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3 

Q, 

A. 

REBUTTAL TESTIMONY 

OF 

TRINA MUNIZ 

FILE NO. ER-2019-0335 

I. INTRODUCTION 

Please state your name and business address. 

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

4 1901 Chouteau Avenue, St. Louis, Missouri 63103. 

5 

6 

Q. 

A. 

7 Manager. 

8 

9 

Q. 

A. 

By whom and in what capacity are you employed? 

I am employed by Ameren Services as a Creative Services Project 

Please describe your employment history with Ameren Missouri. 

I joined Ameren C01poration in 2001 as the Senior Supervisor of 

IO Advertising. At that time, I was responsible for all paid media messages in Missouri and 

11 Illinois. In 2010, I transferred to Ameren Missouri and became their Managing 

12 Supervisor, Marketing, and Adveitising. In 2014, I became Manager, 

13 Marketing and Advertising. In 2017, the Ameren Missouri Communications 

14 Depaitment and the Ameren Co1porate Communications Department were 

15 combined. At that time, I became the Creative Services Project Manager. 

16 Q. Please describe your duties and responsibilities as C1·eative Services 

17 Project Manager. 
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A. I manage the resource allocation, project management tracking, and 

2 budget for Ameren C0113orate Communications, which includes Ameren Missouri 

3 Communications. I work with the communication co-workers to detennine the demands 

4 and priorities of our team. I am responsible for the communications budget and the 

5 allocation ofresources for projects. 

6 

7 

Q. 

A. 

Please describe your qualifications. 

I have 34 years of communications experience in advertising, marketing, 

8 and public relations. Prior to joining Ameren, I spent 15 years at Bank of America in its 

9 Marketing, Advertising and Public Relations Depmtment. When I left in 200 I, I was the 

10 Vice President, Marketing Relationship Manager for Midwest South Consumer 

11 Marketing. For the last 18+ years, I have worked in communications for Ameren/Ameren 

12 Missouri. I am well versed in regulatory accounting and customer communications. I 

13 have a Bachelor of Science degree in Business Administration with an emphasis in 

14 Marketing from Southern Illinois University in Edwardsville and a Masters of Business 

15 Administration degree from Webster University. 

16 

17 

18 

Q. 

A. 

II. PURPOSE AND SUMMARY OF TESTIMONY 

What is the purpose of your rebuttal testimony? 

The pmvose of my rebuttal testimony is to discuss the need to educate our 

19 customers on our business and help them manage their accounts and energy usage 

20 effectively. I will also discuss the cost associated with communicating these effo1ts and 

21 respond to the filed Missouri Public Service Commission Staff ("Staff'') testimony of 

22 Jane Dhority. 

2 
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III. APPROACH TO REVIEWING COMMUNICATION EXPENDITURES 

Q. Do you have any general comments regarding how communications 

3 expenditures should be reviewed for prudence? 

4 A. Yes. The most important thing to recognize is that active communications 

5 with our customers are important to them. We are not promoting ourselves; we are 

6 regularly communicating with our customers to educate them on their electric service and 

7 usage. When reviewing communications expenses, it is important to understand best 

8 practices in effective and efficient communications, and how dramatically the 

9 communications and energy landscape has changed since the 1985 rnling referenced in 

10 the Staff testimony of Jane Dhority. Professional communicators are trained and educated 

11 to understand how to craft and where to place messages to reach the right audience most 

12 effectively. The efficacy and impact of a message cmmot, and should not, be measured by 

13 the cost alone. This type of evaluation is not as simple as deeming communications as 

14 "advertising" and assigning all costs separate and distinct categories to detennine what is 

15 and isn't allowed. In other words, a simple "cost and categorization" method of 

16 evaluating communications costs is inadequate to address all of the nuances involved in 

17 successful connnunications strategies. 

Please explain. 18 

19 

Q. 

A. Adve1tising is generally defined as the activity or profession of producing 

20 infmmation for promoting the sale of commercial products or services. In 2018, Ameren 

21 Missouri, as a natural monopoly in its assigned service teJTitories, did not need to 

22 advertise its connnercial products or services. Rather, we used an integrated paid, owned, 

23 and earned channel strategy to collllllunicate efficiently and effectively to our 1.2 million 

3 
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customers. Ameren Missouri uses this conununications approach to reach its customers, 

2 be transparent in how we conduct business, and communicate how our activities affect 

3 them as consumers. Staff, unfortunately, neither takes communications best practices into 

4 consideration nor explains the rationale for the proposed disallowances of these 

5 communications expenditures. 

6 The principles that Staff applies to allowing "advertising" costs date back to the 

7 1985 Commission decision in a Kansas City Power and Light Company ("KCPL") rate 

8 case. 1 The categories enumerated in that case are vague and allow for highly subjective 

9 detem1inations based on general categorization alone, with no allowances made for how 

10 media usage and customer preferences have evolved over the past 35 years. This 35-year-

l l old criteria, which predate the internet and social media age we currently live in, do not 

12 explore or consider channels our customers prefer to use and how they use them. From a 

13 practical perspective, they ca11110/ give appropriate consideration to all modem factors; 

14 these mies were established when communications were accomplished primarily tln·ough 

15 phone calls, print ads, billboards, television, and mailers. We now have customers 

16 tweeting outage questions to us, following Facebook pages, searching our website, using 

17 search engines to look for utility infonnation, etc. To meet customer infonnation needs 

18 today, we must make sure we maintain an adequate social media presence so that the 

19 platform's algorithm will place our information where customers can easily find it. We 

20 have to utilize Search Engine Optimization (SEO) strategies to help our customers more 

21 easily fmd the infonnation they need. The KCPL criteria were not designed to, and 

22 realistically ca1111ot, take all necessary modem communications needs and strategies into 

1 
/11 Re: Kansas City Power and Light Company, 28 MO PSC (NS) 228 (1986). 

4 
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consideration. So, of course, looking at the cost in broad, general categories does not 

2 allow a fair recovery of Ameren Missouri's costs to communicate with our customers 

3 who expect us to communicate the right message, through the right channel, at the right 

4 time based on today's changing energy and media envirornnent. 

5 Q. Please describe the criteria Staff used to evaluate Ameren Missouri's 

6 con1n1unications expenditures. 

7 

8 

9 

10 

11 

12 

13 

14 

15 

16 

A. 

1. 

2. 

3. 

4. 

5. 

Q. 

The cost categories established in the 1985 order are: 

General: infmmational advertising that is used in the provision of adequate 

service; 

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

avoid accidents; 

Promotional: adve1iising used to encourage or promote the use of 

electricity; 

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

Political: advertising associated with political issues. 

Please explain in more detail why you believe these categories are no 

17 longer adequate. 

18 A. In 1985, these categories were established to allow for the recovery of all 

19 reasonable and necessaiy costs of general and safety adve1iisements, and allow the 

20 disallowance of institutional or political adve1iisements. Under the 1985 KCPL order, 

21 promotional adve1iisements are reviewed to detennine the extent the utility can provide 

22 cost-justification for the advertisements; the justified potiion of costs in that category can 

23 be recovered. However, the established categories are generally vague and do not have 

5 
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1 any clear guidelines on how the categories and descriptions should be applied. This 

2 allows a party to take an extremely narrow view on how they determine each category 

3 should be applied. Further, because of how the mies have been historically applied before 

4 the proliferation of digital media, the interpretation of the communication's need has not 

5 evolved with how communications are now more efficiently and effectively 

6 accomplished. Aside from the rote categorization, Ameren Missouri does not have a clear 

7 insight into why Staff has disallowed communications costs as "advertising" not eligible 

8 for recovery. Without a clear justification or explanation of how Staff detennined the ad-

9 by-ad review, we do not have an opportunity to respond to staff's concerns on a 

IO communication-by-communication basis. Generally, our presumption is that Staff 

11 reviews the costs tlu-ough a predominantly financial lens, and does not give due 

12 consideration to customer education needs, preferences or best practices. 

13 Fmthennore, these categories do not appropriately consider the evolution over 

14 time of how utilities operate their businesses or the expectations of today's utility 

15 customers. For example, these 1985 categories do not take into consideration the 

16 diversity of our customer base and the need to reach them in impactful, recurring, and 

17 reoccurring ways to drive awareness and recall of the conu-nunications. By instead using 

18 the Commission's most recent order to review by campaign, which I discuss more below, 

19 communications are evaluated on a more effective integrated campaign approach, which 

20 better acknowledges our effo1ts to more efficiently and effectively conu-nunicate with our 

21 customers. 

22 I know I have said this many times already, but it bears repeating: the categories 

23 themselves were developed long before digital communications were in effect. In 1985, 

6 
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customers did not expect, nor did utilities have web sites, social media channels, or email 

2 capabilities. Those channels, and our customers' usage of those chmmels, have changed 

3 the way we need to communicate to our customers due to their expectation for immediate 

4 access to information and interaction from the companies with whom they do business. 

5 

6 Q. 

IV. CUSTOMER COMMUNICATION EFFORTS 

Please describe how A1ncrcn Missouri's conununications are planned 

7 and accomplished in the internet age. 

8 A. To reach all of our customers, we use many different communication 

9 chmmels and an integrated communication approach. Studies have shown that a customer 

10 must hear a message at least seven times before they take action or retain the infonnation. 

11 Based on data, today's consumers are exposed to over 5,000 messages in a day or more. 

12 To effectively break through the communication clutter to reach the diverse customer 

13 base we serve requires a multi-channel approach at the right level of frequency. 

14 Q. Docs this mean that no Commission critel'ia exist that can 

15 appropriately take more factors than the 1985 KCPL categories into consideration? 

16 A. Not necessarily, although certainly a refresh of the 35-year-old 1985 

17 KCPL criteria and/or how that criteria is applied is, more likely than not, necessary. 

18 However, there is another evaluation methodology that can be helpful in the meantime, 

19 both as an evaluation mechanism and an example of how rote application of a 35-year-

20 old category need not be the sole determining factor in recovery. 

21 In a prior Ameren Missouri rate case, File No. ER-2008-0318, the Conm1ission 

22 issued a Report and Order that indicated the following: 

23 If on balance a campaign is acceptable then the cost of the individual 
24 advertisements within that campaign should be recoverable in rates. If the 

7 
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I campaign as a whole is unacceptable under the Commission's standards, 
2 then the cost of all adve1iisements within that larger campaign should be 
3 disallowed. 

4 We believe that this order is, at a minimum, more relevant than the 1985 KCPL 

5 decision in reviewing and detennining inclusion of the cost of communicating to our 

6 customers. For example, Ameren Missouri has sought recovery of its Energy at Work 

7 messaging (discussed more below), based on its design as an integrated campaign. 

8 Ameren Missouri did not design this campaign in pieces; rather, we developed this 

9 campaign as a larger, integrated messaging strategy. Yet Staff seeks to break this 

IO campaign into pieces so that discrete communications can be disallowed. The 

11 "campaign" constrnct can be incredibly helpful in acknowledging that, particularly in the 

12 era of social media algorithms and search engine optimization, several pieces feed into 

13 the development of a successful communications campaign. Breaking these campaigns 

14 into bite-size pieces to allow categorization and disallowances undennines both an 

15 effective communications campaign and the Commission's "whole campaign" decision. 

16 Q. Do you have any other concerns with how Staff categorized 

17 communications costs for recovery and disallowance? 

18 A. Yes. As I alluded to previously, Staff reclassified and set its own 

19 campaigns for the expenses submitted without an adequate explanation or rationale of 

20 how the expenses have been grouped. Without more than the assignment to general 

21 classifications, it is difficult for Ameren Missouri to respond to Staffs disallowances in 

22 more than a general manner. We would prefer to provide a more effective rebuttal to the 

23 classifications on a disallowance-by-disallowance basis rather than addressing these 

24 disallowances in generalities. Ideally, however, if disallowances are made on the basis of 

25 a categorization without explanation, then Ameren Missouri, as the respondent to those 

8 
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disallowances, should not be penalized. While I acknowledge this is more of a legal 

2 argument, as a communications professional, I would think that insufficiently supp01ted 

3 disallowances would not be granted. 

4 

5 

V. 

Q, 

SPECIFIC ADVERTISING CAMPAIGNS AND EXPENSES 

Are there specific campaigns that Ms. Dhority recommended for 

6 disallowing that you believe should be included in the Cornpany's cost of service? 

7 A. Yes, there arc several. I will outline them and explain the reasons why we 

8 have used this type of campaign to reach our customers. Specifically, I will address the 

9 following campaigns: Energy at Work; Power Play Goals for Kids; Louie the Lightning 

10 Bug; Social Media; Safety; Energy Assistance; Heat Up St. Louis; KMOV STL Proud; 

11 Minority Advertising; Smart Energy Plan; Twelve Nights of Lights; Power Plex 

12 Educational Designs; and Miscellaneous. 

13 Energy at Work 

14 Q. Please describe why the Energy at Work campaign should be 

15 recovered in whole. 

16 A. The Energy at Work campaign began in 2015. After surveymg our 

17 customers, we found that they wanted to know more about how the money they pay us 

18 when they pay their bills impacts reliability, clean energy, and their communities. At that 

19 time, we implemented campaign analysis studies that we still use today (Schedules TJM-

20 RI, TJM-R2, TJM-R3, and TJM-R4) to show us if the communication channels we are 

21 using are effective. We use these studies to help us move our media dollars to the right 

22 areas to make the largest impacts. 

9 
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1 In 2018, the Company increased its media spend to ensure adequate Total Rating 

2 Points {"TRP") to raise the awareness of the information customers tell us they want 

3 tlum1gh the communications in the Energy at Work campaign. Through many areas of 

4 listening, we have heard that our customers want to know how the money they spend 

5 with us is being used and how they benefit. The Energy at Work campaign answers many 

6 of those questions, letting our customers know about the investments we have made to 

7 prevent power outages, restore power more quickly, and spur growth in our communities 

8 while keeping rates stable. The communications use a call to action to visit our website to 

9 find out more about the infonnation presented. In fact, Ameren Missouri includes website 

IO links (generally amerenmissouri.com/reliability) in much of its Energy at Work 

11 campaign, including in its online videos. It is w01th saying again, we take measured 

12 actions in our communications campaigns like in Energy at Work - such as including 

13 website links to reliability infonnation - because we want to reinforce for our customers 

14 that they can access the infonnation they need, when they need it. 

15 Customers want to know that we are managing our costs and investing wisely in 

16 the system. When surveyed, 61% (Schedules TJM-R5, TJM-R6, TJM-R7, and TJM-R8) 

17 of our customers said that it is extremely important for the Company to be investing in a 

18 smart grid to prevent power outages, restore power more quickly after an outage occurs, 

19 and protect the energy grid against physical cyberattacks. 

20 It is important that we make these investments, but we cannot assume that our 

21 customers understand our business or know how these investments impact them. In an 

22 increasingly fragmented and competitive media enviromnent, we must provide messages 

10 
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I to them in various ways to help them understand our business and the investments that 

2 we are making to benefit them. 

3 When deciding how to deliver our messages, we take into consideration the 

4 efficacy of the channel and cost in reaching either the largest number of customers or, 

5 depending on the info1mation, the right target audience. Then we use analytics to 

6 determine message efficacy and cost, and optimize. One might think we could just send 

7 all of our customers a letter telling them this information, and while we would know that 

8 I 00% of our customers received the message, we would not know who read the message, 

9 retained the message, or acted upon the message. Furthermore, today, different customer 

lO segments prefer different channels so it is ineffective to rely on only one; effective 

11 communication in today's environment requires an integrated approach. 

12 There is a great effort made to communicate to our diverse customer base through 

13 many channels so that we are reaching the right customers, at the right time, with the 

14 right messages. We measure the impact of these messages through the J.D. Power 

15 customer satisfaction study, campaign analytics, and call-to-action results data. 

16 In 2018, the Company spent $2,866,699 on the Energy at Work campaign, 

17 equating to approximately $2.38 per customer. For the same cost, we could send four 

18 letters to our customers, but that would only allow us to have messages in front of our 

19 customers four days a year. We would not be able to reach them in strategic times and 

20 places that would better anticipate their need for this info1mation. Based on my 

21 professional experience, communicating once per quarter via mail would be ineffective 

22 and lacking the information they need to make timely decisions. 

11 
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This $2,866,699 includes the cost to produce the campaign elements, as well as 

2 the materials needed to produce messaging put out through various chatmels. Staff 

3 recommended the disallowance of all of these costs. Yet, Staff allows the cost of the 

4 campaign analysis studies. This specifically defeats the putpose of the Commission's 

5 "whole campaign" order. The Energy at Work campaign messages undeniably focus 

6 predominantly on reliability, which is messaging eligible for cost recovery. Reliability 

7 accounts for $2,200,328, or 77% of those costs, while Community accounts for $664,371, 

8 or 23% of those costs. If Staff has allowed recovery of the campaign analysis studies, it 

9 stands to reason that Staff must believe at least a pottion of the Energy at Work campaign 

IO provides value. In this case, 77% of the campaign related to reliability, a topic that the 

11 majority of our customers believe is very important. If the majority of this campaign 

12 relates to a COllll11Unications activity such as providing information about reliability, a 

13 topic our customers have expressed a significant interest in, then the entirety of the 

14 campaign should be recovered pursuant to the Commission's "whole campaign decision." 

15 Powel' Play Goals fol' Kids 

16 Q. Please describe why the Power Play Goals fol' Kids campaign should 

17 be recovered in whole. 

18 A. The Company sponsors the St. Louis Blues Power Play Goals for Kids 

19 program in an effort to reach a younger demographic and a more highly engaged social 

20 media user to attract social media followers to the Company's social media pages. The 

21 fan profile of the Blues (Schedule TJM-R9) is 42% of the population of St. Louis, 60% 

22 men, and 32% of their fans are between the ages of 18 -34 years of age. The St. Louis 

23 Blues demographic data shows that most fans own their own homes, making them a 

12 
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I desirable audience to receive our messages. The Blues have over 740,000 social media 

2 followers, compared to the Company's just over 56,000 social media followers. By 

3 raising awareness of this sponsorship, the Company is raising the awareness of our social 

4 media channels and acquiring followers at a lower acquisition cost than other times of the 

5 year. 

6 The Company tracks the impact of this campaign each year. In 2018-19, we 

7 acquired 975 followers (Schedule TJM-Rl 0) during the campaign at an acquisition cost 

8 that was 58% lower than our n01mal cost, and we received over 1.3 million impressions 

9 on Facebook and Twitter. 

10 Social media is the preferred channel for many of our customers to get 

11 info1mation and to make contact with the Company. For social media to work, you need 

12 to actively post infonnation so that when there are messages that impact our customers, 

13 the algorithms that are used by the provider allow the maximum number of customers to 

14 see our messages. Social media allows us to frequently post messages that are important 

15 to this audience. 

16 The total cost of this campaign in 2018 is $258,431. This includes the $20,000 

17 cost of a giveaway, a donation of $10,290, and the $50,000 cost of concourse signs. This 

18 would meet the Commission's guideline of the majority of the expense of the campaign 

19 ($178,141 or 69% social media campaign cost and $80,290 or 31% 

20 

21 

22 

donation/giveaway/branding) being an allowable cost. Therefore, we believe the 

Company should be allowed to recover the $258,431 in full. 

Louie the Lightning Bug 

13 
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1 Q. Please describe why the Louie the Lightning Bug campaign should be 

2 recovered in whole. 

3 A. Louie the Lightning Bug is a safety ambassador used by many utility 

4 companies to promote safe actions around electricity. The Company uses the costumed 

5 character and parade balloon to help raise awareness and spread the safety messages to 

6 children throughout our service territory. When the Louie balloon is in a parade, it is 

7 always accompanied by the Louie Bus, which follows the balloon and displays safety 

8 messages such as, "When lines are down, don't hang around." 

9 When the costumed character is at events, there is always a Company volunteer 

10 who accompanies him and hands out coloring books and stickers that contain safety 

11 messages. The volunteers also interact with the audiences, answer questions, and speaks 

12 for Louie. 

13 The Company classifies this expense as Safety. Staff has reclassified some of the 

14 charges as Institutional, but does not provide any rationale as to why they made that 

15 change. The cost of the Louie the Lightning Bug safety campaign is $21,355. Safety 

16 communications should be 100% allowable. 

17 Social Media 

18 Q. Please describe why the Social Media campaign should be recovered 

19 in whole. 

20 A. Social Media is a means by which the Company connects with our 

21 customers and stakeholders. Social media use is prevalent tlnm1ghout all generations, 

22 increasing the attention and demand our customers place on it for everything from 

23 customer service to company information. 

14 
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Our social media strategy is built on the following goals: 

• Be easy to do business with, providing a seamless experience; 

3 • Provide personalized recognition of and communication with our customers; 

4 • Proactively anticipate what customers want before they even ask or know; and 

5 • Provide world-class customer experience. 

6 Social media enables the company to deliver the infonnation and experience our 

7 customers want, allows our communications to be more focused and proactive in 

8 connecting with the right audience at the right time and with the right message, and 

9 allows us to communicate with our customers on an individual basis. Our customers 

IO interact with large companies on a daily basis on social media, and our presence is 

11 expected. 

12 Our Social Media campaign is unique among campaigns in that it actively allows 

13 for constant and immediate two-way communication with our customers. We are able to 

14 answer questions and post infonnation in real time to make sure our customers are getting 

15 the infonnation they need at any time of the day or night. The social media platfonns use 

16 different algorithms to detennine who can see your messages on their platfom1s. The 

17 Company 11111st maintain an ongoing presence on the sites to receive the best reach for our 

18 messages. To do this, we regularly post various messages that are important to our 

19 customer base. Part of the communication spend in this area is to assure that the right 

20 customers are receiving the right messages. For example, if we are posting about an 

21 upgrade being made in the N01th St. Louis County area, we target that post to reach our 

22 customers who live in that area. Similarly, if we are aware of a scam that is affecting a 

23 certain area, we can target that area to raise the awareness of our collection processes so 

15 
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that our customers do not lose money to the scanuners. These targeted posts have costs 

2 associated with them. 

3 Staff reconunended partial adjustments for some of the cost associated with social 

4 media but does not give substantive rationale as to why this adjustment is being made. In 

5 their workpapers, Staff shows that in an ad-by-ad review, 84% of the costs are 

6 recoverable. Again, if the majority of the costs associated with a campaign is recoverable, 

7 the Commission's "whole campaign" decision allowed recovery of the full $167,60 I. 

8 Safety 

9 Q. Please describe why the Safety campaign should be recovered in 

10 whole. 

11 A. Eagle Days is an event at the Lake of the Ozarks that is held every year in 

12 January. It is one of the best attended events by the people who live or vacation at the 

13 Lake of the Ozarks. We use this event to address the attendees with messages about being 

14 safe at the lake. Before each event presentation, Ameren Missouri gives safety 

15 communications to the attendees that include messages such as: when lines are down 

16 don't hang around; if you feel a shock, swim away from the dock; and when you are on or 

17 near the lake wear your life jackets. With its Federal Energy Regulato1y Commission 

18 ("FERC'') licensing, the Company is required to allow safe, recreational use of the Lake. 

19 By sharing these safety messages, we raise awareness of how to be safe at the Lake. 

20 Staff recommends the disallowance of these costs, but does not give any 

21 justification other than changing the category from "safety" to "institutional." The costs 

22 that Staff removed total $6,086, or 19% of the campaign. Based on the Commission's 

23 "whole campaign" decision, the Company should be allowed to recover the full $31,684. 

16 
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Q, Are there other communications expenses that Staff is disallowing 

2 that Ameren Missouri believes should be allowed? 

3 A. Yes, there are several smaller campaigns and miscellaneous 

4 communication expenses that Staff lumped together and called a "Miscellaneous 

5 Campaign." I reviewed the workpapers for this adjustment, and after several hours of 

6 review, I am not able to make Staffs numbers balance for this category. Accordingly, I 

7 will be addressing just the expenses that have been disallowed, but using the guidance of 

8 the Commission's "whole campaign" decision to look at these expenses in the manner 

9 they were submitted by Ameren Missouri - by campaign. 

IO Energy Assistance 

II Q, Please describe why the Energy Assistance campaign should be 

12 recovered in whole. 

13 A. Communicating the dollars that are given to agencies such as the Urban 

14 League raises the awareness of fonding that is available to help underprivileged or those 

15 who are struggling pay their utility bills. The cost of this campaign is $798, and it should 

16 be recoverable. 

17 Heat Up St. Louis 

18 Q. Please describe why the Heat Up St. Louis campaign should be 

19 recovered in whole. 

20 A. Working with groups such as Heat Up St. Louis allow Ameren Missouri to 

21 get fonding to customers in need. The Company donates dollars and air conditioners to 

22 help underprivileged customers get the services they need. The presentation of the 

17 
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funding raises the awareness of where our customers can go to get assistance. This 

campaign cost is $205. 

KMOV STL Proud 

Q, Please describe why the KMOV STL Proud campaign should be 

5 recovered in whole. 

6 A. This is an example of Staff looking only at the organization paid rather 

7 than the message the Company is conveying. Tlnm1gh the sponsorship of KMOV STL 

8 Proud, the Company is able to air the Energy at Work television spots to the St. Louis 

9 customer base in addition to sharing a community message. The television spots carry 

10 reliability and community messages, and matched the on air media buy of Energy at 

11 Work, which was split 77% reliability and 23% community. Meeting the guidance of the 

12 Commission, we believe that the full $82,553 campaign cost should be allowed. 

13 Minority Advertising 

14 Q. Please describe why the Minority Advertising campaign should be 

15 recovered in whole. 

16 A. Diversity and Inclusion is part of being a good corporate citizen. By 

17 advertising in minority publications, Ameren Missouri is able to recrnit and maintain 

18 talented co-workers to serve our diverse customer base. Not only does a diversity of 

19 thought and background provide distinct business advantages, our customers also find 

20 higher customer satisfaction with the Company when they see our messages in these 

21 publications. Companies that effectively utilize diversity and inclusion not only perfonn 

22 better, but the customer satisfaction through representation results in lowered expenses 

23 since satisfied customers are less expensive customer to serve. 

18 
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1 The cost of the minority advertising is $28,440. 

2 Smart Energy Plan 

3 Q. Please describe why the Energy at "'ork campaign should be 

4 recovered in whole. 

5 A. The Smart Energy Plan was submitted and categorized as general 

6 advertising. Staff reviewed this campaign ad-by-ad, and changed the categorization to 

7 include political and institutional. Again, however, Staff does not provide substantive 

8 rationale as to why they would view parts of this campaign differently. In Staffs review, 

9 they find that 99% of the campaign should be allowed. We are seeking to have the 

10 additional $744 of the $126,615 allowed, particularly since the Commission's "whole 

11 campaign" decision would apply. 

12 Twelve Nights of Lights 

13 Q. Please describe why the Twelve Nights of Lights campaign should be 

14 recovered in whole. 

15 A. The Twelve Nights of Lights campaign gives the company the opportunity 

16 to spread electric safety messages to our customers during the holidays in a fun and 

17 positive way. The messages that tun with this campaign infotm our customers about not 

18 overloading their outlets and using the con-ect electrical cords outside. The cost of this 

19 campaign is $12,100. 

20 Power Plex Educational Designs 

21 Q. Please describe why the Power Plex Educational Designs campaign 

22 should be recove1·ed in whole. 

19 
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Rebuttal Testimony of 
Trina Muniz 

A. The Company hired an experience and design firm, Switch, to design an 

2 educational exhibit for space that could be pmt of an economic development project. We 

3 want to be able to share energy messages in a positive environment in educational ways. 

4 The cost of this study is $12,115. 

5 Miscellaneous 

6 Q. Were there any expenses that Staff disallowed that were not 

7 categorized correctly? 

8 A. Yes, there are expenses that the Company incuned that it inconectly 

9 charged to the wrong accounts. If we had charged these costs to the conect accounts, 

10 those costs would not have been disallowed by Staff. We believe these expenses should 

11 be moved to the proper accounts and allowed. 

12 The expenses included the following, totaling $2,674: 

13 • Eighteenth Street Sign at the General Office Building Maintenance $523; 

14 and, 

15 • Storeroom purchases such as hard hats, safety vest, etc. $2,151. 

16 

17 

Q. 

A. 

Does this conclude your rebuttal testimony? 

Yes, it does. 
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BEFORE THE PUBLIC SERVICE COMMISSION 
OF THE STATE OF MISSOURI 

In the Matter of Union Electric Company d/b/a Ameren 
Missouri's Tariffs to Decrease Its Revenues for 
Electric Service. 

) 
) File No. ER-2019-0335 
) 

AFFIDAVIT OF TRINA MUNIZ 

STATE OF MISSOURI ) 
) ss 

CITY OF ST. LOUIS ) 

COMES NOW Trina Muniz, and on her oath declares that she is of sound mind and lawful 

age; that she has prepared the foregoing Rebuttal Testimony; and that the same is true and correct 

according to her best knowledge and belief. 

Further the Affiant sayeth not. 

~< 
Subscribed and sworn to before me this a/ day of January, 2020. 

My commission expires: 

GERI /1. BEST 
Nolary Publ:c • Notary Seal 

Stale of Missourt 
Commissioned for SI. Louis Counly 

My Commss/on fxpltes: February 15, 2022 
Commission Number. 14839811 

Notary Public 
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Background 

• 1,003 respondents completed the study between April 1, 2018, and April 30, 2018. 

Asked to recall advertising fr~m the previous three months (January, February and March 2018). 

Field ing shifted to mirror J.D. Power fielding. 

Objective: Assess how advertising recall, media and message affect customer satisfact ion. 
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Demographics Align to J.D. Power Respondents 

Quotas were based on the J.D. Power respondents 

sample. specifically on Age. Gender, Ethnicity and Income. 

Consistent with previous waves. the advertising 

effectiveness sample reflects the makeup of J.D. Power 

respondents. 

J.D. i=>ower Quotas I Ad Effectiveness 

Age 

18 to 24 

25 to 34 

35 to 44 

45 to 54 

55 or Older 

Gender 

Male 

Female 

Ethnicity 

White/Caucasian 

Black/A.A. 

Hispanic 

Asian/P.1. 

Other 

6.8 

17.3 

13.8 

16.6 

45.5 

35.8 

64.2 

86.9 

8.3 

1,7 

2.4 

0.7 

6.8 

16.6 

14.0 

16.8 

45.9 

38.7 

61.3 

86.6 

8.6 

1.7 

2.4 

0.7 

S.:hedul.:TJM-RI 
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30.09:. 

25.0% 

20.0% 

Quarterly Advertising Awareness Still High at 29% 

• Twenty-nine percent of the respondents recalled Ameren Missouri advertising in the previous three months. 

• The rolling average continues to reflect the consistency in awareness, continuing to exceed 2015 levels when 
observing the rolling average. 

• Females 55 years of age or older saw a lift that was the highest of the last 5 quarters (0.69), as well as a decrease in 
their overall advertising recall (34% to 24%) . 

Quarterly Averages Rolling Averages 

---
Awareness of Ameren Missouri Advertising Awareness (Rolling 4-Quarter Average) 

40.0% 

33.0% 
35.0% 

30.7% 30.3% 
31.5% 
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25.0% 
25.0% 25.1'6 ...... _, 

20.0% 

31.0'6 

15.0% ---------------------------------------- 15.0% --------------------------------------
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Utility Ad Awareness Down Slightly for A ll Brands 

• This group of respondents were less aware of advertising at both the national and regional level. 

• Effects of Spire's 2017 rebranding campaign are subsiding, returning awareness just below our own. 

Advertising Awareness by Brand 
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• 

Sustained Quarterly Spend and Steady Creative Usage Bring Awareness Back to 2017 Q3 Levels 

• Our Community Partner spots ran for the second consecutive quarter, and while they were not in market during 

survey fielding, they were part of the recall period. 

• The TV running during survey fielding (month of April) was our EE Smile campa ign, which is due to be replaced 

next year-it was in market but was not part of the recall period 

• The Winter Olympics, while still a great place to reach our core survey takers, were the least watched on record; 

high TRPs here and in January front-loaded our TV spend slightly. 

Aware of Ameren Missouri Advertising 

40.0% 

r s100.ooo 
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e 5512.593 $497.835 ---0- - - - - - - ., 
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22.9% 

--- . . 
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20.0% s-
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- Aworo ~ Budget .-..ri. Est Budget 

lk~ !)ya.,.,,., l«Mfft,g ££ :,/fllt..:! 11':Jt 7Y -!;J~l 

• Significant ot 95% 

1 

6 



8.00 

7.80 

7.60 

7.40 

720 

7.00 

6.80 

, 6.60 

6.40 

620 

Satisfaction Greatly Increased for Respondents Who are Aware, Steady for Respondents Who are Not 

Awareness of Ameren Missouri advertising continues to correspond with greater overaL! satisfaction. 

The lift (gap) in satisfaction for customers who are aware of advertising saw an increase compared to the previous wave 
(0.53). 

Overall Satisfaction - Aware and Not Aware 

7:52 7.56 
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Awareness and Satisfaction Takeaways 

• Awareness of advertising drove satisfaction more than half a point higher - more than any time 
since August 2016. 

Consistent spend in media maintained the high rolling average in awareness levels we've seen since 
early 2017. 

• January/February 2018 spend boosted the numbers reported last quarter (fielded January 2018), 
and helped maintain the numbers we reported this quarter, as well 

• Proud Providers were once again the most satisfied, most aware segment. Additionally, Eco­
Aspirers were the least satisfied segment for the third time in five quarters, though we see sustained 

evidence that awareness drives satisfaction for this segment more than any other. 

8 



• 

Media Spend 

• While our overall spend is up considerably in FY18, our biggest quarterly increases w ill come in Q3 
and 04 when Energy at Work messaging is back at full weight, including 12 weeks of TV and 10 
weeks of radio at heavy levels, as well as OOH. 

• These heavier quarters allow us to build momentum through the balance of FY18 and provide 
ample support for new creative launching later this year. 

2017 Budget 
EAW+EE 

2018 Budget 
EAW+EE 

F "v eAR-EN D 1st Quarter 2nd Quarter 3rd Quarter 4th Quarter t. · ,N .i0c-. . TOTAi.! , 
.it,. ·~·-- ti.:-1.ll!~ 

$476,649 $548,409 $512,593 $497,835 $2,035,486 

$539,457 $556,082 $696,386 $631,595 $2,423,520 

9 



Conclusion 

• Satisfaction for those aware of Ameren Missouri advertising remained high this quarter. 

• Advertising awareness overall is high at 29%, behind consistent quarterly spend and usage of 

Energy at Work and Energy Efficiency TV spots. 

• Based on consistently high awareness levels, media will stay the course with its current mix, as we 
deliver larger quarterly spends and a greater presence during the second half of 2018. 

• Females 5S years of age or older saw a lift that was the highest of the last 5 quarters (0.69), as well 
as a decrease in their overall advertising recall (34% to 24%). 

10 
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• 

Segmentation: Satisfaction Levels Align With Cambridge Group Analyses 

• Proud Providers were once again the most satisfied, most aware segment. 

• Eco-Aspirers were the least satisfied segment for the third time in five quarters, - though we see 

sustained evidence that awareness drives satisfaction for this segment more than any other. 

W1 
2017 

Overall Satisfaction 

W2 
2017 

Aware of Advertising Overall Satisfaction Lift 
(Aware vs. Not Aware) 

w1 7w, 1-w2 Twa 
2018 2017 I 2017 I 2017 

! 0.65 1 0.'•9 

Providers I 8.06 I 7.75 I 7.99 I 7.91 I D I 35% I -43% I 37% I 46% I ~ 0.23 o.36 I 0.2a 0.05 I o 
--

A;;:rs I 6.89 I 7.02 I 6.51 I 6.84 I @~ I 33% I 25% I 26% I 27% J 23% I 0.57 I 1.20 I 0.36 I 0.69 -
0.49 s::~!~1 I 6.99 I 6.19 I 6.6s I u.53 I 6.94 I 36% I 34% I 31 % I 36% I 33% I 0.26 I -o.34 I 0.26 I o.o3 

- -

i!~:~~ I 1 .22 I 1.40 I 7.2 1 I 6.94 I 7.39 I 29% I 31% I 2s% I 21% I 26% I o.5o I o.35 I o.os 0.29 ~ 

jAutopilots l 7.46 I 7.17 J 7.44 I 7.19 I 7.28 j 23% I 27% j 27% j 26% t flFA I 0.34 I 0.40 I -0.13 -0.03 0.44 
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• 

Segmentation: Proportions Align to Cambridge Group Study Again 

Ameren Missouri's segmentation exercise was replicated within t h is wave of advertising 

effectiveness in order to gain another layer of insight pertaining to the customer base. 

As w ith previous waves, the proportions of the segments within the Ad Effectiveness 

study are similar to the segments distribution for the original Cambridge Group study. 

• Baseline demographics were also aligned between both studies, including Proud 

Providers and Autopilots skewing older and Eco-Aspirers and Skeptical Savers skewing 

less affluent, relative to the other segments. 

Average Age by Segment 
(Ad Effectiveness Study) 

61 
67 

53 52 
45 

~l,e<"' <" 
~<o '>9,<'°' 
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Average Income by Segment 
(A d Effectiveness Study) 
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Respo ndent Breakdown 
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Segment ation Study 
(January 2017) 

+ 
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Effectiveness Study 

(A pril 2018 ) 

+ 
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Advertising Impacts Customer .Overall Sa__tl s_faction Attributes: 
Those Who are Aware of Advert ising are More Satisfied Than Those Who are Not A w are 
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Advertising Impacts Customer Satisfaction on Communication Attril;>J,Jtes: 
Those Who are Aware o f Advertising are More Satisfied Than Those Who are Not Aware 

Customer Satisfaction Average - April '18 Aware and Not Aware 
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Adverti sing Impacts Customer Satisfac t ion o n C.Qr.Porate Citizens__blpAttributes: 
Those Who are Aware of Advertising are More Satisfied Than Those Who are Not Aware 

Customer Satisfaction Average - April '18 Aware and Not Aware 
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• 

Energy Effic iency 

• Awareness of (familiarly with) rebate 

programs decreased to 3 7% from the last 

wave. 

• Note: The rebate awareness question was 
changed starting in Wl 2017 from a Y /N­

type question to a 4-point familiarity scale 

to better mirror the results from J.D. Power. 
This change should account for the drastic 
decrease starting in Wl 2017. 

• Self-reported program participation remained 

consistent, just above 33%. 
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Rebate Program Awareness 
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Awareness by Gender and Age 

• Men consistently recall our advertising more than women. 

• Respondents in the 18-24, 35-44 and 45-54 age groups were above the rolling average (31%) this wave. 

Awareness by Gender ( Rolling 4-Quarter Average) Awareness by Age (Rolling 4 -Quarter Average) 

45.0% 35.0% 
33.4% 

40.0% 
37.1% 37.0% 37.2% 36.7% 

35.0% 
34.9%.---
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31.0% r 1 29.Z~ 
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27.8% 27.2% 
~ 

25.0% 
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25.0% 
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II 

Age Distribution by W ave 
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Gender Distribut ion by W ave 

Gender Break-Out 
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Market Distribution by Wave 
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• 

Background 

• 1.017 respondents completed the study between July 3, 2018 and August 1, 2018. 

• Asked to recall advertising from the previous three months (April, May and June 2018). 

• Fielding mirrors J.D. Power fielding. 

• Objective: Assess how advertising recall, media and message affect customer satisfaction. 
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• 

Demographics Align to J.D. Power Respondents 

Quotas were based on the J.D. Power respondents sample, 
specifically on Age, Gender, Ethnicity and Income. 

Consistent with previous waves, the advertising effectiveness 
sample reflects the makeup of J.D. Power respondents. 

J.D. Power Quotas I Ad Effectiveness 

Age 

78 to 24 6.8 7.0 

25 to 34 17.3 17.5 

35 to 44 13.8 14.5 

45 to 54 16.6 17.7 

55 or Older 45.5 44.0 

Gender 

Male 35.8 I 38.5 

Female 64.2 61.5 

Ethnicity 

White/Caucasian 86.9 86.9 

Black/A.A. 8.3 8.6 

Hispanic 1.7 2.2 

Asian/P.I. 2.4 1.4 

Other 0.7 7.0 

• s,sr,,t1c.Jr.t ;:-,t 95':.C 3 
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• 

Quarterly Advertising Awareness Remains Consistent at 30% 

• Thirty percent of the respondents recalled Ameren Missouri advertising in the previous three months. 

• The rolling average continues to reflect consistency in awareness levels. 

Quarterly Averages Rolling Averages 
-------
Awareness of Ameren Missouri Advertising Awareness (Rolling 4-Quarter Average) 
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• 

Utility Ad Awareness Down Slightly for All Brands 

• National and regional advertising recall leveled out this quarter. 

• Effects of Spire's 2017 rebranding campaign continue to subside, with its advertising recall falling below 

Ameren Missouri for the first t ime in four quarters. 

Advertising Awareness by Brand 
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Sustained Quarterly Spend Results in Consistent Awareness Levels 

Looking forward, media spend increases in 03 to support Energy at Work ($383,046), Energy Efficiency 

($270,980) and Products & Services ($59,405). Increased levels of spend are sustained through 04. 

Consistent spend leve!s correrated to consistent awareness of Ameren Missouri advertising. 

Energy Efficiency spots ran for seven weeks of this quarter. 

Aware of Ameren Missouri Advertising 

40.0% 

$548.40!il 
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• 

Females 55+ Recall Increases Slightly Compared to the Previous W ave 

• In the previous wave, awareness among females 55+ decreased (34% to 24%). This wave, females 55+ saw a slight 
increase in their overall advertising recall (24% to 26%). 

• Their overall satisfaction increased from 7.29 from the last wave to 7.51 this wave. 

• Awareness for men and women broadly remained flat wave over wave, aligning to the consistency in recall overall. 
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Females 55+ Awareness 
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• 

Satisfaction for Respondents Who are Aware Remains Higher Than Those Who are Not Aware 

• Awareness of Ameren Missouri advertising continues to correlate with greater overall satisfaction. 

• While the gap decreased slightly compared to the previous wave, the lift in satisfaction for those aware of 
advertising remains high. 

Overall Satisfaction - Aware and Not Aware 
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Media Spend 

• With t he addition o f the Products & Services campaign, as well as a heavy-up d uring t he back half of the year 

to support new 04 creative, a strong media presence to support aw areness is planned . 

• TV v iewing increases post-summer. The heavier TV presence this fal l should be beneficial t o drive awareness. 

2017 Budget 
EAW+EE 

2018 Budget 
EAW+EE+P&S 

1st Quarter 2nd Quarter 3rd Quarter 4th Quarter l!li 

$4 76,649 $548,409 $512,593 $497,835 

$529,180 $529,744 $713,342 $780,671 

$2,035,486 

$2,552,937 

• ____________ L ___ --- ----- ---- - ---- ------ -------- 9 



Awareness and Satisfaction Takeaways 

Consisten·: quarterly media spend on Energy at Work and Energy Efficiency maintained awareness at 30%. 

Satisfaction levels were maintained this wave, and those aware of advertising continued to report higher 
satisfaction levels than those who were not aware. 

Females 55 years of age or older saw a lift in their overall advertising recall (24% to 26%) and in their overall 
satisfaction (7.29 to 7.51) from the last wave. 

The Ameren Missouri paid media presence will be even stronger in Q3 and Q4 with significantly higher 

spends supporting a combination of messages: Energy at Work, Energy Efficiency, Products & Services. 

10 
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• 

Background 

• 1,008 respondents completed the study between October 1, 2018, and November 6, 2018. 

• Asked to recall advertising from the previous three months (July, August and September 2018). 

• Fielding mirrors J.D. Power fielding. 

• Objective: Assess how advertising recall, media and message affect customer satisfaction. 

JD. POWER FIELDING J.O. POWER FIELDING J.O. POWER FIELDING 
MAR2018 APR2018 MAY2018 JUN2018 JUL2018 AUG2018 SEP2018 OCT2018 NOV2018 OEC2018 

-Reliability 
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Current Aavertlsing 

Recafl Perioi::J 
I M•. 

~ WfR_FI_ELDI_ N•G---• 
JAN2019 

Infrastructure/ 
Commu_nitx.f>artn~r 

&ti 
J 

FEB2019 
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Demographics Align to J.D. Power Respondents 

Quotas were based on the J.D. Power respondents sample, 

specifically on Age, Gender, Ethnicity and Income. 

Consistent with previous waves, the advertising effectiveness 

sample mostly reflects the makeup of J.D. Power respondents, 

with one significant difference between the J.D. Power quota and 

this current wave occurring for the 55 or older group. 

J.D. Power Quotas I Ad Effectiveness 

Age 

18 to 24 

25 to 34 

35 to 44 

45 to 54 

55 or Older 

Gender 

Male 

Female 

Ethnicity 

White/Caucasian 

Black/A.A. 

Hispanic 

Asian/P.1. 

Other 

6.8 

17.3 

13.8 

16.6 

45.5 

35.8 

64.2 

86.9 

8.3 

1.7 

2.4 

0.7 

7.5 

19.4 

15.3 

18.0 

39.8" 

35.8 

64.2 

86.9 

9.9 

0.9 

1.3 

1.0 
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• 

Q uarterly Advertis ing Awareness Rose to 32.8% 

• 32.8 percent of the respondents recalled Ameren Missouri advertising in the previous three months. 

• The roll ing average continues to reflect consistency in awareness levels. 

Quarterly Averages Rolling Averages 

Awareness of Ameren Missouri Advertising Awareness (Rolling 4-Quarter Average) 
40.0% 

32.1% 
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Ad Awareness Up 

• National and regional advertising recall increased across all brands surveyed compared to last quarter. 

Advertising Awareness by Brand 
100.0% ~r:a_lJ_Q_ 
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Increased Quarterly Spend Correlates With Increased Awareness levels 

Q4 spend wil! be the highest ever at over $SOOK, continuing the momentum built in 03. 

A strong rnix of TV, radio. OOH and YouTube are focused primarily on EAVV messaging. 

Products & Services will finish strong across a variety of digitai platforms. 

Aware of Ameren Missouri Advertising 
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• 

Recall Among Females 55+ Increased Compared to the Previo us Wave 

• This wave, females 55+ saw an additional increase in their overall advertising recall (26% to 31%). 

• Their overall satisfaction held steady from the previous quarter (7.5 to 7.4). 

• Awareness for men and women increased, with women seeing a steeper increase (25% to 30%) than men (36% to 38%). 

• Consider how to continue increasing female targeting without losing ground on male awareness. 
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Satisfaction for Respondents Who Are Aware Remains Higher Than Those Who are Not Aware 

• Awareness of Ameren Missouri advertising continues to correlate with greater overall satisfaction. 

• Satisfaction levels for both aware and not aware of advertising drop slightly. 

Overall Satisfaction - Aware and Not Aware 
8.00 

7.80 

7.56 7.57 7.57 7.59 7.61 
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• 

Media Spend 

• Continued strong quarterly spends in high- reach vehicles like spot TV and OOH are strong promoters of awareness. 

• Late December activity in TV. radio, OOH and YouTube wil l build on momentum for a strong Q l 2019. 

2017 Budget 
EAW+EE 

2018 Budget 
EAW+EE+P&S 

im:.._, ~- . l& . ___ _ 
1 .. · ¥ - ND 1st Quarter 2nd Quarter 3rd Quarter 4th Quarter E 't~f~ 

$476,649 $548,409 $512,593 $497,835 $2,035,486 

$529,180 $529,744 $679,036 $814,424 $2,552,384 
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• 

Additional Recommendations 

Hulu Consumption 

• Hulu consumption continues to increase among customers. 

• Consider augmenting traditional TV with Hulu to capitalize 

on evolving media consumption habits. 

Awareness by DMA 

• While awareness in St. Louis is up this wave, it is consistently 

-4!..0'1(. 

40,0% 

Z!i..OX 

30.0% 

2~.o~ 

20.0% 

15.D" 

10.0" 

~-0" 

40,0¾ 

lower than the outer markets. ,s.o" 

• Consider shifting the mix in outer markets while increasing 30.0% 

support in St. Louis. 

• Consider and explore market mix shifts, potentially using 

more cost-efficient media in outer markets and increasing 
support in St. Louis. (radio). 

25.0% 

20.0% 

15.0% 

Hulu Consumption (Amoron Ml~ourl) 
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Takeaways and Recommendations 

Those who were aware of advertising continued to report higher satisfaction levels than those who \Nere not aware. 

Avvareness of advertising increased among females 55+ (26% to 31%) and their overall satisfaction heid steady (7.5 to 
7.4) from the previous wave. 

Increase fema!e targeting without losing ground on male awareness. 

Consider and explore media mix shifts in 2019 to drive awareness to higher levels. 

Consider 2nd explore market mix shifts in 2019. potentially using more cost-efficient media in outer markets and 
increasing support in St. Louis. 

Consider augmenting traditional TV with Hulu in 2019 to capitalize on evolving media consumption habits. 

11 
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Ameren Missouri Biweekly Reporting 
Date range: 8/ 27/18-9/9/18 

Products and Services 

Site ,1s1ts to date: t0,219 

Cl/ch to date: 20,448 

Tot•I clk-k goa.l: 333,052 

Report Summuy: 
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Grnail 
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0.56¼ CTR 

AdTheorent - Rich Media 
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Cllcks NIA 

CTR WA 
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Default Report 
Senate Bill 564 Messaging 
June 25, 2018 2:56 PM MDT 

Q3 - Prior to this survey, how much have you heard about this new legislation? 

Ag,utd,ol . 

0 

11 Field 

A great deal 

2 A moderate amount 

3 Alitlle 

4 None at all 

I 
50 

I 
100 

I 
150 200 

Showing Rows: I - 5 Of 5 

' 250 
1 

300 350 

Choice Count 

?./6% 18 

11.lJO'>o 76 

32.31 . 212 

,,3 za·:' 349 

655 
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Q4 - To what extent do you support the recently passed legislat ion to update Missouri's 

energy policies? 

Slfc,nglJ s~i:,pc,r l 

0 20 140 

II Field IAinirnum Maximum 

To what extent do you support the recently passed legislation to 
1.00 5.00 update Missouri's energy policies? 

II Field 

Strongly Support 

2 Somewhat Support 

3 Somewhat Oppose 

4 Strongly Oppose 

5 Don't Know/Unsu,e 

Showing Rows: I - 6 Of 6 

200 

t.lean 
Std 

Deviation 

2.59 1.65 

220 2~0 

Variance Count 

2.72 655 

Choice Count 

.l!J. 11 230 

:10.JH ' 199 

-I.?. I ,, 28 

1.Ui 7 

;.>fl.Iii 191 

655 
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05- Below are some statements describing the benefits of this plan. Please indicate how 

important each one is to you. 

II Field 
Exf.1r1nrly Ver•/ Uodc,ratdy Sligl1\11• Not at all 

Tot<1I 
irnpo1 l,1nl in1porh11t important irnport;rnt important 

Adopting modern energy legislation was a 
win for Ameren Missouri customers and 

includes a rate cut, a rate freeze and rate 
297 : i.)-1 224 i:, 101 /.(1 ! \ 17 ,l•I 16 655 

caps. 

The µkm has value for customers and keeps 

2 
bills more stable and affordable with an 
immediate rate cut, rate freeze, and rate 

317 218 84 ' ) i ' 21 ! )' I , 15 655 

cap. 

Customers will see a permanent rate cut of 

3 $5.00 per month on average, which <'.•1.: I/ 327 ,, r1:: 178 hi,\ 103 :1.?I 21 '.1.'•li' 26 655 
translates to a reduction of $60 per year. 

Based on Ameren Missouri's electric rate 

4 reduction, customers will save $60 a year \'1.,11', 324 /11.·,. 1 185 95 30 < -'I 21 655 
on average. 

5 
Customers wi!I receive a permanent 5% rate 

'dl1:' 374 '',II,) 164 84 18 15 655 cut on their bill. 

The plan includes spending $1 billion to 

6 
modernize the energy grid with smart 

'.'i,1!:1' 256 ,j•i,i,; 267 i'1.·· 102 19 ':;,\' 11 655 technologies throughout the state of 

Missouri. 

The plan builds on the commitments made 

7 to provide a smart and secure energy grid, 287 1:1-,: 259 i / 81 18 10 655 
along with stable rates for customers. 

The plan supports renewable clean energy 

8 by offering $28 million in solar rebates and 246 ,\-: ,, 222 L'! ,, 123 ;'..,!,), 41 23 655 
$14 million in Ameren Missouri owned solar. 

The plan will drive business growth in 

9 Missouri through economic development 233 263 115 27 ) :;•1 17 655 
incentives. 

10 
Local communities will see an economic 
benefit through additional tax revenue. 

200 262 134 35 24 655 

11 
The grid projects included in the plan will 

295 247 80 20 13 655 create thousands of jobs in Missouri. 

The plan has investments in focal 

12 
communities around our state that will 

create more than 3,000 jobs to help spur 
272 ;1 264 l,•·u 85 23 11 655 

economic development. 

The plan includes value for Customers, 

13 Investments in local Communities, and a 216 265 128 ·-:: 36 10 655 
more Competitive Missouri. 

Schedule TJM-R5 
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Investments in the smart grid also mean we 
can prevent power outages, restore power 

14 more quickly after an outage occurs, and 401 186 
protect thP. eningy grid ;ig;iinst physic;il and 

cyber-attacks. 

With smarter energy infrastructure and 
more renewable energy, Missouri is more 

15 competitive with other states in attracting 268 ), ,1 247 
industries and talent that wi!I grow our local 
economy. 

Showing Rows: 1 - 15 Of 15 

48 16 

110 ,,1;·, 19 

4 655 

' ';q 11 655 
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06 - Please let us know how well you feel each of the following names fit with the plan to 

modernize the energy grid. 

ll Field f1 - G1r,,1t Fil " 
Powering Missouri Forward Plan 220 185 

2 Bright Future Plan 179 ) ! ' j 162 

3 Modern Energy for Missouri Plan 200 231 

4 Smart Energy Plan Jl .(,.i 214 '.i(.I,( / 213 

5 Smart Energy and Rate Stabilization Plan ;'\,,',',) > 213 ;•); ' 187 /i.il/ 

6 Smart Energy Rate Cap Plan )i,:)/ 138 ,\).';:' 154 /:l U>·-, 

Rate Cap Energy Future Plan I:"- ., / 121 ! ,),()) 118 "! i" 

Showing Rows: 1 - 7 Of 7 

? 

151 57 

163 81 

136 ,,ii, 58 

158 7.1 :J ··: 47 

140 11J.'.H' 72 

196 )il.-1')-,,,, 108 

183 U/:-',•" 128 

1 ~ Poor f'1t !otnl 

J/,1 .'·' 

('.'ii)' 

'.!.(:·i·:, 

42 655 

70 655 

30 655 

23 655 

43 655 

59 655 

105 655 
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Q 11 - Ameren Missouri would like to add a descriptor on your monthly bill identifying a 

credit customers wi ll receive as a result of the rate cut in this new legislation. Which of the 

following choices would make the most sense for you to see on your monthly Ameren 

Missouri bill? 

Ta , t.llll redu<.lMl 

Ta, u-. :ng:. 1educ.ti-)n 

r,n ,e:et reduction 

I I l r 
0 20 •10 60 80 

.. 
II Field 

6 Tax savings reduction 

5 Tax savings credit 

2 Tax relief reduction 

Tax relief credit 

4 Tax rate reduction 

3 Tax rate credit 

Showing Rows: I - 7 Of 7 

i I 
100 120 

I 
HO 160 

Choice Count 

10.53'1, 69 

72.M·'' 145 

( •. 11 1 
:i 44 

I 1.71"' 116 

72 ?Q 146 

20.lil 135 

655 
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09 - In addition, Ameren Missouri will communicate this credit to customers through 

messages on the monthly bill statement. Which of the following messages best 

communicate a credit? 

-
You, c :<?<.lfi,; ,ato 

dt c,c.J.:ed bf x~,;. On 
tt.=s monlh's 

$\,1ltrn?nl. ) 00 s.3yed 
$X.X.Y. on ~our 

1;!;( tnc s.trt:..t'. - - - ------------------

B~1.x.JonA11·,-u l!n -==================== 
t.' i~Otui'~c!:.:.tric 
rate ,edu..::.tivt1, rou 

! .l'.t d ~'<.XX cm lhii 
nnoth"s s tc1tcm~nt. 

Ou~ to Jn c-l,:r.t1tC 
,ate rcdxtion 

eH-,:tive August 1, 

2018. th•3 statement 
refl~cts: ,1 ~\'in<J s. of 

$,· <<.(rate cuUn 
d o'l;?ts) 

Oue to an d ~<.tri•~ 
,ate 1e<Jvction 

e ftEcfr.-e AtJgust I, 

2018, lh's stati:n-.enl 
relle,ts J s;w;ng; of 

). ~'.:-. (p:;,ce-ntl!P of a 
1Jternt) 

II 

0 
I 

20 
I 

•10 

Field 

60 80 

In addition, Ameren Missouri will communicate this credi t to 

customers through messages on the monthly bill statement. 
Which of the following messages best communicate a credit? 

II Field 

r 
100 

I 
120 

Minimwn 

1.00 

140 
I 

160 

Maximum 

4.00 

180 200 

M ean 
Std 

Deviation 

2.93 0.95 

Due to an electric rate reduction effective August I, 2018, this statement reflects a savings of x%. (percentage of a rate cut) 

2 Due to an electric rate reduction effective August I, 2018, this statement reflects a savings of $x.xx. (rate cut in dollars) 

3 Based on Ameren Missouri's electric rate reduction, you saved $X.XX on this month's statement. 

4 Your electric rate decreased by X%. On this month's statement, you saved $X.XX on your electric se1vice. 

Showing Rows: I - 5 Of 5 

End of Report 

I 
220 

I 
2,IO 

Variance Count 

0.9 1 655 

Choice Count 

7. 18 49 

26.Ht', 176 

30.8<l , 202 

J •l.fJI% 228 

655 
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CORE TALKING POINTS FOR AMEREN MISSOURI'S SMART ENERGY PLAN 

Core talking points were developed based on the key customer-facing elements of the Smart Energy Plan. The language has been 
refined and optimized based on findings from the Ameren Missouri Your Voice customer survey panel and customer focus groups 
conducted in July 2018. 

WHAT IS AMEREN MISSOURI'S SMART ENERGY PLAN? 

The Smart Energy Plan offers great value to you by keeping your bills more stable, predictable and affordable through a rate cut, a rate 
freeze and rate caps, all while upgrading the energy grid you depend on in a way that introduces new sources of clean. renewable energy 

into a smarter system. 

WHAT ARE THE CUSTOMER BENEFITS OF THE AMEREN MISSOURI SMART ENERGY PLAN? 

• On August 1, your electric rates decreased by 6%. This wi ll save the average residential customer about $72 a year. 

• When federal taxes went down, we passed those savings on to you, resulting in the 6% decrease in electric rates. This is 
reflected on your monthly energy statement as the Federal Tax Rate Reduction. 

• Missouri legislators and the Public Service Commission made the immediate rate reduction possible by speeding up the return 
of federal tax dollars through emergency measures. Under a previous Missouri regulatory policy, you may have waited years 

to see the savings. 

• You experience the benefits related to a new energy legislation passed in 2018 through Ameren Missouri's Smart Energy Plan. 

• Your base electric rates won't go up from now until April 2020 because the Ameren Missouri Smart Energy Plan 
includes a rate freeze. 

• Rate caps wi ll limit the size of any future rate increases for the life of the plan, making your energy costs more 

stable and predictable. 

• Proactive reliability projects wi ll improve the dependability of your electric service, and give you more control over your energy 

usage and costs by providing you information to make more informed choices/decisions. 

- Enhanced reliabi li ty: Smart sensors and switches will detect and isolate outages, so Ameren Missouri can restore your 
service more quickly. 

- Meanwhile, the smart technology will help crews pinpoint problems more precisely to reduce the length and 
frequency of outages. 

- Convenience and service: Smart meters will give you more tools and programs to better manage your energy usage and costs. 

04 2018 

~rt.. 
WAmeren 

MISSOURI 
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LANGUAGE AND VISUAL RESEARCH FINDINGS RELATED TO THE SMART ENERGY PLAN 

In customer focus groups conducted in July 2018, key words and phrases were tested to better understand how customers interpreted 
each. This research was conducted as a part of creative testing for advertising. It is important to note that these findings are specific to 
customers and not other core audiences. Additionally, customers had no context of the Smart Energy Plan beyond what was mentioned 
in the 30-second scripts. Relevant key visual findings are also included below. 

WORDS TO USE WITH CUSTOMERS WORDS TO LOSE WITH CUSTOMERS TODAY 

Smart grid 

CUSTOMER INTERPRETATIONS 

Reinforced innovation, 
leading edge, advancement 

,--·--- -------------------------- - ----- -- --- -------- ---------- -- ---------------------- -: --------- ---- --------- ------ ------- -- --- ---· 

Strong/er grid : High load capacity, expected the grid to be 
j strong, created doubt in how strong it is 

. --- --- -------- -- ----- - -- --- - ---·- .... - ... - .. - -- -- --------- --- -- - --- -- - ---- -- ---- -- --- --- . ---- . ---· ---- - - -- --- - -- - -- ---- -- - --- ---- ---
Secure/more secure grid : Safe from hacking, rel iable, expected the grid to 

! be secure. created doubt in how secure it is 
. ·-·----- -. -- - . -- - - . -- - . -· ---- ... ---- ----- .. -- ------ ----- -- --- --- ---------- ---- ------ --. ---- -- - --- ---- ---- - ---- -- -- -- --- ---- --- -- ---

Safe/er grid 

Upgrade 

Expected the grid to be safe, created 
doubt in how safe it is 

Substantial change, newer, surpassing 
expectations, no direct connection to rates 

·------······------------------------ .... ... ............ . . ........ .. . ...... . ........... ... .. . ..... ... .. . ............................... . 

: Invest : Higher rates for me, increased 
! profits. long-term payoff 

- - ----. -- • -- • -- • -- --- - --- •-- - - - - --- - - -- ----- - - - -- - - - - - -- - ---- ------ --1 - - - --- - - --- --- - - - - - - - - - -- --- - - - -- - -- --- - • - - · 

: Improve : To make better incrementally, not substantial, 
: does not cost more for me 

.. --- ------- - -- --- ----- ------ -- -- - -- --- -·- -- · -- ---- - --- -- --- --- -- -- ----- --- ----- ------- -. ---- --- ---------- - -- --- -------- -- -- -- -- - ---· 
Modernize Retrofitting, bringing up to today's standards 

Plan Proactive, a promise. progressive 

.. -- --- ---- -- ------ - ----- --- ---- --- --- ------ . - -- - --- --- --- ---- --- --- ---- ----- -- ----- -- --· - -- -- -- ----- -- ------ -- -- --- ---- - - - ------ - -- · 

Smart Energv Plan 

KEY VISUAL FINDINGS 

Five-year plan 

Reinforces technology but currently hollow 

Created a desire for more details, questioned 
the status of the plan. could if supporting 
details are avai lable 

• Trucks, specifically bucket trucks, visually communicate fixing or repairing rather than upgrading. 

• Solar panels were called out by customers as one way to visually communicate the future of energy. 

• Co-workers on job sites did not shift the perception of the work Ameren Missouri does today to the idea of accelerating 
upgrades or planning for the future. 

• Diversity in co-workers and customers was well-received. 

Q4 2018 
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Executive Summary 

The stuc!y was a final test on the new television spot anc! two radio spots. with the objective being to 

identify any red flags prior to the spots running in market. 

• The television spot "Little League" averaged 7.5 out of 70 in terms of the overall rating. 

• Both raoio spots "Reliability Has a Name" and the "The Source". averaged 7.0. 

Customers generally felt better about Ameren Missouri after watching the TV spot (7.1), as well as after 

listening to both radio spots (6.9 for both). 

There were no critiques or objections regarding specific scenes or components from the open-endec! 

responses. 

Based 011 this research, HLK recommends proceeding with the TV spot, "Little League" and the 

recommended and approved "Reliability Has a Name" radio spot. 

Note anyt/1ing rateo· under a 5 would be a red flag 

2 



Overview 

Ameren Missouri customers were surveyed in order to assess perceptions of a rough cut version of the 

2018 Reliability Campaign, "Little League," as well as the two radio spots, "Reliability Has a Name" and 

"The Source." 

• A total of 233 customers completed the online survey between May 8th and May 20th. 2018. 

105 from St. Louis (45%) 

75 from Jefferson City (32%) 

53 from Cape Girardeau (23%) 

No other quotas (i.e .. age, gender, ethnicity. etc.) were established during fieldin9 to ensure that a 

sufficien': number of responses were collected to assess the advertisements. 

3 



• 

O verall Rat ing and Adverti sement Makes Me Feel About Ameren Missouri 

• Participants were asked to rate the television spot and each 

of the two radio spots on their overall rating as well as how 

the spots made them feel about Ameren Missouri after being 

exposed to t hem individually. 

• Regarding the television spot. ifs overall rating averaged at a 

7.5 and it averaged a 7.1 with regards to how it made the 

respondents feel about Ameren Missouri. 

• The two radio spots averaged similar to one another across 

both the overall rating and how the spots made the 

respondents feel about Ameren Missouri. Both radio spots 

averaged 7.0 in regards to their overall rating. and both spots 

averaged 6 .9 in regards to how the spots made the 

respondents feel about Ameren Missouri. 

• There were no significant differences between the two Radio 

advertisement attribute averages. HLK recommends moving 

forward with ··Reliability Has a Name." 

10.00 

9.00 

8.00 

7.00 

6.00 

s.oo 

4.00 

3.00 

2.00 

1.00 

o.oo 

Overall Rating & Makes You Feel Averages 

7.45 
..-- 6.95 6.99 7.08 6.90 6.87 

Tclovl:.lon HJ:, A NJmc The Source 
Spot 

Ovo,.,11 R-'tlng of Advortlsomont 

Tolovl:.lo n Ho:. A N.Jmc The Source 1 1 
Spot 

Advortl:.om ont M;-,ko You Fcol About Amcron Ml:.:.ourl 

" Sicinificant :Jt 95% 

014/016/022/024/030/032: U.~ing .1 SC.ltc- from "l" t o ··10." where "1" is "Poor" and "10" i!; "Excellent." how would you r"'t c the video .:idvcrtiscm<"nt ovcrnlt th.)t you ju5t watchc-d? / Using .'.l sctih:- from ··r to "10,'" where "1" ls 
"Sfgniflcantly worse" .:ind "10" Is "Sfgnfflc.Jntly better'," how docs the .:,dvcrtiscmcnt th.:it you just wntchcd make you feel about AmCl'Cn Mi5sour i J~ ,a comp.:,ny? /Using.:, scale from .. , .. to "10," whcl'c "1" 1~ "Poor" and "10" is 
"Excellent, " how would you rato the r~dlo ~dvorti~cmcnt ovor.Jll thut you just li!.tcne,d to?/ Using .J scolc: from .. , .. to ··10." whoro "1*' is "Signlncnntly worse·· .:ind ··io" 1s ··s,gn,flc.'.>ntly bottcr," how dOC!. th" ndvcrti~c,rncnt th.::it you Ju!it 
llstened to m ake you foel ..1bout Ameren Missouri JS a comp,:1ny? / U!ilng .::i scale from 'T' to "10," where 'T' ls "Poor·· and "10" is ·'Excellent,'' how would you r..1te the- r;:,dio 3dVCrt1semcnt over.all that you just list ened to?/ Using a 
5C:JIC trom "l" to "10." whore 'T' i:-. "Signific.:-in t ly wor:;o" ;lnd "10" 1:: '"Signiftc.."lntly bettor," how doos tho ~dvc-rti~om ont thilt you j u~c l l~tcnod to m.."lkc- you fool .:"!bout AmcrC'n M1:;:;ouri .J:", .;1 comp.,ny? 4 



• 

Television Spot, "Little League" Open- Ended Responses 

Liked Abo ut Adyertisement Main Me~i!_ge 

• The customers were asked to say what they l iked .. as well as what they felt the main message was for each advertisement. 

• Regarding the television advertisement, customers tended to like the family, community and employee aspects. 

• When responding to what the main message was, the customers stated that reliability of electricity/service and Ameren is part of 

the community were generally the message. 

011/012/013: B.J:;cd on tho vidc,o rh.:it you JU~t finished, wh.1t wcro :;omc thing:'.; t h;:ir you likod obou t the v1doo? P!cosc be speci fic . / B.:,:;c,d on thC' .:ldvcrt1$cmc-nt th.) t you ju :;t finished, wh.:it wcrc some- things th.Jt you did not likC' 
about the ..:"ldvcrtlscmcnt? Please be specific. / Ba:.:cd on t he video th.:it you JUSt finished. wh,;1t do you foc i WO$ the m.J1n mcs:; .. "gc of the .7idvcrti:;cmcnt? Plcvsc be ;:,s dcuulcd a~ possible. S 



• 

"Reliability Has A Name" Radio Spot Open- Ended Responses 

Liked Ab<?l!t Advertisell)ent Main Messa_g~ 

• Related to the "Reliability Has a Name·· radio spot. customers t ended t o like the reliability and community involvement aspects of 

the advertisement. 

• When res.ponding to what t he main message was, reliability and reliable energy came through strong. 

019/020/021: B~scd on the video that you ju~t fin1$hCd hstcn1ng to, what were scmc things th~t you liked about the video? Plea~c be ~pccif1c. / 8;)SOd on the advcrtiscmont that you Just f1n ic:hc-d. wh.Jt were some thing$ th.Jt you 
dld not like .3bout the 3dvcrti~cm ent? Plca~o bo ~pccific. / B~sod on the video that you just f,n,~h<•d listening to, wh;Jt do you feel w.:is the m.tiin message of the l)dvorti:;cmont., Please b o .)~ dctadcid o~ pos~lblc. 6 



• 

"The Source" Radio Spot Open-Ended Responses 

Liked About Adve rtisement 

~-
1'.1ain Mess~g~ 

'<-. ~.-,, ____ -- -
..,...wott&~~ g\ -

CGl'e ~ - i ~ 

~ -.::.ii~ "- ~ rt 
-,~ 
~ 

• Related to "The Source" radio spot, customers again appreciated the reliability and community involvement aspects of the 

advertisement. 

• When responding to what the main message was, the customers stated that reliable energy and being involved in the community 

were the main messages present. 

027 /028/029: B;:isod on the vid{\0 t h;;:it you Just fimsh0d listening to. wh;;:it wc,rc some things th;:it you liked ~bout the video? Plo:isc be spcc1F1c. / B;:ised on the Jdvcrtrsc,mcnt th,:,t you JU:!!,t fin1shc-d, wh.:it were some things thot you 
did not l ike eibout the- advcrt1~c-mcnt? Please be spcc,tlc. / 8.Jscd on the video th.:'lt you ju~t finished li~ternng to, wh~t do you feel w.Js the m.;>1n mC$S.:'lge of the- .)dvcrt1~c-mcnt"' Plca:rn be :JS dct ;:iilcd as possible. 7 



Televisio n Spot Ratings By Segm ent 

• The segmentation that was commissioned by the 
Cambridge Group was also implemented in an 

attempt to find any glaring issues with the 

advert isements that would have otherwise gone 
unnoticed in viewing only the overall averages for 
each of the two attributes. 

• In reviewing the television advertisement. the overall 
rating and makes you feel attribute averages by 
segment showed no surprises given what is known 

about each segment, and their general tendencies 
toward Ameren Missouri. 

• The Proud Providers and Eco-Aspirers rated the 
television advertisement higher than the overall 
average. 

I 10.00 

9.00 

8.00 

7.00 

6.00 

5.00 

4.00 

l.00 

2.00 

Television Spot: Overall Rating & Makes You Feel Averages 

8.36 
7.88 7.93 

7.18 7.03 
7.4G 

6 .58 6.35 

1

1.00 

0.00 p; C I I ?Ill I '" L 
Dlg lt,,I Stortors Proud Providers EcoaAsplro~ Skoptlc~I S.,vors 

6.31 
5.89 

Autopilots 
• Ovoro1II R,iJtlng of Advortl-.omont "' Advortlsomont M.:ako You Fcol About Ameren Ml:-;:;ourl 

O9/ O14/OlG; PlcllsC indiC;JtC how much you pc,rson.:,lly .Jgrcc- or di~grec with c-~ch of the ~t..,tcmc11ts listed below. Plc-..>sc ro.:Jd C.JCh :t.Jtcmcn": c.'.lrcfully: .Jltnoug'"'c some items m.Jy .:,ppc.:Jr s,mll.:>r. no two items .Jr(' cx.:,ctly .alike. Where .JskN:I .Jb0ut .J '"s.erv1cc provider: pleasC'.' think about companies th3t otter you different servic!I~ 1n cxch,:inge for money (for C-X<lMPIC, C.'.lblci, clcctr1c1ty, gJ), internet). / Us,"'g a scnle from "1" to .. 10," whC'rc ··r 1s "Poor" .:,nd "10" ts "Exccllc-nt," how would you r.itc the v1dco :ldvort1!;.C'mcnt ovcr~II th.>t you ju!:t w.ltchcd'i' /Using~ ~calc from., .. to -:o:· whc,rr- "1" i~ "S,gn,f,cantly worse" and "10" 1:t "S1gnit1c..intly better," how doc:; the .Jdvcrtiscmcnt th.:it you jur.t w;:,tc!,cd m.'.lkC" you fc.-c-1 .>bout Ameren Mi~~ouri .:t~ o comp,my? 

8 



• 

Radio Spots: Ratings by Segment 

• Similar to the television spot, the two radio 

advertisements rating attribute averages were 

assessed by segment. 

• In reviewing the attribute average for overall rating 

and how the advertisements make the customers feel 

about A meren Missouri by segment, similar insights 

were observed in t hat the Proud Providers and Eco­

Aspirers rated both of the rad io advertisements 

above the overall average. 

10.00 

9.00 

8.00 

7.0 0 

6.00 

5.00 

4 .00 

3.00 

2.00 

1.00 

0.00 

10.00 

9.00 

8.00 

7.00 

6.00 

s.oo 

4 .00 

l.00 

2.00 

1.00 

0.00 

Radio Spots: Overall Rating Averages 

7.94 7.81 
7.38 7.38 

6 .79 6.74 
6.38 6.40 

5.83 
5.29 

Dlg ltol St ..irt cr::. Proud Prov ldc:m; Eco•A:;i:,lrN::. Skoptlc~r S~veor!: A utopilot~ 

• H.:>::. A N.)mO • Tht> Source 

Radio Spots: Makes You Feel About Ameren Averages 

7.73 7.69 

6.74 6.71 
7.18 7.09 

6.48 6.35 

5.57 5.77 

Olgit;ll Stortors Proud Pl'ov1dors Eco•A5p lrc r:;. Skoptlcal Saver::. Autopilot:;. 

• H;Js A Name • The Source 

09/Q22/024/030/OZ2: P!c::is0 indlcot('I how m uch you porson.Jlly agroc or d1s.'.:lgrco with cnch of tho st.'.lt~mcnts listed bQlow. Plt'nst- rc-~d C1ach st;:3tc,mcnt C."lrefully: ·"!though some !toms m;)y .:>ppN,r simll::ir, no two lt ~ms .:1rc 
cx~ctly .'.:llfkc. WhC-r't' .:>skcd .'.:!bout .'.:I "service- provider." plc:,sc think ::ibout com p~nlcs th~t ofter you dlffc-re?-nt 5crv1ccs in cxch:lngc, for money (for CX.)mplc. c.:iblc. cloctr!dry. g.::is:. internet)./ Using J ~c;:,lc from ··r t o "10," w hore "1" 
is ··Poor" .:,nd "10" 1s "Exccll~nt." how would you r.)tC th~ ri:ldlo i:ldvcrt1semcnt ovor.)1/ th.Jt you Just l istened to? / Using .ci scale from ·-r· to "10," whcro "1" 1s "Sign1f,c.:,ntly worse" .::ind "10" is "Sign,ficJntly better," how does tho 
.:idvcrt1semcnt th~t yo1.1 /1.1st listencd to m~kc you feel about Amcr"cn Mis~our"i as., company?/ Using .:i sc.:,lc from .• , .. to "10," wl,cro .. ,.. is "Poor'' ;:,nd "10" 1s. "Excellent." how would you r;;itc, tho radio advertisement over.,11 th~t you 
j ust listc-ncd to?/ U:::ing ;i sc.,le from .. , .. to "10," 1n hc,rc- "1" 15 "Significantly worse" .)nd "10" 1s "Signiflc.1ntly better," how doc•~ the .)dvcrti~cmont thJt you Just l i::t• n<'d to m.Jk<"' you foC"I nbout Ameren M1t!:;ouri :is :1 comp.~ny? 9 



Conclusion 

• Based on the results of this research, all three of the advertisements tested, performed 

well and are recommended to be used in market. 

10 
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Questionnaire 

• 

What 111 your ilondoP"'i' 
Molo 

• Fo,n@ 

6 'NhAt ls your Oth"lw:ly? 
Wh1l0,C.X:Uu,n 
BL6ckJAh·QLn A,nvrQf, 
Micpa,,ic.Antino 
A11.an.'Pa:lflc It DndOt' 
OU>0r (Pl>o,o :,ooo;iy: 

7. Ploa:c lncfdo your annua1 l"ou~oh:>ld incomo ba-lcro m~. 
Lcr..:: ~ $2:>,000 
SZ,00010$34.lm 
C::lC,000 10 $.40~ 
$~.non 1n $74.,.QQO 
S75,000 10 S99.99ll 
$100,000 IO $1'P.m 
$1SO,0OOormcro 

O. Who I& ro.po,,~b)o fo,- proying tho 1Ton1h!y ono'9Y b II O: your nono? (3ing.o Ao:uo.-~J 
Myo .. 
Sooueo 
RoofM'loto 
Porot>I!: 
Otnor (Pl~3CO Sooclfy) 

, . Plooo W ieoto h<n\' m...c.h yo., ~lly og,oo o, d!Ngt .. wtth each of lho alotomonb ll111od 
below. Pk:ooo ,cod oooh otolDfT\Of'llOO.t0h.fly; oNhou;)h oomo tomo may o.ppoor tlm lor. no two 
l #lfflllllN'l 41CN:tl\• AlikA. 

Whoro aclc.od 4bout a -:oMc. p,ovi~o,; pio~~ think about compo.rlo'J that o1or you cfdtoront 
u:,nic&.i In o,:ch.o.ngo tor monoy (lot o,mmolo eoblo, obctrkity, g.o,a.. inttimot). 
<A~roe comp1e1e1v: Agro. Stron91y At'" SOmownat; 01Ngrff :>om....,nai: 01aag1"N 
:»1,v"fjl)' , 01..g.ff C:0-m"t.l•fy..,. 

I 1;.... payc~k to payehock 
tt l• rOtllly imc,o1uu11 to mo lNt my ~rtlco Pl't)Ytd~ olfor flcxrt>So OQYfflont moth~ {fer 
oxamplo, P•rmont plonc, ~l b llln,) 
Whon lt co~ to hew., much onorgy my rocnohold usu, ,:,.vi"' rnonoy is moro lmporbnt 
then C4Yl,g 1'IO onvlronmont 
I w:int my otoctrlc utlllly to u:o tllg~tocn gonoratton and t"an!ll?11"1on nh'D.:ltructJro 
M)' currot11t home ·i. Juat a 111t.rtlng polm 
I pt• fcr to uw, a~ S:'°"'~ tN.t haa m&do • convnl-r,w,nl o tl'o cnwlronmont 
Ewryonc hos tl rOIO()n,lblfitv tc, DOV tnot, Olodr·clty b n In lul on:S on tlTIO 
My GOrVtto ?'CMdcn ollor ,pocinl do:113'inconti\·o:a th.Ii I one,, pc1rticlp1to tn 
I 'tll!OU\d lito rny ,ono to to lndopor,dont t·om tho grid "nd be atlo b goncrnto al'tid ~toro ,-,, 
own ano,gy 
I 'MJ\11:i P-V 11n • Jltr.- t... 10 lh1lthow much my l.CllllJ bit t;:ho"JUll frum -noiU1 to 1nooU1 
I ....oul:f p~y mo,o fOf" cno,gy OOffllnil from groan~ ronow~lo ,coourooo 
Wt\lwl I 0-,. ""'E!v Q1"1N'1 tw ,,.,.ny tut,t r.ull!nml!f fl.NYt"A, I AAA,. "'Y M'fW""~ w:th nthlw'A 
Aln01i! a.I o1 rn-, :a,:,Ganc,s 11 homo :we ~ lent 
Soivk:o pro~or:;; 4TG ::or.stantly looking D tako od'14J"lta.go d thOlr eu~omor, 
I atn<:G1 novor tilnk 4bo4.t how mud! encr;y l'rr ecn:iumlng 

.S..:hc-Juk TJM0 R!oC 
1'111:c 1 o( :!1 

15 



Questionnaire 

II 

'You are r,c/'N going to :>t Jh:,wn o, Jpcon"lng .\In.,.., w.1$.toJtl oo-,ortt..cmonL P•a,a ,n,po tLrit 
the ao..nd on your ~pu'..,. I• IUnwd Oft, ollhet" through 11poll:CN-e or ycKJf' Mlldphcnn: Wt-on JO-' 
Ql'O Nl3'), pleo:o c:ie< 1nt P'OY tlUtl()r' on :N YklOO playor DtiC-W. Plc:O.GO 'AA)CII met -...noie \,000, 
a-.c wt'w:,ft It 1o <'Offl9k:to. click lho •no,,;t" twtton. 

,o. Vloro y,,.. .oo,lo :o vN)W and hoa, tho vcleo? 
Voe 

. "" 

..it01c. No,.Jo-1no10• 

11. e.u«S or 1hovdlf0tt'a1~ Jus.t tnGtlod. what wero =ne thil'ics I\At '/OJ likod obout r,e..,;c,oc-? s=&ooeooo,poor,o. 
(OW,.?tiood) 

1::. CaMd or tho v d.o U·• t )?4.. r,i,a1 fole"-f, w ~ wer. .Of'"\,e thlr,gt f\at ·,o., dld ftOl IM &bo\.4 lhe 
v.oeo? ~co oo sx-o'te. co,..-..=.-i 

13. easo:i or UWtvcootro.1y.>1. fu::t rnlDf\00, wt'l:IIGoyoutoo. '4&U nt nz.r:n mo".2,oofVIO 
a:t,ortiwnont? Pk'JQ.se be ea dotlited u POGCiblo 
(0--~ 

14. Uu-.o• .... ~hn!n..,'l1)"1D.· wh1W'i11 .... ' IA "'Oa,Y'11,n,t •1cr -. -=,~:h'IWwn1H VoJ"""'h,li 
W:S.O .S,'eft)MJ"n(lr.t OVffaD 0--ai )'OU ju~ wotc:hed~ 

ctfQ14 > 5. 1kp 01$> 
1~. Vrt..t.,.h rea>o"\•~ rated ~ vicko~.-oofftenl )Ol. jua: weCc.'wdo "• "'-"",...,,..._. 

nctn 01&.>"?(0;oo-Enotd> 

1G. Vant & oc.alc ho.., ""'I' t:,a.io.• "°hof"~ •1• Ill ~ r ifcc.nty'lfllflOl"H• and "10. b ~ n.flcanfyb.tt~r• 
t'l0W dOOC, thO Ga\"Ol'tllOl'T\91"& 11'\t:t 'fO,J )USI 'Natcnoa fflQ,(G )'OL, IOOI C!XHA AITIOl'on M~n m 4 e,,r,r.•"Y" 

41'01t>:t..•1Up01't• 
17 VlhntM'lthl!M.-.!ll\~)"'\t.t11t""1ttt.v'111n,who11trl.i.m,,.nt'jO. ju!lt" w,ift":l'WIWi11 ' .,dftiwrt~ 

ffO"l'I 01C>"'?(O'1tn•C~ 

16 



Questionnaire 'ta... aro -"10'# Q0ng t:o "-lo, 10 :n uocorino Amorcn tJ=ouri n:ad"'iO ~..omcnt Aout m»o 
.,,.. tM 'W\.,n:i M yon~ Mll"l~lil htf"'\Ollrt'I M , IW!h# f"'IMl 'Ol'I 11.r'l"'lllr~ M )'f"IW' MM~ 
V/Mn )'OU aro ,.Gdy, p~a.._. cllck 11"1.- i:ta)• b.1tbn on U',• Audie ptaY9r~. >14,• 1;0 lie•n to Che 
whcle ac:vwd,.,,,.,,c, allCS whol'I It :. CO"np'-t• . click tN "n..a-bvt'lon.. 

11, Vloro ·,ou A:>lt to no:,, no o...aio? 
Y•o 

• No 

<Ctf 018 • No, TttmtUle> 

1 R A,iiJWVt M '"" ar.wwt~INIM lh.tt ytMI jut fmk.tw1 r..i.-nlf'O In, wNI! ..,_,.. MtM1 thk(1' 1NII y,,., 
li'<H •bell! thle ad....,,;t;•,,..,.t? Pi.••~ e)if,C'lfc. 
(Ooo~lo-1 

20 l:!aode>t, lba ac:~that yo.. }utrll'IWM,d, what.....,.~ lMNJsUw.t yovck,nct "'° 
WJ0.11 u .. CMtfbtnft,,_? l> .. M.Mt !MIi ~ -
(Ol>O""e.,00<2\ 

21 ea:JOC1 Ot1 tno oevutlsomont tnat rou iut tlnial'IOCI, whal do )'OJ toac .... u u,o main mouooo ::>f the 
aownlsemon:? Plou.o DOH dolcllad a:, poo.:ble. 
(Ooon-E,do<ll 

22. l 1c;noa &CtiGfrom · , • to ,o•wnec-. · 1• i, -Pcof' anc:t •1:,· 1a "Exottlo'lt.• t-ow ,.·oudya, cato ho r.w1:n M'hrMIIU'ffiNlt f"Nfli4"11112 llulit ynu itJfJ l'lllf• nH'i In .. 

..tf 022 • S. eklp 011• 
~ V/hat ue tt• .._MOl'\t you ra:o( 1•0 r.clio ocwrti.Mino"II )'OU J.1s1 bt~ be~,...",..~ 

t ,o,n Cl22>'"'? (Oo•n ·-?t!IUtld) 

24 L'S4ng4 KaJOTtOm-i· io ,o·wn.re ,. iS '°'Stgnl~ty l#Cl'SO"' aM , o· ti ~CCllt'Y 001Ntt; 
~ OGos u.o :acwru;omcint nut you }wt littonod ro m:»;o 'f04J fool aboVt Alrot')n Mls:oun u a -,,..,,).., 
4f Q2C • 5. oklo 011> 

2S V/1\at are U-. --.uonsyoura:oc tt"o r.)Cf"10:aCYOr1dOfflCJ'\tyou iJ:t ~ b • ·~rtt'floonM 
ttOM 01b-? (C~n,wi) 
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Questionnaire 

• 

Y04J DfO 1'10'-'' going b l :.tctn to l.not?'!Or upcoming AM01or Ml:1:ouri r.:i:dio DClio"011fAmont. Whol'I 
you aro r<!ac:y, plo::u:o crick aio pbyb\lton on the Qudl::> ;ilayor bo1oH. Ploo.,o G5ton to tho .,.holo 

odvcrt1,;omO"lt. :and wtion 11 ~ cono\ott. criOC. t,o ·noxr button. 

:C. Wore )OU able tohoor the eud'o? 
Ye, 

- No 

<11 o:. a No, T•1rnln.l•> 

:!'I. ~ on w oow,,uomen1 tnat yo.; JU,t Ml4hOCI lltton1r,g 10. wMt woro ~-:t tl'llng: u,31 JOI.I 
likod about Mb Odv~rtisomo,t7 Plo=o bo :;;,oi:JfC:. 
(0:>on-Erd«l) 

28. 8"od :,nthQ 00\oori::,.cment ~tyotJ }wtrlt'L~od. what woro #Omothn;s th41 you did not hc.o 
about t,o GCV0111:.omont? Plon::o be ~;>odlle. 
(~!Ho-

:9. ~.ci ,n tM Dehorl'~mem U'llt )'O!J ]u,tf~,~. wh.tt do t01J feol wa:, tht main mot::ai)C! ol tho 
adVCrtl'MWnO"tt? Plaut DO 3!J dobi1ed ru: oc::~lo. 
(Ooon-Ercodl 

:1n lJ~"O• V..A'- ITll!l"l ",-ln°10,• .-,t-cwA "1• 1f1 'PCN" J1.N1•10• ;,. "'F"W"."'1Aftt: MWwnul1)"141t'Mll!llh..l, 
radJo a.::,v.,,_CO'l"'lettt °"'°'aD :h.-t )«.I }v:t l~~n.d to" 

4020 • 1. •klpOlt• 
~, . What .. the ,.a..tors !"()U ,.lod t"IO nMfioadwl\iHtn• "lt ,.oujuot ffctOl\od tc::. · ~ tt .. ,t ,..'°"' .. 

from C~'"? (Ooo,...Cnded] 

:J.:. Vt.Ing • oc.olo lrorn -t"lO "10," •l"o,e •1• ta °3.9nfiwn,Yw0t'M" and •10· 1.a·::,;gnm<.a.rtty t>.tto,-,• "°"" doerttho od--1:ir.emon:.thllltyo.11~ 1 ll:itonod to ,,...),,o 104.I ff'OI o.bo"- Arn.rwt IAl~riAI a. 

c.:urn~~ 

d CJ: >~, .klpQ~ 
X,. What oro Ult ro~a: '."OU rat01 r,o r :t.dlo ocve-m,omcnt you jv5t lt!:tOnOO tc o ·<1nsort roapo,a.o 

from 0,32>"7 (Opon-En<lod) 
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DEMOS 

100.0% 

90.0% 

80.0% 

70.0% 

60.0% 

50.0% 

40.0% 

30.0% 

20.0% 

10.0% 

0 .0% 

22.7% 

Cape Girardeau 

. 02/03 Wh~t state do you currently reside in? / What county do you currently reside In? 

DMA Break-Out 

45.1% 

32.2% 

Jefferson City St. Louis 

• S19n1ncant '1t 95% 

19 



Age and Gender 

Age Break-Out Gender Break-Out 
100.0% 

1,00.0% 

90,0?G 90.0?G 

80.0% 80.0% 

n.2% 
70.0?G 70.0% 

60.0¾ 60.0% 

50.0% 50.0¾ 
40.3% 

40.0% 40.0% r .. 
. 

' 

I 
28.8% 30.0¾ 

l I 
I 30.0¾ 

19.3% 17.6% I 
20.0% 16.3% 20.0?G 

10.0¾ 6.4% I I I I - I 
10.0% ,--- -, 
0.0% 0.0% 

18 to24 25 to Z4 3:5 to 44 4S to 54 55 or oldc-r M.110 Fcm.:,,lo 

• 0 4/05: Wh~t ~gc group Dre you In?/ W hot Is your gender? 

20 



Et hnicity and Household Income 

Ethnicity Break-Out 
100.0% 

91,8% 
90.0% 

80.0% 

70.0% 

60.0% 

50.0% 

40.0% 

30.0 'K 

20.0% 

10,0 %--
3.0% 2.1% 1.3¾ 1.7% 

0.0% 
Whlto/Couco~l.:ln BIDCk/Afrlc.-:,n Hlsponic/L:it fno Asl.:m/Pl!Clflc l~kmdor Other 

Amorlc;1n 

. 06/07: What is your ethnicity? / Plc.'.lso 1ndic.'.lte your .'.lnnu.'.ll household Income botore t.'.lxcs. 

100.0% 

90.0 % 

80.0% 

70.0% 

60.0% 

50.0% 

40.0% 

30.0 % 

20.0% 

10 .0% 

0.0')4 

17.2% 

I 

LO$S th.:>n 
$25.000 

13.3¾ 

S25.000 • 
$34,999 

Household Income Break-Out 

18.0 % 

$35.000 • 
$49,999 

22.3% 

$50,000 • 
$74,999 

13.7% 

$75,000 • 
$99,999 

12.0% 

$100.000 • 
$149.999 

3.4¾ 

$150 ,000 or 
more 

27 



Utility Bill Responsib ilit y and Segmentation 

Bill Responsibility Break-Out 
100.0% 

90.0'>1 

80.0% 
78.5% 

70.0% 

60.0¾ 

50.0 % 

4 0.0% 

30.0% 

1.7% 2.1% 

20.0 % _II 16.3 % 

I I 10.0 % 

0.0% 
Myoclr Spou~o Roo mm.1t0 P.lront~ 

100.0% 

90.0% 

80.0% 

70.0% 

60.0¾ 

50.0% 

40.0% 

30.0% 

20.0% 16.3% ---
10.0% 

1.3% 
0.0% 

Othc,r Dlg lt.:al St.lrtor~ 

Segmentation Break-Out 

27.5% 
24.0% 

Proud Provld~r~ Eco--A~plror~ 

17.2¾ 

Skoptlc:il S.:,v(lr~ Autopilot:. 

Schedule TJM-R8 
Page 22 of22 • 0 8/09; Who Is rcsponslblc for oc:>ying the monthly clcctnc onorgy statement (utlllty blll) at your home?/ Plc.)se mdlc;:ltC how much you PN~on~lly agree or d l~agrce w ith C.)Ch of t he- sto:emcnts. listed oclow. Pl<::ilSt' re.)d each 

statement carefully: ol though some ftems may appc.Jr s1mllor, no two Items ilre exactly .:1llke. Where asked about a "service provider," please- think obout comp.1nics th.Jt offer you different sc:-rv!ccs In 0xch~ngc for money (tor CX.)mplc, 
CJblc. olc-ctric1ty, 9.lS, int"l'n<'!t). 22 



ST. LOUliS 

u 

St. Louis Blues I Ameren Missouri 
2018-2019 Partnership Recap 

~ 't­
VAmeren 

MISSOURI 

~ Schedule TJM-R9 
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Demographics 
St . Louis DMA 

• #23 OMA with 2.491 million adults 18+ 

• Made up of 30 counties and the City of St. Louis 

• 15 ( & St. Louis City) Missouri; 15 Illinois 

• Three Largest by population 
• 31 % St. Louis County (780,000) 
• 12% St. Charles County (306,000) 
• 10% St. Louis City (244,000) 
• 47% All Others (1 .16 million) 

Pulask 
Phelps -

Tex~s 
;ht 

Scarborough 2018 St Louis Release 2 
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St. Louis Blues 
Fan Profile (attended/viewed/listened to a game past 12 months) 

• 1,041,000 people in the St. Louis market are Blues Fans 
• That's 42% of the population in St. Louis, growth of 15% 

since 2016- among the highest in the NHL 

11 60% Men; 40% Women 

• Average Age: 45 
• 32% between the ages of 18-34 
• Youngest average age among major STL sports teams 

• 30% have at least 1 child under 18 

• Average Household size is 3 people 

• 33% have at least a four year college degree 

Blues Fans 

St. Louis ~ • 

0% 10% 20% 30% 40% 50% 60% 70% 

52% 

40% 

80% 

S F 

Age Distribution 

• Age 18-34 • Age 35-49 "' Age 50-64 Age 65+ 

90% 100% 

• Men 

Women 

Scarborough 2018 St Louis Release 2 



St. Louis Blues 
Fan Profile (attended/viewed/listened to a game past 12 months) 

• Mean HH Income: $95,000 (STL avg. - $80,000) 

• Growth is twice that of regular population 

• 37% have household income of $1 00k or hig~er 

• Most fans own their own homes and vehicles 

Avg. Annual Household Income 

Blues Fans 
Jes~ - $95,095 

St. Louis $79,997 

$0 $20,000 $40,000 $60,000 $80,000 $100,000 

- p Scarborough 2018 St. Louis Release 2 



St. Louis Blues Fans 
Top 10 sports St. Louis adults are very interested in compared to total U.S. (Index) 

MLB 

NFL 

Olympics 

NHL 

College football 

NASCAR 

UFC 

College basketball 

High school sports 

Pro boxing 

0 

National 
Average 

so 

107 

113 

100 150 

S Y 

St. Louis adults 
are ~ 

than the 
typical U.S. 
adult to be very 
interested in the 
NHL 

200 250 300 

Scarborough 2018 Release 2 



Enterprise Center Attendance 

Event # of Events Attendance 
I 

Blues 47 798,395 
--

Sports 7 67,384 
- -~~--

_.,._ . ..,. Concerts 18 243,700 
- ----

Other 16 91,442 

Total 88 1,200,921 

8. Y------------
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Ameren Missouri Power Play Goals for Kids 
!!I Ameren Missouri donated $200 for each Power Play goal of the 2018-201 9 regular season 

• Ameren Missouri picked (4) local charities to be the beneficiaries 

• On 2/11 /1 9 Fox 2 hosted Ameren Missouri & the St. Louis Blues on air to announce the winner 
of the PPG4K's Contest - STL Youth Sports Outreach 

• STL Youth Sports Outreach 

• Big Brother, Big Sisters of Eastern Missouri 

• Super Sam Foundation 

a Project Backpack 

CONG RA TULA TIONS! 

::~ , .. ~ \-\ 

ID 'l'OUTH SPORTS OUTREAO; 
- - - -- ------ . - - . - . 

~Amn!n ~ 
,.IUOUXI ) ~ I 

htt ps:/ /fox2now.com/2019/02/11/stl­
yo ut h-sports-outreach-wins-ameren­
power-play-goals-fo r-kids-contest/ 

;..~ fox2 nOW HP:WS UNICS VlDl!OS AMSMOW ~Dfl TPAmc ~ l"WHT'5 CONN~ WEATltCD l."> 4.,. 

•" · 1.ou 1 • 

STL Youth Sports. Outreach wins Ameren Power Play 
Goals For Kids Contest 
IJ0!,1(0"0:l'•AV 1-(&~ AJ,.,• t r ::O~J,UV!.TA.•1-

fJ •AC<GOOK 1"0 Rtoorr (j) Pl•ffti:mQ 

ST. LOUIS- Ameren Missouri has partnered with the SL Louis Blues to help children in 

the area ~chieve their goals. STL Youth Sports Outreach was announced as the w inner 

fl. F 

0:, UNl<t OIN iiji [ MAIL 

---------. .. -~-
SPONSORED CONTENT ON FOX2 

MocOS 
1'¥Abhi:hotlo;~)"N 



Ameren In-Game Video 
• Ameren Missouri has received (2) (:30) second videos for all (41) regular season home Blues 

games + (3) playoff games (as of 4/22/19) 

• Colton Parayko was spokesperson for Power Play Goals ror Kids 

• Blue Note Productions shot, produced and uploaded the content for each video 

• In-Arena Impressions: 798,395 

.... :-enter-Prise rprise 
' ,erite C'r 

pow£R f -- POWER 

1 PLi ~' ..... : \"=-, 
PL11Y -· -- • .... Dff 

I.MO• 

,( 

IIDl1 
2'!!E!!-

·s-= ~ 
•r-•'S • 

'CL .... "\lfi~ , 5 -, 
~ 7 fl,,.., .,. ... -· ,1. · : 

t... P0\11£R 

~ 
r>O'<!i r ~· - Pli,Y 

,:m,.. c:::I, .... ,::i, 
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Ameren Missouri Power Play 

Ameren Missouri received LED & PA announcement paired with every Blues power play during 
the regular season as well as playoffs 

• 237 power plays throughout the regular season (Home & Away) 

• 19 power plays through playoffs (as of 4/22/19) 

• Total in-arena impressions: 798,395 
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Ameren Missouri PPG4K's Check Presentation 
• Ameren Missouri received a pre-game check presentation on the last Blues regular season 

home game o-f the 201 8-201 9 season (4/6/1 9) 

• Total in-arena impressions: 17,970 
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Concourse Blades 

• Ameren Missouri received concourse blade rotational signage at all regular season Blues home 
games, as well as all other events at Enterprise Center 

• (: 15) second rotations received throughout each Enterprise Center event 

• Ameren Missouri averaged 48 rotations per night 

• 1,200,921 impressions as of 4/20/2019 
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Ameren Missouri PPG4K's Landing Page 

• Ameren Missouri received a landing page on 
stlblues.com updating fans on the Power Play 
Goals for Kid's Program 

https://www.nhl.com/blues/community/power-play-goals-for-kids 
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When the Blues score, kids winl 

For the fourth consecutlvo season. Ameren Missouri and Blues For Kids havo pledged to donate S200 

to a local charity for each power play goal scored by the Blues during the regular season. The program. 

which last yoar raised over S7,000, launched during the Blues home game on Thursday, Oct. 25 vs 

Columbus. 

Congratulations to STL Youth Sports Outreach as they will receive $200 for every power play goal the 
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