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Agenda 

• Strategy and Cross-Functional Collaboration 
• Marketing and Outreach 
• Education, Enrollment and Success 
• Enrollments and Channel Activity 
• Questions 
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Strategy and Cross-
Functional Collaboration 
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Why new rate options? 
MO - Time of Use Rate Plan  
MO West & MO Metro Stipulation & Agreement with 
MOPSC during 2018 Rate Case 

1. Establish a global awareness, education and 
marketing plan to reach all customers 

2. Enroll customers within the opt-in TOU rate plan 
3. Shadow Billing Business Case 
4. Evaluation, Measurement and Verification (EM&V) 
5. Customer Research 
6. Customer Behavior Metrics 
7. Customer Feedback Mechanism 
8. Stakeholder Engagement 
9. Rate Design Case June 2020 
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Project Timeline to Date 

Q3 Q4 Q1 Q2 Q3 Q4
20192018

Design 
Workshop 

Rate Case 
Negotiations 

Rate Case 
Order 

Industry 
Research & 
Planning 

Cross-
Functional 
Team Formation 

Shadow Billing 
Business Case 

Customer 
Research 
Plan 

EM&V Plan 

Digital Tools 
Procurement 

IT Requirements, Design, Development, Implementation, Testing, Launch 

Marketing 
Plan Launch and 

Enrollments 
Employee 
Education 
& 
Training 

MO Commission 
Check-In 

Stakeholder 
Engagement 
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Our Goals 

Innovate 
technologically 

Productize 
rate options 

Drive market 
awareness 

and adoption 
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Marketing and Outreach 
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Understanding Customer 
Expectations 
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Industry TOU Marketing Review 

Three key learnings we’re applying: 
1. Websites play an important role in 

education 
• High use of websites, need for an informational and 

visual landing webpage 
 

2. High use of visuals 
• Many use clocks to show time periods  
• Use of color to demonstrate savings periods 

 

3. Focus on “high use” appliances 
• Help customer understand that they need to shift larger 

appliances like A/C and dishwasher, but lights, phone 
chargers and small appliances are fine 

Sample List of Utilities Reviewed  

Utility  Highlights  

APS 

- Welcome kit 
- High visual graphics 
- Stagger/shifting messaging 
- Transition phase 

OG&E 
- The ‘why’ behind TOU 
- Transparency around program 

PG&E 
- Display of time periods 
- Use of word “plan” 
- Top electricity appliance education 

Xcel  
- Shifting messaging vs using less 
- Examples of easy daily life changes 

Southern California Edison 
- TOU web landing page 
- Customers who might benefit the most 

education  

Reviewed optional TOU programs from a number of utilities 
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Customer Decision Map 

Purpose 
To identify the customer’s mindset, 
influencers and barriers/bias that will 
affect their decision to enroll in the 
new rate plan. 

 

Research 
Insights were driven by research 
performed throughout the 
development of the new rate plan. 

 

Activation 
Customer journey map then drives 
marketing activation tactics to 
address the barriers/bias. 
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Media Consumption 

Sources: 
* US Census Bureau 
** 2018 MRI Database 
*** Kansas City 2018 Scarborough 
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Campaign Messaging 
& Strategy 
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Marketing and Outreach Strategy 

• Strategy:  Simplify, Connect, Consistency 
• Approach:  Build momentum using phased approach 

• Phase 1: Employees 
• Phase 2: Advocates  
• Phase 3: Mass Awareness 
• Phase 4: Continued Enrollment  

• Tactics:  Use a mix of mass and targeted channels 
• Messaging: Easy to remember and understand, Ex: “Wait ‘til 8”  
• Creative:  Bold, noticeable, welcoming and easy to read 
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Campaign Approach 

Audience Employee Education Early 
Adopters/Advocates 

Full Customer 
Education Campaign 

Target Customer 
Enrollment 

Length of 
Phase 

12 weeks 
Mid-August – October  

2019 

14 weeks 
October – December 

2019 

45 weeks 
Late-January – November 

2020 
Ongoing 

Goals 
Educate all employees to 
become knowledgeable 
resources/advocates for 

TOU/Demand 

Enroll early advocates who can 
help build trust in the program 

and provide enrollment feedback 

Educate all customers on rate 
options and high-level 

understanding of TOU/Demand 
rates 

Used targeted channels to help 
drive enrollments in the program 

Primary 
Tactics 

Web, Email, App, Signage Email, Social, Events 
Radio, Digital, Social, Email, Bill 

Insert, Website, News Media, 
and other 

Social, Digital, Email, Web 

Building Momentum: Phased Approach To Rollout 
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Customer Learning 
Marketing & education campaign strategy is guided by 3 key learnings from customer research 

Campaign Strategy 

• Rate plans can be confusing 
or feel complicated 

• Simplify: Deliver education in a clear, concise manner 
utilizing streamlined visualizations of key information 
wherever possible. 

• Connect: Deliver education to customers across an 
integrated mix of touchpoints proven through research 
and history to be successful in reaching and resonating 
with customers. 

• Consistency: Make a consistent, centralized message 
available on the company’s website, which all other 
tactics, including direct/in-person communication, will 
drive customers to for additional information/education. 

Campaign Strategy  

• Today’s “Google first” 
customer looks to digital and 
social channels to educate 
themselves on new things 
every day 

• Customers look to Evergy’s 
website for reliable and trusted 
information 
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Creating Rate Education Synergies 

Awareness 
Growing portfolio of rate plans 

Standard Rate Plan New Rate Options 

Education 
Which is right for you 

Enroll 
My plan 

Evergy’s Standard plan is what the 
majority of our customers begin with 
when signing up. 

My current plan is perfect for my family’s 
lifestyle and energy needs today. 

Our Standard plan provides three “tiers” 
of energy pricing.  Once you’ve used that 
tier’s allotment, your rate changes based 
on the next tier’s pricing. 

Evergy is putting the power of choice in 
your hands with new rate plan options 
design to save you money based on 
the times you use energy the most. 

With a few small behavioral changes 
in my daily lifestyle, changing to the 
new Time Of Use plan would be 
beneficial to me/my family.  I’m going 
to enroll in it. 

Our Time Of Use plan rewards you 
with rate discounts when you shift 
the majority of your weekday energy 
use to off-peak times. 

Customer Decision Journey 

Educating on a larger scale as the portfolio of plans continues to expand. 
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Rate Name and Messaging 

Rate Names and Messaging 
 

 Time-of-Use:  
 Name:                   Time of Use Plan  
 Marketing Message:  Switch, Shift & Save 
 
      

 
Naming/Messaging Strategy 
Leveraged utility peer learnings from other plan launches 
to frame messaging  
 

 Clearly explain how the plan works 
 Highlight peak period hours 
 Incorporated examples of energy changing 

behaviors that would need  to occur to realize 
savings within the plan 

 Establish rate plan as “weekday” only 
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Time Period Name and Messaging 

Names and Messaging 
 

Time Period Names:  
 Peak: 4 pm – 8 pm 
 Saver: 6 am – 4 pm, 8 pm – 12 am 
 Super Saver: 12 am – 6 am 

 
Marketing Messaging: Wait ‘til 8 

 
 
Time Period Names/Messaging Strategy 
 

 Clearly explain how the time works 
 Highlight high use period hours 
 Limit the use of “peak” due to  customer 

understanding of term 
 Develop terms that our customers are 

already used to hearing in their daily lives 
 
 
 

 

Time of Use Plan 
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Rate Portfolio 
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When It Comes To Energy Savings, Timing Is Everything 
Everyone’s needs are different—and so are the times we use energy.  Which is why Evergy puts the power of 

choice in your hands with new rate plan options, each designed to save you money based on the times you use 
the most energy. So, you can find an energy plan that best fits your life. 

Option Two:   
Standard Tier Plan 
 
Our Standard Plan is our most 
traditional plan. You pay a flat rate for 
energy, plus a fixed monthly fee. This 
plan may still be right for you if 
spreading out your daily energy 
usage or shifting energy use away 
from the peak times of 4 – 8p.m. 
doesn't fit with your lifestyle.  

Option One: 
Time of Use Plan 
 
Our new optional rate plan rewards you with 
rate discounts when you shift the majority of 
your weekday energy use to off-peak times, 
like after 8 p.m. If you can shift a portion of 
your energy usage — like running the 
dishwasher, washing machine, dryer, and 
charging your electric car — away from the 
hours between 4 p.m. and 8 p.m., this plan 
may be right for you. 

Find the plan that best fits your life. 
With our new rate plan options, you save money on energy when you time things right. To learn the times you’re using the most 

energy and which plan is the best fit for your life, log in to your account at Evergy.com. 

Option Three:   
Future Plan 
 
TBD 
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Adoption Curve 

Innovation and technology adoption curves typically look like this. 

Early Adopters Early Majority Late Majority Laggards Innovators 
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Campaign Creative 
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Introducing… Rate Options 
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Phase 1: Employee Campaign 
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Updated Rate Pages 
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• New Rate Page 
 

• Wait ‘til 8 Campaign 
Landing Page 
 

• New rate pages for every 
rate, using new graphics 
 

• Compare rates inside 
MyAccount 
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Phase 2: Early Adopters– TOU Email  
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Phase 3: Full Launch - Handout 
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Phase 4: Targeted Enrollment - Digital & Social 
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Phase 4: Welcome Letter 

Dishwasher Magnet 
In home reminder of the 

program that encourages 
behavior shifts. 
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Marketing and Outreach Recap 

• Strategy:  Simplify, Connect, Consistency 
• Approach:  Build momentum using phased approach 

• Phase 1: Employees 
• Phase 2: Advocates  
• Phase 3: Mass Awareness 
• Phase 4: Continued Enrollment  

• Tactics:  Use a mix of mass and targeted channels 
• Messaging: Easy to remember and understand, Ex: “Wait ‘til 8”  
• Creative:  Bold, noticeable, welcoming and easy to read 
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Education, Enrollment 
and Success 
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Education 
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Rate Education 
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New and Enhanced Web Features – Rate Comparison 

33 
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Online Rate Analysis Tool – Rate Comparison & Details 

34 
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Online Rate Analysis Tool – Rate Simulator 
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Online Rate Analysis Tool – Rate Simulator 
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Enrollment 
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New and Enhanced Web Features – Rate Change 
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3 Step Self-Service Automated Rate Change 
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Success 
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Welcome 
Experience 
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 Welcome Letter – direct mail 
3-4 days after enrolling 

Dishwasher Magnet 

In home reminder of 
the program that 
encourages behavior 
shifts. 

 Welcome to Rate Coach 
(email) 

10-14 days after enrolling 

 Weekly Rate Coach 
(email) 

21 days after enrolling 

Rate Coach Monthly 
Summary (email) 

35 days after enrolling 
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New and Enhanced Web Features – Energy Analyzer 
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Self-Service Hourly TOU Tracking 
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Enrollments and 
Channel Activity 
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Enrollments and Channel Activity 

Enrollments began on October 1, 2019 

Legend: 
CSS = Customer Self Service (website) 
CSR = Customer Service Representative 
(via phone or in person at Connect) 
 

*High CSS enrollment % 
underscores the criticality of 
quality self-service tools, 
information and infrastructure. 
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Next Steps 

• Expect to meet goal of 3,500 customers by end of 2020 
• Solid rebranding execution 
• Moving out of soft launch of TOU – full customer campaign kicking off in January 2020 
• Majority of customer enrollment being accomplished online 
• Next update with Commissioners in September 2020 
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TOU Related Elements of Commission Order 

Completion date Status 

Review Customer Research Plan End of Q4 2018 Complete 

Launch Customer Research Plan End of Q1 2019 Complete 
 

Develop Marketing and Education Plan End of Q2 2019 Complete 

Develop Customer Feedback 
Mechanism 

End of Q2 2019 
 

Complete 

Develop Customer Behavior Metrics End of Q2 2019 Complete 

Develop business case for shadow billing End of Q2 2019 Complete 

Offer TOU opt in plan 10/1/2019 Complete 

Finalize EM&V plan End of Q4 2019 Complete 

On record presentation w/MPSC December 2019 

Completion date Status 

Goal of 750 customers per jurisdiction 
• Discuss any changes needed if metric is not 

achieved 

By 12/31/2019 

Gain additional 1000 customers per jurisdiction 
• Discuss any changes needed if metric is not 

achieved 

By 12/31/2020 

Meet with Stakeholders for update End of Q1 2020 

File a rate design case limited to TOU issues By 6/30/2020 

On record presentation w/MPSC September 2020 

Meet with Stakeholders for update End of Q1 2021 

Complete EM&V report By 12/31/2021 

Submit above documents to Commission Ongoing 

Submit a Residential TOU rate design in next rate case TBD 
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Questions 
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