Liberty Utilities

H\

Steven E. Mullen

Director, Rates & Regulatory Affairs
0:603-216-3516

E: Steven.Mullen@libertyutilities.com

January 7, 2020
Via ERF and US Mail

Debra A. Howland

Executive Director

New Hampshire Public Utilities Commission
21 S. Fruit Street, Suite 10

Concord, NH 03301-2429

Re: DE 16-383; Liberty Utilities (Granite State Electric) Corp. d/b/a Liberty Utilities
Annual Residential Customer Satisfaction Survey - 2019

Dear Ms. Howland:

On behalf of Liberty Utilities, this annual report is provided in accordance with the Stipulation
and Settlement Agreement regarding permanent rates approved by Order No. 26,005 (April 12, 2017) in
Docket No. DE 16-383. Please note this report has been filed via the Commission’s Electronic Report
Filing System.

Thank you for your attention to this matter. Please do not hesitate to contact me should you
have any questions.

Sincerely,

St=% Va4

Steven E. Mullen

Enclosure
cc: Amanda Noonan

5021

15 Buttrick Rd., Londonderry, NH 03053
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OBJECTIVES & METHODOLOGY

Objectives: Methodology:

Number of Completed Interviews:  n=1,500

* Analyze current Phone vs. Online Completion Ratio: 66% / 34%

customer satisfaction

levels with Liberty FieI(?Iw.ork D.ateis.: 8/27/19 = 10/30/13
Utilities among New Statistical Significance Level: 95%
Hampshire (NH) Electric
Customers.

« Compare current Sampling:
customer satisfaction
levels with previous * Customers were randomly selected from a sample provided by Liberty
years to determine Utilities for participation in the survey. The survey sample was
wlheiher serieEeian representative of Liberty Utilities’ New Hampshire Electric customers.
significantly increased * Asisthe casein all survey samples, there is an element of sampling
S Pl GE T e, error that is known and measurable when making projections to the

population of all Liberty Utilities’ NH Electric Customers. Sampling

e Identify areas for error varies inversely with the size of the sample. With a sample size of
improvement in order to n=1,500 and a 95% level of confidence, the range of error for
rerease cetisimefan i proportions observed in this survey is +/- 2.5 percentage points.

the future.
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OVERALL SATISFACTION

After a big increase in 2016, overall satisfaction with Liberty has remained very stable at just under 80%. Satisfaction
without cost increased to 84% this year, its highest level ever. The gap in satisfaction between the two questions is

the largest since 2015, indicating that cost is increasing in importance after several years of relative parity between
the two questions.

As in previous years, satisfaction gradually rises with age and declines with household income. The largest gap

between the two questions is among customers younger than 45, 68% of whom are satisfied with Liberty overall,
while 78% are satisfied with Liberty aside from cost.

Satisfaction with Liberty Utilities

With Cost Without Cost
84%
29 29
81% gy 77%  78%  78% /9% B2% 81 79% °2% 8%
73% 73%
‘ | | ‘ ‘ ‘ ‘ | | ‘
2012 2013 2014 2015 2016 2017 2018 2019 2012 2013 2014 2015 2016 2017 2018 2019
(A% Indicates score is significantly higher/lower than 2018
Q3 Overall, how satisfied are you with Liberty Utilities?
I_ QEASTO1 Using a scale where 5 is "very satisfied" and 1 is "very dissatisfied", how satisfied are you with the services, excluding price, that you are receiving from Liberty Utilities?
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Overall satisfaction with Liberty has remained relatively unchanged since 2016, at just under 80%. Nearly half .l

remain ‘very satisfied’.

The gap in satisfaction between customers younger than 45 and those 65 and older increased to 17 points this
year (68% versus 85%), which is in line with results in 2017 and earlier. The gap between households earning
less than $50K and those earning S100K+ dropped to 10 points (83% vs. 73%), mirroring results pre-2018.

Overall Satisfaction with Liberty Utilities

2015 (n=1500) 30% 14% 23%
Top 2 Box 63%

2016 (n=1503) 46% 11% 12%
Top 2 Box 77%

2017 (1=1506
Top 2 Box 78%

2018 (n=1506) 12% 10%
Top 2 Box 78%
2019 (n=1500) 12% 9%
Top 2 Box 79%
B Very satisfied B Somewhat satisfied W Neutral B Very/Somewhat dissatisfied

W \% Indicates score is significantly higher/lower than 2018
Q3 Overall, how satisfied are you with Liberty Utilities?

research 4



REASONS FOR SATISFACTION/DISSATISFACTION

Even though reasons for satisfaction and dissatisfaction wasn’t asked in 2017 and 2018, the results this year are very
similar with those from previous years.

= The most common reason why customers are satisfied is the lack of any problem or reason to contact Liberty.
= Costis by far the most common complaint among dissatisfied customers; mentions of billing problems have
been cut in half since 2016.

Difference
Suggestions for Improvements 2015 2016 2019 from 2016

Among Satisfied Customers n=951 n=1156 n=1178

Never had a problem/complaint 25% 33% 29% -4%
Cost is too high/rate increases 24% 11% 15% "1 +4%
Reliable/Receive services/No interruptions 17% 18% 15% -3%
Service is excellent/good/satisfactory 1% 11% 12% +1%
Prompt, considerate repair service 6% 8% 10% +2%
Among Dissatisfied Customers n=341 n=175 n=145

Cost is too high/rate increases 64% 46% 54% +8%
Billing is confusing/problematic [ 26% 27% 11%V ] -16%
Poor/unfriendly/uncaring customer service 13% 15% 10% -5%
Website not user-friendly/informative 5% 10% 8% -2%

NV Indicates score is significantly higher/lower than 2016
I I I Q3b Being as specific as possible, why did you say you are satisfied/dissatisfied with Liberty Utilities?
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REASONS FOR SATISFACTION

-

Because when we've had to call them and ask them for help, like )
when we had a storm and the tree fell down, they came immediately
even though we put it off at first. The other thing is we called them

to take some branches off of the line they came. | know that if | call

they will come, they are very good. )

Even at NH's high prices, electricity is
an amazing bargain. Liberty is
dependable, reliable, trustworthy,
and offers great value.

Ve

(&

They respond quickly to power outages. Even when | call in the middle of the night | get a live person. ]

/Despite really bad weather we have experienced minimal outages. In\
addition, Liberty Utilities took the advice of the tree maintenance
crew regarding a tree on our property that had rotted, and had them
take it down before it could cause damage to the lines and cause a
problem for many. The customer service reps | have spoken with

/I\Io matter the weather conditions, it\
seems the power never goes out

here. Ifit does it's only briefly as
Liberty Utilities seems to have a
response team faster than EMT

were without exception polite, helpful and professional. /

services.
N /

&

kbill each month. Thanks Liberty Utilities for all you do!

here is a lot of dead growth trees on my property and they are often subject to getting knocked down during
storms. Liberty has come to my aid on two occasions this past year where a line needed to be cleared of a
fallen tree, or even replaced. They provided quick response times and restored my power efficiently. I'm
grateful for their service being out here in the sticks, and their website is very easy to use when | online pay my

~

)

.

I H:F I—I Q3b Being as specific as possible, why did you say you are satisfied/dissatisfied with Liberty Utilities?
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KEY INDICATORS —SLIDE 1 e

Satisfaction scores for Key Indicators were relatively stable this year, with few increases or declines. On this slide, .
there was an increase in satisfaction for Liberty providing reliable services, after a dip in 2018. Satisfaction with

bill and statement accuracy is one of the few attributes where satisfaction has not recovered to where it was in
2012-2013.

Satisfaction (Very/Somewhat Satisfied)

88% 0, 20% s0%"

36%857 % 85% 85% 6% 87%88%, 36%87% 84%g39,
%819 ?
79%78%78% 9 9 9
5% 75%749,76% 76% 75%75%6%75%
71% 9
69%
67%66% 649%65%
59%60%
| ‘ /A | |
Provide Provide Accuracy of Customer Payment
reliable safe bill/statement service options
services services

2012 ®m2013 m2014 m2015 m20l6 m2017 m2018 2019

NOTE: Since results are based on respondents who provided an answers (did not select Not applicable/No experience), the bases vary for each attribute each year
I I I :IZ I I W \% Indicates score is statistically significantly higher/lower than 2018

Q2. Please rate Liberty Utilities in the following areas by using a 5-point scale with 5 being "Very Satisfied" and 1 being "Very Dissatisfied".
research 7



KEY INDICATORS — SLIDE 2

Compared with 2018, ratings on this slide increased for community presence. As in previous years, satisfaction =
with price is actually higher among less-affluent households, indicating that perceptions of value may be as
important as the actual price people are paying.

Compared with 2012, satisfaction with Liberty has increased for encouraging conservation and community
presence, while it is lower for price.

Satisfaction (Very/Somewhat Satisfied)

70%

68768?69%
c3% > 65%65% 30,067
? 61% 58%58% 58% 58‘V
0,
5% 56% g ssy 55% 54%53% s s STRER e 55%
o1 S0% 0% 4o 49% 48%48%
42% 44% 44%45%
37%
II I
/A II
Communi- Encouraging Company Community Price
cations conservation website presence

H2012 ®m2013 m2014 m2015 w2016 m2017 m2018 2019

NOTE: Since results are based on respondents who provided an answers (did not select Not applicable/No experience), the bases vary for each attribute each year
W \% Indicates score is statistically significantly higher/lower than 2018
Q2. Please rate Liberty Utilities in the following areas by using a 5-point scale with 5 being "Very Satisfied" and 1 being "Very Dissatisfied".
research 8



DRIVERS OF SATISFACTION

A regression analysis was conducted to help quantify the impact of the Key Indicators on overall satisfaction with
Liberty Utilities. The results for the attributes which had a significant impact on satisfaction are shown below.

Customer service remained the top contributor to overall satisfaction. After three years of decline, price
increased as a driver of satisfaction this year, to where price is almost as important as customer service in driving
satisfaction. Encouraging conservation made its debut this year as a top driver of satisfaction.

Impact on Satisfaction with Liberty Utilities*

37%

5% 34%
339%
o 31%
8%
6%
21%
()
0% 19%9% 19%
13% 139
139 12929 18% - Bhow 2% 3%
11% 10% 11%
7%
0%0%0%0% 0% 0% 0% I 0% I 0% 0%

Customer service Price Accuracy of Encouraging Communications Provide reliable Payment options
bill/statement conservation services

W 2015 (n=1500) m 2016 (n=1503) mM2017 (n=1506) m™W2018 (n=1506) ™ 2019 (n=1500)

I I l I I I *Based on standardized regression coefficients
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COMPANY EVALUATIONS

While satisfaction for Liberty on Key Indictors was relatively stable this year, satisfaction for many Company
Evaluations were higher; this follows a general decline on Company Evaluations last year. This year, satisfaction
increased beyond the margin of error for eight of the nine Evaluations, all except being a well-run company.

Satisfaction levels generally increased across the board, although ratings still tend to increase with age and
decline with household income.

Company Evaluation (Excellent/Good)

s0% 81%T

77%gm 769 7587% sor° 75% 30,
70% 70%
9% g% 69%T
67 65% 67%7¢6; 66%°"° 65% 67% " 20 65%T ~
61% 615 600@1% 62/° A
56%7% 559,
529 51% ’
‘ ‘ ‘ | ‘ | ‘

Protecting Quality of Environmentally A well run Responsible Open about  Commitment to Vision for Good value
safety services responsible company  corporate citizen  operations community the future for price

H2015 ®m2016 ®m2017 m2018 m2019

NOTE: Since results are based on respondents who provided an answers (did not select Not applicable/No experience), the bases vary for each attribute each year
W \% Indicates score is significantly higher/lower than 2018
Q5 Based on a scale from 1 to 5 where 1 is “Poor” and 5 is “Excellent”, please rate how good a job Liberty Utilities does on each of the following items:

research
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OVERALL SATISFACTION EXCLUDING PRICE

Satisfaction with Liberty is five points lower overall than when price is specifically excluded. In terms of the
percentage who are very satisfied, the gap increases to 9 points, another indicator that price is again increasing

in importance.

Overall Satisfaction — Current
Impact of Price

B Very/Somewhat
dissatisfied

H Neutral

84%

B Somewhat

Overall Satisfaction Excluding Price — Trending
Top 2 Box

84%
82%  81% g0, 81%  81% ’

| | | | | | ‘

X
. (e}
satisfied [2a)
o
. . Q
W Very satisfied o
=
Including Price Excluding Price 2012 2013 2014 2015 2016 2017 2018 2019
N Indicates score is significantly higher/lower than 2018
Q3 Overall, how satisfied are you with Liberty Utilities?
I I % I I QEASTO1 Using a scale where 5 is "very satisfied" and 1 is "very dissatisfied", how satisfied are you with the services, excluding price, that you are receiving
from Liberty Utilities?

research
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CUSTOMER SERVICE

Fifty-nine percent of Liberty customers contacted the company in 2019, most often by calling and speaking with a
live person. Website visitation dropped back to the 2017 level, while other means of contacting customer
service remained relatively stable.

Three-quarters of customers younger than 45 contacted Liberty customer service in the past year (73%),
compared with only 51% of customers 65 and older. Dealing with customer service issues remains a key
vehicle to impact satisfaction, particularly among younger customers.

Contacted Customer Service By...
W 2014 (n=1508) ®2015(n=1500) M2016 (n=1503) m2017 (n=1506) M2018 (n=1506) M 2019 (n=1500)

40% % 34%
o 0
33% s 31% 207 33% gy, 27% 28% 1% o, o 25
19% 9 0
I I I I I | T - -
Eenln v/ e
Called - Person Called - IVR Visited Office Visited Website

™MV Indicates score is significantly higher/lower than 2018
Q6z Which of the following have you done in the past year? Please select all that apply.

Qb6x When you called Liberty Utilities in the past year, did you...?
Q6a To the best of your recollection, how many times have you done each of the following within the last year?
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SATISFACTION WITH CONTACT METHOD

As in previous years, satisfaction with the customer service experience was higher among those who called and

spoke with a person (80%) or visited an office (82%) than among those who used IVR (60%) or visited the
website (64%). Satisfaction with all forms of contact was stable in 2019, although the percentage very satisfied
did increase for customers who called and spoke with a live person or used IVR.

Satisfaction with Each Contact Method

B Very/Somewhat dissatisfied
W Neutral
B Somewhat satisfied

- 77%
B Very satisfied

2018

research

2019

Called — Person

-80%

- 54%

2018

2019

Called = IVR

W \% Indicates score is significantly higher/lower than 2018
Qby Overall, how satisfied are you with your experience with each of the following?

-60%

- 82%

2018

2019
Visited Office

-83%

-65%

2018
Visited Website

- 64%

2019
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AWARENESS OF ENERGY EFFICIENCY PROGRAMS

Compared with 2016, awareness of energy efficiency programs has remained relatively stable, increasing by just
two percentage points.

Awareness increases from 42% among customers younger than 45, to 64% among customers 65 and older.
Customers aware of these programs have significantly higher satisfaction with Liberty for encouraging
conservation and cost, so increased awareness will lead to higher satisfaction in these areas.

Awareness of Energy Efficiency Programs

2012 (n=1501) 70%

2013 (n-1501) s
2014 (n-1505) s
2015 (1-1500 15
2016 n-1503) v
2019 n-1500) 2

W Yes No

A% Indicates score is significantly higher/lower than 2016
I I I QEASTO6 Are you aware that Liberty Utilities offers energy efficiency programs to help you reduce your energy costs?
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AWARENESS OF ENERGY EFFICIENCY PROGRAMS

Awareness of Liberty energy efficiency programs is driven primarily by direct mail, with email, the LU website
and NHSaves.com well behind.

Direct mail is the top source of awareness across all age and income groups.

Where Heard about L Energy Efficiency Programs

60%
0,
15% 13%
6%
2% 2% 2% 1% 1%
lI — — — — —
Direct mail Email Liberty ~ NHSaves.com TV Social media Radio Telephone Text message
Utilities
website

QEAST16. How did you hear about Liberty Utilities' energy efficiency programs?
Base: Aware of Liberty Utilities” energy efficiency programs (n=871)
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RESPONDENT PROFILE

n=1500 n=1503 n=1506 n=1506 n=1500
Gender
Male 45% 46% 46% 50% 51%
Female 55% 54% 54% 50% 49%
Age
18-24 years 2% 2% 2% <1% 1%
25-34 years 9% 13% 1 9% Vv 7% 4% v
35-44 years 11% 13% 11% 12% 8% V¥
45-54 years 18% 15% 17% 15% 14%
55-64 years 24% 23% 23% 26%M 27%
65+ years 37% 33% 4 38% n 40% 45% A
Household Income
Under $25,000 12% 8%y 11% 1 7% Vv 10% 1
$25,000-$49,999 19% 14%V 17% 14%y 15%
$50,000-5$74,999 14% 17% 16% 14% 15%
$75,000-$99,999 11% 10% 10% 13% M 12%
$100,000-5149,999 10% 12% 7% 12% M 10%
$150,000+ 6% 8% 7% 10% 9%
Prefer not to say 28% 31% 28% 30% 29%

LLUJTH
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RESPONDENT PROFILE

n=1500 n=1503 n=1506 n=1506 n=1500
Ethnicity
White/Caucasian 86% 85% 85% 83% 83%
Asian/Pacific Islander 2% 2% 2% 3% 2%
Hispanic/Latino 1% 2% 1% 2% 1%
Black/African American 1% 1% 1% 1% 1%
Other 2% 2% 2% 2% 3%
Prefer not to say 8% 8% 9% 9% 10%
Education Level
Less than high school 2% 1% 2% M 1% ¥ 2%
High school/GED 20% 17% Y 21% A 16% Vv 19%
Professional school/training 5% 3% 5% A 4% 5%
Some college 14% 15% 16% 15% 18% ™
Associate’s degree 7% 8% 8% 11% M 7% V¥
Bachelor’s degree 21% 23% 17% 4 20% M 20%
Some graduate school 5% 5% 5% 5% 3% Vv
Graduate school degree 20% 22% 19% 22% 20%
Prefer not to say 7% 6% 7% 6% 6%

LLUJTH
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RESPONDENT PROFILE

| oo | o | 2ov | oo | 200

n=1500 n=1503 n=1506 n=1506 n=1500
Children in Household
Under 18 years of age 21% 23% 19%V 19% 23% M
Home Status
Rent 20% 26% ™ 21%V 16% ¥ 21% 1™
Own 79% 73% ¥ 77%"M 83% 2 77% Vv
Home Type
Single family 79% 76% Vv 77% 82% 79%
Multi-family/Apartment 19% 21% 20% 16% ¢ 17%
Other/Don’t know 2% 3% 3% 2% 4%
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FOR FOLLOW-UP QUESTIONS, PLEASE CONTACT: """

LUTH

research

1365 Fourth Avenue
San Diego, CA 92101
619.234.5884
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