 generally and its customerscustomer about among other topicstopic

16 the environment and energy conservation reporting

17 service problemsproblem and emergency preparednesspreparednes

18 Is the media market the same as it was in 1977

19 No There has been significant fragmentation of media

20 over the last 30 yearsyear CustomersCustomer are faced with so

21 many optionsoption for how to obtain information that it is

22 more challenging to reach them The typical customer

23 no longer just watcheswatche the six oclock television newsnew

24 and readsread daily newspaper Cable television new

25 radio satellite servicesservice the internet mobile media
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and increased outdoor advertising have changed the

media landscape significantly On top of that we face

the ethnically diverse population in our service

territory that reliesrelie on their own publicationspublication radio

stationsstation and cable and satellite television programsprogram

for newsnew The challenge for reaching customerscustomer Share

of Attention raisesraise the bar for anyone trying to

advertise in the marketplace Getting message out in

such fragmented market requiresrequire much broader

10 advertising program than was required in 1977

11 Do you believe that the Company would have adequate

12 funding for all the advertising activitiesactivitie the

13 Commission deemsdeem required and the CompanysCompany other

14 legitimate businessbusines advertising if its expensesexpense for

15 advertising are limited to percentage in the range

16 that the Commission discussed would be generally

17 applicable to Con Edison in 1977

18 For the reasonsreason we explain below we think that the

19 funding would be inadequate Accordingly we are

20 proposing an approach for the CommissionsCommission

21 consideration of advertising costscost that we believe will

22 serve the CommissionsCommission agenda while providing funding

23 for programsprogram that represent legitimate cost of the

24 CompanysCompany businessbusines We propose that the Commission

25 consider advertising in termsterm of the programsprogram that the
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advertising supportssupport We refer to such advertising as

programmatic advertising

Please explain

Clearly programsprogram that are important to the Commission

and to our customerscustomer should not fall under the limit

imposed by the policy statementsstatement formula For

example if the Commission determinesdetermine that more

communication is needed to tell our customerscustomer how to

prepare for emergenciesemergencie then that initiative and the

10 related dollarsdollar for advertising should not fall under

11 thisthi constraint Rather funding for advertising for

12 the program should be established based on the need of

13 the program for which the communicationscommunication were designed

14 What advertising is the Company planning that fallsfall

15 into the programmatic advertising category described

16 above

17 With the exception of approximately $316000 that was

18 spent in the historic year and is proposed to be spent

19 in the rate year for general advertisementsadvertisement such as

20 Happy HolidaysHoliday and Public AffairsAffair portion of the

21 Customer NewsNew all of the advertising that the Company

22 is planning to conduct in the rate year for which it

23 seeksseek funding in thisthi case would fall into thisthi

24 category

25 What level of funding is the Company seeking for
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programmatic advertising

The Company is seeking $17.14 million which is

$572000 lessles than the amount the Company expended on

such advertising in 2007 the historic year

Did all the funding for advertising in the historic

year come from Public AffairsAffair budget and will it all

come from Public AffairsAffair budget in the rate year

Customer Outreach spent $1.322 million for advertising

in the historic year as shown on Table of Exhibit

10 PCIP-1 The remaining fundsfund were in Public AffairsAffair

11 budget For the rate year all money requested for

12 advertising is shown on Table of Exhibit PCIP-1

13 Please describe the programsprogram that were included in the

14 2007 advertising program initiativesinitiative

15 In 2007 the Company conducted advertising on energy

16 conservation and efficiency emergency preparednesspreparednes

17 infrastructure upgradesupgrade and diversity and minority

18 businessbusines opportunitiesopportunitie

19 Have you prepared or had prepared under your

20 supervision an exhibit that providesprovide samplessample of the

21 print advertisementsadvertisement placed as part of these

22 advertising campaignscampaign

23 Yes We have prepared an exhibit entitled 2007

24 ADVERTISING CAMPAIGNSCAMPAIGN Exhibit PCIP-4

25 MARK FOR IDENTIFICATION AS EXHIBIT PCIP-4
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Energy Conservation

Please describe the 2007 advertising for Energy

Conservation

In 2007 the CompanysCompany electric spending for

advertising was approximately $9.4 million With

these fundsfund our intent is to support its effortseffort on

energy conservation and efficiency and education ThisThi

funding went for the Energy TipsTip campaign The

campaignscampaign messagesmessage in print media radio and outdoor

10 signage urgesurge customerscustomer and the public to think about

11 energy as valuable commodity and to change their

12 behavior with respect to energy usage Typical

13 messagesmessage included Decide what you want before you open

14 the fridge You 11 save energy and you might even save

15 caloriescalorie Leaving your AC on when youre out is like

16 tossing money out of the window 25 centscent an hour to

17 be exact Close doorsdoor to keep the heat outside Open

18 them in the morning or evening to let cool air inside

19 How can you save money energy water and time all at

20 once Run your dishwasher only when its full

21 ThisThi campaign reflectsreflect the Company commitment to

22 addressaddres the problemsproblem of climate change and need for

23 greater energy conservation while also encouraging

24 customerscustomer to save money The campaign also supportssupport

25 the goalsgoal of New York StatesState 15 15 strategy as
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well as New York CitysCity P1aNYC As nationsnation and

companiescompanie acrossacros the globe struggle to addressaddres the

problem of climate change one of the most essential

taskstask is to educate the public Advertising is widely

recognized as tool for educating the public about

thisthi topic The Company campaign givesgive customerscustomer very

simple and straightforward advice on how they can

conserve energy and manage their billsbill

Please describe how the money was spent

10 We ran energy conservation advertisementsadvertisement during part

11 of our pre-summer and summer programsprogram as well as during

12 fall program We ran set of print advertisementsadvertisement

13 with consistent creative theme for nine weeksweek in the

14 summer monthsmonth and five weeksweek in the fall and winter

15 These advertisementsadvertisement were translated into Chinese

16 Spanish Korean and Russian and published in the major

17 publicationspublication as well as 130 local community including

18 ethnic and in-language publicationspublication The

19 translationstranslation were critical for reaching the diverse

20 population of our service territory We ran similar

21 seriesserie of radio advertisementsadvertisement with consistent

22 creative theme on 18 different radio stationsstation over 13

23 weeksweek in the spring and summer and 11 weeksweek in the fall

24 and winter The radio advertisementsadvertisement were in English

25 and Spanish We also placed advertisementsadvertisement on subway
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carscar and MetroNorth platformsplatform for 11 weeksweek in the

spring and summer and eight weeksweek in the fall and

winter and on phone kioskskiosk for eight weeksweek in the

suimner and eight weeksweek in the fall and winter

Do you plan to spend the same amount on Energy

Conservation in the rate year

We propose to spend approximately $8.8 million which

is approximately $572000 lessles than in the historic

year With these fundsfund our intent is to continue to

10 provide information to our customerscustomer and the public on

11 how they can reduce their energy consumption eliminate

12 waste save money and addressaddres climate change Our plan

13 is to use the same blend of print radio and outdoor

14 advertisementsadvertisement with approximately the same placement

15 and frequency as in 2007 in order to maximize customer

16 exposure to the program

17 The Company recently proposed comprehensive energy

18 efficiency program Will that program be publicized

19 through thisthi advertising

20 Advertising in the energy efficiency program will be

21 focused on specific programsprogram and sectorssector and the target

22 audiencesaudience for each There will be coordination between

23 the broader campaign for energy conservation and

24 efficiency conducted by Public AffairsAffair and the energy

25 efficiency and demand response programsprogram The energy
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efficiency OE as well as thisthi advertising will

among other thingsthing direct customerscustomer to the Con Edison

website where there will be information about specific

energy efficiency and demand response programsprogram

Emergency PreparednessPreparednes

Please describe the Emergency PreparednessPreparednes 2007

advertising campaign

The Company spent approximately $1.8 million on

emergency preparednesspreparednes advertising ThisThi included

10 telling the public and customerscustomer how to contact us

11 during an emergency and how to use our enhanced website

12 application to report on and track service problemsproblem

13 Emergency PreparednessPreparednes is category where the Company

14 was directed by the Commission to provide information

15 to our customerscustomer In the Long Island City proceeding

16 Case No 06-E-0894 Directive 14 requiresrequire the Company

17 to have better communicationscommunication with its customerscustomer The

18 directive statesstate that Con Edison should Periodically

19 notify its customerscustomer not lessles than annually beginning

20 September 15 2007 through variety of methodsmethod

21 including bill insertsinsert advertisementsadvertisement and public

22 service announcementsannouncement of the availability on its

23 website of information during an outage... In the

24 Westchester outage proceeding StaffsStaff February 2007

25 Report concluded that the CompanysCompany response to the
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July and September stormsstorm once again pointed out the

need for increased and improved communication with

customerscustomer public officialsofficial and the newsnew media In

fact the Staff report contained over 25

recommendationsrecommendation geared toward improving communication

in one form or another The audit performed by Vantage

on the CompanysCompany recent outagesoutage in Westchester and

Long Island City found that the Company had made some

progressprogres in its communicationscommunication and its website but

10 concluded that greater improvementsimprovement were necessary

11 key component of the restoration processproces is for

12 customerscustomer to contact Con Edison CustomersCustomer are able to

13 contact Con Edison by calling 1-800-75-CONED ThisThi

14 number has been heavily advertised throughout the Con

15 Edison territory in the media local billboard

16 subway and bus postersposter on Company vehiclesvehicle and

17 customer bill insertsinsert VantagesVantage statement about the

18 significant presence reflectsreflect the increased spending

19 that the Company committed and made during 2007 Even

20 with thisthi presence the audit report statesstate that Con

21 Edison should make the need to report outagesoutage more

22 prominent in its advertising and customer outreach

23 and the CompanysCompany websiteswebsite effectivenesseffectivenes could be

24 expanded As described above these advertisementsadvertisement

25 were an important part of Con EdisonsEdison response to the
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CommissionsCommission reportsreport and the Vantage audit

Do you plan to continue thisthi program at the same level

of spending in the rate year

Yes We plan to spend $1.8 million to continue thisthi

program which should be considered the communicationscommunication

program for our emergency management effortseffort ThisThi

program will continue to encourage customerscustomer to contact

us via the website or by calling our 800 number We

will use the same budgeted amount to perform

10 advertising and to upgrade the website as needed

11 Please describe how the money was spent in 2007

12 In 2007 the Company issued new booklet for its

13 customerscustomer Power ProblemsProblem Let Us Know ThisThi booklet

14 was mailed to all customerscustomer We ran print

15 advertisement advising customerscustomer to look for the

16 booklet in the mail in more than 130 publicationspublication

17 including the major daily weekly ethnic and in-

18 language publicationspublication to coincide with mailing of the

19 booklet to customerscustomer We also ran print

20 advertisement entitled Knowledge is Power that

21 directed customerscustomer to use our website to report service

22 problemsproblem and contact Con Edison during emergenciesemergencie

23 ThisThi advertisement was placed in the same publicationspublication

24 referred to above and ran for five weeksweek in the fall

25 and winter radio advertisement with the same
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messagesmessage ran in English and Spanish for 11 weeksweek on 18

different radio stationsstation Our plan is to use the same

blend of print radio and outdoor advertisementsadvertisement with

approximately the same placement and frequency as in

2007 in order to maximize customer exposure to the

program

Diversity Program

Please describe the Diversity Program

Another area that the Company focused its advertising

10 on in 2007 was Diversity particularly

11 highlighting opportunitiesopportunitie for minority and women-owned

12 businessesbusinesse throughout our service area to do businessbusines

13 with Con Edison and emphasizing the diversity of

14 our workforce as recruitment tool to attract

15 prospective employeesemployee to pursue careerscareer at Con Edison

16 Why doesdoe Con Edison promote businessbusines opportunitiesopportunitie for

17 certain businessesbusinesse

18 Con Edison has two purposespurpose to fulfill its obligationsobligation

19 as federal contractor and to be supporter of

20 businessesbusinesse that contribute to our areasarea economic

21 development

22 Please explain

23 As any organization that doesdoe businessbusines with the United

24 StatesState government Con Edison is required to provide

25 Supplier Diversity plan outlining how the company will
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comply with federal guidelinesguideline in thisthi area The

federal contractor must ensure that it reachesreache out to

women-owned businessesbusinesse veteran-owned businessesbusinesse small

disadvantaged businessesbusinesse service-disabled veteran-

owned businessesbusinesse and minority-owned businessesbusinesse as

potential supplierssupplier

Beyond that the Company helpshelp to build

relationshipsrelationship with businessesbusinesse in our area and

encouragesencourage economic development with its public message

10 that it welcomeswelcome all vendorsvendor

11 The Company spent approximately $1.8 million on

12 thisthi advertising program in 2007 The Company believesbelieve

13 thisthi is an important part of our effortseffort to work with

14 local businessesbusinesse in diverse communitiescommunitie that provide

15 productsproduct and servicesservice to Con Edison and to grow their

16 businessesbusinesse In doing thisthi the CompanysCompany advertising

17 is improving the economic conditionscondition for the overall

18 service territory and expanding outreach into minority

19 communitiescommunitie The Company has significant commitment

20 to utilizing minority vendorsvendor and contractorscontractor in our

21 businessbusines and we want to encourage other companiescompanie to

22 provide similar opportunitiesopportunitie We also have

23 significant commitment to employing diverse

24 workforce

25 What advertising was placed in 2007 for thisthi program

-51-



PUBLIC ND CUSTOMER INFORMPTION PNEL ELECTRIC

The Company ran 12 print advertisementsadvertisement that appeared

in 23 publicationspublication over nine weeksweek in African-merican

Hispanic Asian and selected businessbusines publicationspublication

Radio advertisementsadvertisement were aired over 21 weeksweek on 10

different radio stationsstation

Do you intend to spend the same amount on thisthi program

in the rate year

Yes ThisThi program should continue to help businessbusines

development in the service territory and to attract

10 diverse workforce Our plan is to use the same blend

11 of print and radio advertisementsadvertisement with approximately

12 the same placement and frequency as in 2007 in order

13 to maximize customer exposure to the program

14 Upgrading the Infrastructure

15 Please describe the advertising program for Upgrading

16 the Infrastructure

17 The final piece of the 2007 advertising program was

18 approximately $4.6 million explaining the CompanysCompany

19 activitiesactivitie to ensure reliable service and meet growing

20 demand These messagesmessage answer the question where is

21 the money going and are important to help our

22 customerscustomer understand the need for maintaining and

23 upgrading our infrastructure These messagesmessage are

24 consistent with the Policy StatementsStatement definition of

25 advertising that is legitimate cost of the utilitysutility
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businessbusines The Commission included in the list of typestype

of advertising considered to be informational reportsreport

on mattersmatter of interest to the public concerning the

utilitysutility service such as service difficultiesdifficultie and

progressprogres in overcoming them projectionsprojection of new

capacity additionsaddition plansplan for new or improved meansmean of

providing service and the like

Why is it necessary to inform the customerscustomer about

upgrading the infrastructure

10 The CompanysCompany work on its system is matter of public

11 interest The Company receivesreceive inquiriesinquirie and

12 complaintscomplaint from the public and our customerscustomer about

13 major construction projectsproject that are necessary to

14 maintain and upgrade the electric infrastructure The

15 advertising program is an effective tool to help keep

16 them aware of the vast work necessary to keep the

17 infrastructure working 24/7 In fact the Company is

18 in the midst of its busiest building period in thirty

19 yearsyear If Company forcesforce are working in local

20 neighborhood it is important for residentsresident and

21 businessesbusinesse to understand why Con Edison may be doing

22 work in their streetsstreet or installing new substationssubstation

23 In your rate year advertising will you provide more

24 specific information about infrastructure projectsproject
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Yes the intent is to continue to deliver the general

message as well as provide customerscustomer with information

on how the infrastructure programsprogram are proceeding The

advertising will provide information to allow our

customerscustomer to see that we are accountable for fulfilling

the programsprogram that have been funded We will closely

link the advertising with the website so that customerscustomer

can track our overall performance CustomersCustomer will also

be able to identify major projectsproject in their local

10 communitiescommunitie For example we have established

11 section of our website for the M-29 transmission line

12 project The website providesprovide weekly updatesupdate on where

13 the Company is working and plansplan to provide periodic

14 progressprogres reportsreport

15 Please describe how the money was spent in 2007

16 ThisThi program included combination of print and radio

17 Prior to the summer we ran set of advertisementsadvertisement in

18 the major dailiesdailie and weekliesweeklie and community

19 publicationspublication for four weeksweek These advertisementsadvertisement were

20 translated into multiple languageslanguage For the same

21 period we ran radio advertisementsadvertisement on 18 radio

22 stationsstation Following the summer we ran seriesserie of

23 advertisementsadvertisement for four week period in the same print

24 media that were used during the spring Our plan is to

25 use the same blend of print radio and outdoor
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advertisementsadvertisement with approximately the same placement

and frequency as in 2007 in order to maximize customer

exposure to the program

What is your position should the Commission reject the

CompanysCompany proposed programmatic approach

If the programmatic approach is not adopted our

differencesdifference with the applicability of the Policy

Statement to current circumstancescircumstance and to the

application of the Policy Statement to the CompanysCompany

10 advertising programsprogram and expensesexpense remain

11 It bearsbear emphasisemphasi that the Policy Statement doesdoe

12 not fix an allowance in the range between 1/10 and 1/25

13 of percent of operating revenuesrevenue That is important

14 because the CompanysCompany presentation of its proposed

15 programsprogram the current costscost of advertising in New York

16 and the appropriate approach to advertising in todaystoday

17 environment among other factorsfactor demonstratesdemonstrate that

18 application of percentage in thisthi range would deny

19 the Company funding necessary to properly implement

20 Commission policy and provide the Company recovery of

21 reasonable level of legitimate businessbusines expensesexpense

22 DoesDoe thisthi conclude your testimony

23 Yes
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