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Q. 

A. 

REBUTTALTEST~ONY 

OF 

TRINA J. MUNIZ 

CASE NO. ER-2012-0166 

I. INTRODUCTION 

Please state your name and business address. 

My name is Trina J. Muniz. My business address is One Ameren Plaza, 

8 190 I Chouteau A venue, St. Louis, MO 63103. 

9 

10 

Q. 

A. 

What is your position with Ameren Missouri? 

I am the Managing Supervisor of Ameren Missouri Communications. I am 

11 responsible tor Marketing and Advertising for Union Electric Company d/b/a Ameren 

12 Missouri 's ("Company" or "Ameren Missouri") electric and gas operations. 

13 Q. Please describe your educational background and employment 

14 experience. 

15 A. I joined Ameren Corporation in 200 I as the Senior Supervisor of Advertising. 

16 I have 25 years of Marketing and Advertising experience. In 2009, I became the Managing 

17 Supervisor of Communication for Ameren Missouri. 

18 Prior to jo ining Ameren, I spent I 5 years at Bank of America in their Marketing, 

19 Advertising and Public Relations Department. When I left in 2001 , I was the Vice President, 

20 Marketing Relationship Manager for Midwest South Consumer Marketing. I have a 

21 Bachelor of Science degree in Business Administratio n with an emphasis in Marketing from 

22 Southern Illinois University at Edwardsville and a Masters of Business Administration ffom 

23 Webster University. 
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Rebuttal Testimony of 
Trina J. Muniz 

II. PURPOSE AND SUMMARY OF TESTIMONY 

Q. What is the purpose of your testimony in this proceeding? 

A. The purpose of my rebuttal testimony is to discuss the importance of 

4 communicating to the Ameren Missouri customers through marketing and advertising and 

5 how it positively impacts our customers. I will also discuss the costs associated with these 

6 efforts and respond to the portion of the Staff Report Revenue Requirement Cost of Service 

7 ("Staff Report") sponsored by Lisa Ferguson on the Company' s advertising expense. 

8 Ill. CUSTOMER COMMUNICATIONS EFFORTS 

9 Q. Why is it important for Ameren Missouri to use advertising to reach their 

10 customers? 

11 A. While I realize the Staff calls these expenditures "advertising," it is not 

12 advertising in the traditional sense; that is, an attempt to attract new customers. Instead, 

13 Ameren Missouri ' s advertising efforts are part of the Company's effort to improve 

14 communications with our customers. Communication with our customers is critical in 

15 educating them on the use of electricity and how to manage the.ir accounts. For example, 

16 there is a common misunderstanding among our customers that our rates have the greatest 

17 impact on their energy costs as opposed to their level of consumption of electricity. 

18 Customers do not know what types of investment or expenses the Company must incur, yet 

19 the rates customers pay are designed to cover those costs. We use many different 

20 communication channels to get messages to our customers. With over 1.2 million customers, 

21 advertising is the most efficient and effective way to communicate. 

22 Q. Some individuals have testified at past local public hearings that they 

23 don't understand why Ameren Missouri advertises and do not think that Amcren 
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1 Missouri needs to spend money on advertising. If you are going to advertise, aren't 

2 there less expensive ways to get your message out? 

3 A. Yes, if measured solely in terms of dollars per advertisement, there are less 

4 expensive ways to advertise but those methods are not as effective in getting information to 

5 customers. The less expensive ways also have lower impacts, meaning they reach fewer 

6 customers per dollar spent. When choosing the types of communication channels to use, the 

7 Company takes many factors into consideration. One of the main considerations is the 

8 ability to make an impact with customers and to drive the recall of the message. Television, 

9 radio and outdoor advertising interact with customers in their everyday lives without 

10 additional effort on their part. We are able to educate our customers at the times and places 

11 where they are the most receptive. 

12 In the busy everyday lives of our customers, they are exposed to over 20,000 

13 messages a day. They receive these messages in many different ways, both consciously and 

14 unconsciously. As communicators, it is our job to find the right channels for the messages to 

15 reach our customers. This requires an integrated approach that includes all forms of 

16 communications, including both paid and unpaid communications. Because of the high 

17 volume of messages our customers are exposed to each day, the number of times that a 

18 consumer must hear/see a message in order for that message to make an impact is increasing. 

19 Many messages are seen but not retained. Ameren Missouri must find the right mix of 

20 communication to help our customers understand the impact of their actions. We seek to do 

21 this by delivering a consistent message through various channels of communication. 

22 It is also important to have a clear "call to action" as part of each communication. 

23 The call to action lets customers know what they need to do - go to a website, call a phone 
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1 number, turn down a thermostat, etc. This is why all of Ameren Missouri ' s advertisements 

2 include our website, which provides the customer additional, detailed information on the 

3 topic of that advertisement. Once our customers take this step, they are able to find answers 

4 to many of their questions or to gather more information to help them understand the impact 

5 of their actions. 

6 IV. STAFF'S APPROACH TO REVIEWING EXPENDITURES 

7 Q. Do you have any general comments about Staff's review of the 

8 Company's advertising expenditures? 

9 A. I do. The Staff Report merely states that Ms. Ferguson classified the 

10 advertisements as she believed was appropriate and excluded advertisements that she 

11 believed were institutional or promotional. There was no attempt to justify or even explain 

12 why she classified the advertisements in the manner she did or why she disallowed any 

13 particular expense. Unless she files that information as part of her rebuttal testimony, 

14 Ameren Missouri will not have an opportuni ty to respond to her reasoning prior to the 

15 hearing, especially if surrebuttal testimony is the first time she gives an explanation for her 

16 proposed disallowances. And without such information, the Commission will have no basis 

17 to judge whether Ms. Ferguson's conclusions are valid. 

18 Q. Do you agree with the classifications that were used by Ms. Ferguson? 

19 A. In principle, yes. We agree that the five categories for advertising are: 

20 General: informational advertising that is usefu l in the provision of 

21 adequate service; 

22 Safety: advertising which conveys the ways to safely use electricity and 

23 to avoid accidents; 

4 



Rebuttal Testimony of 
Trina J. Muniz 

1 Promotional: advertising used to encourage or promote the use of 

2 electricity; 

3 Institutional: advertising used to improve the company's public image; 

4 Political: advertising associated with political issues. 

5 But we do not agree with how Staff classified some of our expenditures and therefore do not 

6 agree with Staff as to what advertising expenses should and should not be used to set the 

7 revenue requirement in this case. 

8 For example, we use banners with the Company name/logo on them at many different 

9 events throughout our service territory. The banners are used to help our customers identify 

10 us and be able to ask us questions and get additional information regarding their electrica l 

11 services. Although Staff categorized these items as lnstitutional, they are in fact necessary in 

12 providing useful information to our customers. Consequently, they are more accurately 

13 categorized as General and, accordingly, their cost should be included in the Company' s 

14 revenue requirement. 

IS Items used during events that promote a safety message shou ld be classified as safety, 

16 including gloves for volunteers who hold the Louie the Lightning Bug balloon in parades. It 

17 would be unsafe for our volunteers to not wear gloves. To ensure we are not on ly promoting 

18 safety but applying good safety practices ourselves, we provide gloves to the volunteers. 

19 This expense should be classified as Safety and thus should be included in rates. Moreover, 

20 such expenses should not be considered an advertising expense in any case, but because 

21 those expenses come out of accounts with activity codes of BAOT, BASA, RRPR and 

22 CCPR, Staff considers them to be advertising costs. Regardless of whether those costs are 

23 properly classified as advertising, it is a prudent expenditure and should not be disallowed. 

5 
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1 Furthermore, Ms. Ferguson has reclassified many o f our General advertisements, 

2 changing them to Institutional. We disagree with her reclassification. 

3 Q. Can you explain what you mean? 

4 A. Yes. The advertis ing that the Company has classified as General is 

5 informational advertis ing that is useful in the provision of adequate service to our customers. 

6 For example, the Mr. Efficiency Radio spot educates our customers on the benefits o f budget 

7 billing. We classified this advertisement as General and Staff changed the classification to 

8 Promotional. It is not Promotional because we are not encouraging the use of electricity. 

9 Instead, we are educating our customers on options they have to pay the ir bills. The Clean 

10 Air TV spots, which ta lk about the investment the company has made in plac ing scrubbers at 

11 our Sioux Energy Center we class ified as General. Staff class ified those spots as 

12 Institutiona l. As discussed furthe r below, the ads are Genera l beca use they expla in to 

13 customers what their rate revenues are used for; in this case, to comply with federa l law. The 

14 g loves that were purchased to protect the hands of the Louie the Lightn ing Bug balloon 

15 handlers were categorized by the Company as Safety and Staff re-c lassified them as 

16 Institutional. All three ofthese examples are costs that sho uld be a llowed because Staff s re-

17 class ification should be rejected. 

18 v. SPECIFIC ADVERTISING CAMPAIGNS 

19 Q. Are there specific campaigns that Ms. Ferguson recommended 

20 disallowing that you believe should be included in the Company's cost of service? 

21 A. Yes, there are severa l. I will go through them by campaign. 

6 
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Clean Air 

Q. Why do you believe that the Clean Air campaign should be included in 

3 the Company's cost of service? 

4 A. The Clean Air television and radio spots were used to educate our customers 

5 on the Sioux Scrubbers and how that investment has lowered the emission levels at our Sioux 

6 Energy Center. The cost of the scrubbers is in rates and our customers want more 

7 information about what they are paying for each month. Since advertising is the most cost 

8 effective way to communicate with our customers, we use it to explain and educate them on 

9 what they are paying for each month. Our customers care about the environment and 

10 keeping their costs low. The scrubbers help us obtain both. 

11 A copy of the video is provided as Schedule TJM-ERI. The cost for this campaign is 

12 $302,805.70. 

13 Other Communication Expenses 

14 Q. Are there other communication expenses that Ms. Ferguson did not allow 

15 that you believe should have been allowed? 

16 A. Yes, they are outlined below: 

17 Banners, Signs and Table Skirts 

18 When we are out in the communities in our service territories at engagements that 

19 allow us the chance to talk to our customers, we often use signs, banners and table skirts to 

20 identify us. These items are used multiple times and at a variety of places like home shows, 

21 trade shows, safety fairs, community events, etc. They are used at events that Ameren 

22 Missouri employees staff and where they are available to answer questions and provide 

23 information to our customers that help them better understand the service that they receive 
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1 and how to better use electricity. The Staff Report contains no explanation as to why it is 

2 inappropriate for the Company to identify itself at these events or why these costs should be 

3 excluded from rates. 

4 I have attached a picture of one of the table skirts with a banner as Schedule 

5 TJM-ER2. The cost that should be allowed is $6,952.45. 

6 Taum Sauk Open House Inserts 

7 Ameren Missouri held an open house for the public and inserts were placed in the 

8 local newspapers to educate customers and people who live in the area that, for one day only, 

9 the Taum Sauk Energy Center would be open to the public for tours. It also provided facts 

10 about the. energy center. Looking at Ms. Ferguson' s work papers, she considered these 

11 expenditures as Institutional and recommended disallowance. These are not large dollar 

12 expenditures, but they were made, and were necessary, to provide direct education to our 

13 customers about one of the sources of electricity that serves them. 

14 Additionally, I would point out that the newspaper inserts Ms. Ferguson recommends 

15 be disallowed are substantially similar to the handouts (badge inserts) provided to the public 

16 when they toured the facility. Ms. Ferguson recommended allowing recovery of the costs of 

17 the badge inserts without explaining why the two expenditures should be treated differently. 

18 A copy of the inserts is attached as Schedule TJM-ER3. The cost of these inserts is 

19 $1 ,536.00. 

20 Personal Energy Report Signs 

21 In the first quarter of the year, Ameren Missouri mailed its customers a personalized 

22 energy report showing their usage by month, j ust as it has done for the past several years. 

23 Ameren Missouri employees attended many events and speaking opportunities showing 

8 
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1 customers how to read their reports and to raise awareness, so that customers would know to 

2 watch the mail for these reports. The signs were enlargements of the actual reports sent to 

3 our customers. Clearly, the purpose ofthis expenditure is to educate our customers. Staffs 

4 recommendation to disa llow this cost does not make sense and should be rejected. The 

5 Personal Energy Reports provide customers with valuable infonnation and this expenditure is 

6 designed to improve comprehension of the reports. 

7 A copy of these signs is attached as Schedule TJM-ER4. The cost of these signs is 

8 $6,503.25. 

9 St. Louis Rams- Mr. Efficiency 

10 Q. Why should the cost of the radio spot "Mr. Efficiency" be allowed? 

11 A. As part ofthe sponsorship of the St. Louis Rams, we are allowed to run radio 

12 spots during the games. The radio spot called Mr. Efficiency raises the awareness of Budget 

13 Billing and its benefits. The advertisement incents customers to sign up for Budget Billing 

14 by offering them the chance to win a trip to an away game with the Rams. For this target 

15 market, this is an effective message. 

16 Ameren Missouri is not asking for the entire sponsorship cost of the St. Louis Rams 

17 to be included in rates. Rather, it is only asking for that portion of the sponsorship that is 

18 being used to promote this program to be allowed. The Company requests $2,978 for the 

19 production cost of the spot and $45,024 of the sponsorship cost. These are the costs of the 

20 Budget Billing program that was the focus of this portion of the program. (The entire 

21 sponsorship cost is $134,000 and as noted, the Company is not asking for recovery of the 

22 remaining portion of that cost). A copy of the script for the radio spot is attached as 

23 Schedule TJM-ER5. 

9 
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Gloves and Storage Cost for Louie the Lightning Bug Balloon 

Q. Why should customers pay for the gloves and storage fees for the Louie 

3 the Lightning Bug balloon? 

4 A. Ms. Ferguson removed the cost o f the gloves and storage fees from the safety 

5 campaign dolla rs. The Louie the Lightning Bug balloon is an effective way for the Company 

6 to put forth its safety messages. Both the gloves and storage costs are necessary for the 

7 communication ofthis safety message. The gloves are needed because the ba lloon reacts to 

8 wind and is held by ropes. Without the gloves, our volunteers would likely experience rope 

9 bums. The storage for the balloon includes the field testing o f the balloon each time. Due to 

10 the wear and tear the balloon experiences each time, it is necessary to have it tested for leaks 

11 and fixed when needed. 

12 A picture of the Louie the Lightning Bug with the handlers is attached as Schedule 

13 TJM-ER6. The cost that should be a llowed is $18,628.02. 

14 Q. What is the total difference between what Ms. Ferguson is proposing and 

15 what should be allowed? 

16 A. In total, Ameren Missouri believes Staff understated its advertising expense 

17 by $384,427. This means the Company is seeking recovery $1 ,583,348 instead of 

18 Ms. Ferguson's proposed a llowance of $1 , 198,92 1. 

19 Q. Does this conclude your rebuttal testimony? 

20 A. Yes, it does. 

10 
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1. My name is Trina J. Muniz. I am employed by Union Electric Company d/b/a 

Ameren Missouri as Managing Supervisor, Marketing and Advertising. 

2. Attached hereto and made a part hereof for all purposes is my Rebuttal Testimony 
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Schedule(s) TJM - ERl thru TJM - ER6 , all of which have been prepared in written 
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Opfntlons, Mark Blrk, explalns, •AmerenUK 
chargos Two Sallk at night by lllllnc tho 
reJerwir, and ~s that pm~-er durb\& the 
tbyto rnttt custoJM:r demand when lt'a Lhe 

bieb<'.ot' - ,i\ISlliU • ret'iwleable ba.,.ry, 

lla•inll• pull\l)tlklotal< ill'drooledrlc plant 
within our anti'IMl of ccneratinc fllrilities 

r:nlin!Ntf!: 

• Pu.m~ is moree.fi"Jdent 
th.an ant' llher JarKii t Set:lrbl stof:&# 
S)'Jit.a 

P\.l.mped-storaae power complea.lenb 
'"'""'bits. Wator Is pun>ped at nlaJ>t 
wllto wind powtt lo l))lcallr at i" Ptl>k 
prodllction and S}Steaa ktldl m at t.helr --· P'lonpedosloti£f: pol'"f:r w1 bel1n ~to-
rratWg very qukklf 10 meet. • l leourl'1 
ol<ctri< -a du:ln& peak ptiiocb or 

hmped-8t.orJ3e aM h)"dro pl.vlts an 
much J• c:o11plts: than 101111 and ps 
pnerat~r>a planU. and lhe 'fllor ,.. .. 
are aweh more prcctietable. 

Hydro hat JlfO\'eR itJtltto be I vital ISlet tn 
U....S ol high .,,...,. domand. So the IIOll 

Ume you tum on the "'-ater remembtr, tt'1 
Ml jU>llor drinklnc and n.1111ne the d~hes. 
Ta1111 Sallk Purnped.S~ora&e H.l'llroele<ttlt 
Plant could be helpiQC 10 power roor how. 

IJI lt.:i3, ,.htn Union Ele<trlc Colopon;r 
- now dolnc business u AllennUE­
bep.n ~ lnlo bullclln& a pumped. 
alorap! ~ plant, nch p1anU had 
betn U5td in bolh tbe United Slates and 
Europe lor llliOI',...,., But the planlo 
werr very lmllJ and nonnalb' had ~pa­

ra\e pWilpt and aenerl\ting units. 

wtor ,...pod.,.._ h!Uro planu 

became nwre praeticalln the titlt 
1000. whi'n ._,.~wgan dr>'tlop­

ln« &eneratm, hublnta that could be 
m'trwtd and doubl~ u pu~ps. 

Mer six,..,. or leasli>Uitr "wue. 
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and pirlnnl"" liEd,... I,&I)O.loot.t.illl PramtlloiUIIainln Re)1\0ido Coomly, llo .. [or till! oite ola""" 
pwu~ plant. Construction btpJl Ln JW'If, Jtoo. 
Six Jai.Won tofU ol plm&e wt:re lft0\"1'1.1 to cno.U lM Ujlptt rtttPflir, IUld a zs.toot di&Aaet.er tW\1\1'1 ,...., 
bored froJI the bollo• ollhe rtstl\1:ll:r tbrotl.&h tht IMUfti.Aia to the J>O"'tl' NMe. 

Br July 1963, tile 160 mlUion projed .., noarl)' <OOI(IIeiA!. 11M upper mtrvolr wu lllled with ntu 
lor the nnt lime. and a dedication <m111011l' on Od.l. 11163, allrllded .. nral hut..Sred dipllatlto ­
lncludJn& lher>,...rnor Jolin II. Oalton and Sl Loulo n,.)., a.,..,.od 1'11ckr!r. Thllpmroor poW«! Nla 
ol wllltr !""" other U~ planto lnlo Ule Blatk ~im lo o,nbotbt the )olnllll o! 'hum Saul< Plant lo 
the llh)1kl\l. 

hum Saut wnt onliM on IM. !0, LN3. 

TAUM $AUK FACTS: AqqnU('a lanW 11 ~~~U~IOragl~lne pYnt lhinbt~ gll"'ll''t.ngtiKuuyin 196JiliCOIIof $50milicll.. • Tun Saul. PlatlltonSdticf loor ft'!OI) fllrnlnll' h UPPifl'lltM)ttloc.D~ on f'lvfft ~tain. l7.o;o.toot-b-91hMttnd lamlll'lliOIIN~ ISI(Mif._ ..... 

tiMtfliWtfldl~9f1*1ll,n..fl'ldltlt lowtf IUnO!t. • Arnertftlftl~Q~tl rtOulldltlg 1....,. Sad: uppetttStr«br W~ the: fntrollf~ltd c:oraattffiCCiooOctobef 10. ~7. • TlwMD rrlldl ol tt~tiDMftortrttl INirulef~tWtol'mtl-whlch lS I ihf tOn:rtte 11'111 fhit ts plkld tll(ti:IIW'J'Dn•trld:s.. sprud 

Mil WldllzM. INIIftln aJqlldld wmtl vibltl'g ...., .. • lhiiMt fU ol&lmlnt wu NowrltnDir 5. 2003 n lhiiMI comer. Wll plkld 01'4 ~ 13. tto9. • ~t1t1 100- ore foot llytrs ~ CC'f'Ctttl*lll &aid to tH.ukl dw M'll rtStf\'0!1'. • A IDtal of 3.2 m1llon cute YJfds of cot~t~•tt~A>.,. used to build h dam. Hocwtt Dam 11 
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-* .. AUTO"SCH 5-DIGIT 63103 
000012345-67890-001 
AMEREN CUSTOMER 
1901 CHOUTEAU AVE 
SAINT LOUIS, MO 63103-1901 
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Personal Usage Summary 
Service Address: 

Take Action and Save! 

Ameren Missouri is focused on helping you find ways 
to control your energy usage and costs. 

First, use this report to get to know your household's 

electricity usage trends. Then, flip to the back page for 

energy saving tips, tools and valuable incentives. 

To f ind out more ways 
to take action and save, go to 
ActOnEnergy.com or call 
1.800.552. 7583. 

~~ 
'WAmeren 

MISSOURI 

1901 CHOUTEAU AVE 
SAINT LOUIS, MO 63103 

Your energy usage was up 16% in 2010. 

Account Number: 12345-67890 

This section shows how much 
electric energy you've used in 
2010 compared to 2009. 

2010 

2009 

11,196 kWh 

9,678 kWh 

Compare Your Electric Energy Usage Your 201 0 Electric 
Energy Charges* 

In 2010, Missouri experienced the hottest summer in 30 years! 
Understanding your usage can help you control your costs year-round. 
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Average I I Monthly JAN FEB MAR APR MAY JUN JUL AUG SEP OCT 

Ternperatunt 

2010 27° 33" 33" 56° 63" 70° 81° 83° so• 68° 

2009 33° 29° 42" 49" 59° 69° 78° 76° 74° 67" 

• 2010 

• 2009 Daily 
Total Average 

--, 
JAN l $64.81 1 $1 .91 

I FEB ± $49.72 I $1.71 
---+--- -

MAR $46.17 $1 .59 

A~+ 
$43.48 $1.50 

--+ 
MAY $36.63 $1 .26 

JUN + $74.13 $2.32 

JUL $145.43 $4.85 

AUG $168.94 $5.83 
----+ 

SEP $175.61 I $5.49 
-- --

I I I NOV DEC 
NOV $46.71 $1 .61 

OCT $61 50 $2 12 

I 
61° I 45° 

DEC r $58.87 $1.78 
-- __i_ __ 

52" 1 48" ANNUAL $972.oo 1 $2.67 

'This report includes actual electric usage and service charges as shown on the first line of your monthly bill, not your budget bill amount. 
Schedule T JM-ER4 



AmerenUE 
"Mr. Efficiency" 
8.03.10 REVISED 

ANNOUNCER: At Ameren Missouri, we're dedicated to improving efficiency. So 
here's the efficient way to tell you how you can win this year's 
Road Trip with the Rams. 

Enroll. Budget Billing. Free option. Levels payments. Year-round. 
Sign up. amerenue.com-slash-rams. Win. Trip. Seattle. January 2. 
Rams. Seahawks. 

Or better yet, 

Enroll. Budget Billing. Win. Rams. Booya. 

Ameren Missouri. Go Rams. 
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