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L INTRODUCTION
Q. Please state your name and business address.

A My name is Trina J. Muniz. My business address is One Ameren Plaza,
1901 Chouteau Avenue, St. Louis, Missouri 63103.

Q. By whom and in what capacity are you employed?

A. I am employed by Ameren Services as a Creative Services Project
Manager.

Q. Please describe your employment history with Ameren Missouri.

A. I joined Ameren Corporation in 2001 as the Senior Supervisor of

Advertising. At that time, I was responsible for all paid media messages in Missouri and
Ilinois. In 2010, I transferred to Ameren Missouri and became their Managing
Supervisor, Marketing, and Advertising. In 2014, 1 became Manager,
Marketing and Advertising. In 2017, the Ameren Missouri Communications
Department and the Ameren Corporate Communications Department were
combined. At that time, I became the Creative Services Project Manager.

Q. Please describe yo.ur dl.lﬁe.S and. fesﬁonsibilitiés as..Creative Services

Project Manager.
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A. I manage the resource allocation, project management tracking, and
budget for Ameren Corporate Communications, which includes Ameren Missouri
Communications. I work with the communication co-workers to determine the demands
and priorities of our team. I am responsible for the communications budget and the
allocation of resources for projects.

Q. Please describe your qualifications,

A. I have 34 years of communications experience in advertising, marketing,
and public relations. Prior to joining Ameren, I spent 15 years at Bank of America in its
Marketing, Advertising and Public Relations Department. When [ left in 2001, I was the
Vice President, Marketing Relationship Manager for Midwest South Consumer
Marketing. For the last 18+ years, I have worked in communications for Ameren/Ameren
Missouri. I am well versed in regulatory accounting and customer communications. I
have a Bachelor of Science degree in Business Administration with an emphasis in
Marketing from Southern Illinois University in Edwardsville and a Masters of Business
Administration degree from Webster University.

II. PURPOSE AND SUMMARY OF TESTIMONY

Q. What is the purpose of your rebuttal testimony?

A. The purpose of my rebuttal testimony is to discuss the need to educate our
customers on our business and help them manage their accounts and energy usage
effectively. I will also discuss the cost associated with communicating these efforts and
respond to the filed Missouri Public Service Commission Staff ("Staff") testimony of

Jane Dhority.
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III. APPROACH TO REVIEWING COMMUNICATION EXPENDITURES

Q. Do you have any general comments regarding how communications
expenditures should be reviewed for prudence?

A.  Yes. The most important thing to recognize is that active communications
with our customers are important to them. We are not promoting ourselves; we are
regularly communicating with our customers to educate them on their electric service and
usage. When reviewing comumunications expenscs, it is important to understand best
practices in effective and efficient communications, and how dramatically the
communications and energy landscape has changed since the 1985 ruling referenced in
the Staff testimony of Jane Dhority. Professional communicators are trained and educated
to understand how to craft and where to place messages to reach the right audience most
effectively. The efficacy and impact of a message cannot, and should not, be measured by
the cost alone. This type of evaluation is not as simple as deeming communications as
“advertising” and assigning all costs separate and distinct categories to determine what is
and isn’t allowed. In other words, a simple “cost and categorization” method of
evaluating communications costs is inadequate to address all of the nuances involved in
successful communications strategies.

Q. Please explain.

A. Advertising is generally defined as the activity or profession of producing
information for promoting the sale of commercial products or services. In 2018, Ameren
Missouri, as a natural monopoly in its assigned service territories, did not need to
advertise its commetcial products or services. Rather, we used an integrated paid, owned,

and earned channel strategy to communicate efficiently and effectively to our 1.2 million
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customers. Ameren Missouri uses this communications approach to reach its customers,
be transparent in how we conduct business, and communicate how our activities affect
them as consumers. Staff, unfortunately, neither takes communications best practices into
consideration nor explains the rationale for the proposed disallowances of these
communications expenditures.

The principles that Staff applies to allowing “advertising” costs date back to the
1985 Commission decision in a Kansas City Power and Light Company (“KCPL”) ratc
case.! The categories enumerated in that case are vague and allow for highly subjective
determinations based on general categorization alone, with no allowances made for how
media usage and customer preferences have evolved over the past 35 years. This 35-year-
old criteria, which predate the internet and social media age we currently live in, do not
explore or consider channels our customers prefer to use and how they use them. From a
practical perspective, they cannot give appropriate consideration to all modern factors;
these rules were established when communications were accomplished primarily through
phone calls, print ads, billboards, television, and mailers. We now have customers
tweeting outage questions to us, following Facebook pages, searching our website, using
search engines to look for utility information, etc. To meet customer information needs
today, we must make sure we maintain an adequate social media presence so that the
platform’s algorithm will place our information where customers can easily find it. We
have to utilize Search Engine Optimization (SEQ) strategies to help our customers more
easily find the information they need. The KCPL criteria were not designed to, and

realistically cannot, take all necessary modern communications needs and strategies into

VIn Re: Kansas City Power and Light Company, 28 MO PSC (NS) 228 (1986).
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consideration. So, of course, looking at the cost in broad, general categories does not
allow a fair recovery of Ameren Missouri’s costs to communicate with our customers
who expect us to communicate the right message, through the right channel, at the right
time based on today's changing energy and media environment.

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

communications expenditures.

A, The cost categories established in the 1985 order are:

I. General: informational advertising that is used in the provision of adequate
service,

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

avoid accidents;

3. Promotional: advertising used to encourage or promote the use of
electricity;

4. Institutional: advertising used to improve the company’s tmage; and

5. Political: advertising associated with political issues.

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

longer adequate,

A. In 1985, these categories were established to allow for the recovery of all
reasonable and necessary costs of general and safety advertisements, and allow the
disallowance of institutional or political advertisements. Under the 1985 KCPL order,
promotional advertisements are reviewed to determine the extent the utility can provide
cost-justification for the advertisements; the justified portion of costs in that category can

be recovered. However, the established categories are generally vague and do not have
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any clear guidelines on how the categories and descriptions should be applied. This
allows a party to take an extremely narrow view on how they determine each category
should be applied. Further, because of how the rules have been historically applied before
the proliferation of digital media, the interpretation of the communication’s need has not
evolved with how communications are now more efficiently and effectively
accomplished. Aside from the rote categorization, Ameren Missouri does not have a clear
insight into why Staff has disallowed communications costs as “advertising” not cligible
for recovery. Without a clear justification or explanation of how Staff determined the ad-
by-ad review, we do not have an opportunity to respond to staff's concerns on a
communication-by-communication basis. Generally, our presumption is that Staff
reviews the costs through a predominantly financial lens, and does not give due
consideration to customer education needs, preferences or best practices.

Furthermore, these categories do not appropriately consider the evolution over
time of how utilities operate their businesses or the expectations of today's utility
customers. For example, these 1985 categories do not take into consideration the
diversity of our customer base and the need to reach them in impactful, recurring, and
reoccurring ways to drive awareness and recall of the communications. By instead using
the Commission's most recent order to review by campaign, which I discuss more below,
communications are evaluated on a more effective integrated campaign approach, which
better acknowledges our efforts to more efficiently and effectively communicate with our
customers.

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

themselves were developed long before digital communications were in effect. In 1985,
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customers did not expect, nor did utilities have web sites, social ﬁledia channels, or email

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

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

access to information and interaction from the companies with whom they do business.
IV. CUSTOMER COMMUNICATION EFFORTS

Q. Please describe how Ameren Missouri’s communications are planned
and accomplished in the internet age.

A. To reach all of our customers, we use many different communication
channels and an integrated communication approach. Studies have shown that a customer
must hear a message at least seven times before they take action or retain the information.
Based on data, today's consumers are exposed to over 5,000 messages in a day or more.
To effectively break through the communication clutter to reach the diverse customer
base we serve requires a multi-channel approach at the right level of frequency.

Q. Does this mean that no Commission criteria exist that can
appropriately take more factors than the 1985 KCPL categories into consideration?

A. Not necessarily, although certainly a refresh of the 35-year-old 1985
KCPL criteria and/or how that criteria is applied is, more likely than not, necessary.
However, there is another evaluation methodology that can be helpful in the meantime,
both as an evaluation mechanism and an example of how rote application of a 35-year-
old category need not be the sole determining factor in recovery.

In a prior Ameren Missouri rate case, File No. ER-2008-0318, the Commission
issued a Report and Order that indicated the following:

If on balance a campaign is acceptable then the cost of the individual
advertisements within that campaign should be recoverable in rates. If the
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campaign as a whole is unacceptable under the Commission's standards,
then the cost of all advertisements within that larger campaign should be
disallowed.

We believe that this order is, at a minimum, more relevant than the 1985 KCPL
decision in reviewing and determining inclusion of the cost of communicating to our
customers. For example, Ameren Missouri has sought recovery of its Energy at Work
messaging (discussed more below), based on its design as an integrated campaign.
Ameren Missouri did not design this campaign in pieces; rather, we developed this
campaign as a larger, integrated messaging strategy. Yet Staff seeks to break this
campaign into pieces so that discrete communications can be disallowed. The
“campaign” construct can be incredibly helpful in acknowledging that, particularly in the
era of social media algorithms and search engine optimization, several pieces feed into
the development of a successful communications campaign. Breaking these campaigns
into bite-size pieces to allow categorization and disallowances undermines both an
effective communications campaign and the Commission’s “whole campaign” decision.

Q. Do you have any other concernas with how Staff categorized
communications costs for recovery and disallowance?

A, Yes. As I alluded to previously, Staff reclassified and set its own
campaigns for the expenses submitted without an adequate explanation or rationale of
how the expenses have been grouped. Without more than the assignment to general
classifications, it is difficult for Ameren Missouri to respond to Staff’s disallowances in
more than a general manner. We would prefer to provide a more effective rebuttal to the
classifications on a disallowance-by-disallowance basis rather than addressing these
disallowances in generalities. Ideally, however, if disallowances are made on the basis of

a categorization without explanation, then Ameren Missouri, as the respondent to those
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disallowances, should not be penalized. While I acknowledge this is more of a legal
argument, as a communications professional, I would think that insufficiently supported
disallowances would not be granted.

V. SPECIFIC ADVERTISING CAMPAIGNS AND EXPENSES

Q. Are there specific campaigns that Ms. Dhority recommended for
disallowing that vou believe should be included in the Company's cost of service?

A. Yes, therc are several. | will outline them and explain the reasons why we
have used this type of campaign to reach our customers. Specifically, I will address the
following campaigns: Energy at Work; Power Play Goals for Kids; Louie the Lightning
Bug; Social Media; Safety; Energy Assistance; Heat Up St. Louis; KMOV STL Proud,
Minority Advertising; Smart Energy Plan; Twelve Nights of Lights; Power Plex
Educational Designs; and Miscellancous.

Energy at Work

Q. Please describe why the Energy at Work campaign should be
recovered in whele,

A. The Energy at Work campaign began in 2015. After surveying our
customers, we found that they wanted to know more about how the money they pay us
when they pay their bills impacts reliability, clean energy, and their communities. At that
time, we implemented campaign analysis studies that we still use today (Schedules TIM-
R1, TIM-R2, TIM-R3, and TIM-R4) to show us if the communication channels we are
using are effective. We use these studies to help us move our media dollars to the right

areas to make the largest impacts.
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In 2018, the Company increased its media spend to ensure adequate Total Rating
Points ("TRP") to raise the awareness of the information customers tell us they want
through the communications in the Energy at Work campaign. Through many areas of
listening, we have heard that our customers want to know how the money they spend
with us is being used and how they benefit. The Energy at Work campaign answers many
of those questions, letting our customers know about the investments we have made to
prevent power outages, restore power more quickly, and spur growth in our communitics
while keeping rates stable. The communications use a call to action to visit our website to
find out more about the information presented. In fact, Ameren Missouri includes website
links (generally amerenmissouri.com/reliability) in much of its Energy at Work
campaign, including in its online videos. It is worth saying again, we take measured
actions in our communications campaigns like in Energy at Work — such as including
website links to reliability information — because we want to reinforce for our customers
that they can access the information they need, when they need it.

Customers want to know that we are managing our costs and investing wisely in
the system. When surveyed, 61% (Schedules TTM-RS, TIM-R6, TIM-R7, and TJ M-R8)
of our customers said that it is extremely important for the Company to be investing in a
smart grid to prevent power outages, restore power more quickly after an outage occurs,
and protect the energy grid against physical cyberattacks.

It is important that we make these investments, but we cannot assume that our
customers understand our business or know how these investments impact them. In an

increasingly fragmented and competitive media environment, we must provide messages

10
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to them in various ways to help them understand our business and the investments that
we are making to benefit them.

When deciding how to deliver our messages, we take into consideration the
efficacy of the channel and cost in reaching either the largest number of customers or,
depending on the information, the right target audience. Then we use analytics to
determine message efficacy and cost, and optimize. One might think we could just send
all of our customers a letter telling them this information, and while we would know that
100% of our customers received the message, we would not know who read the message,
retained the message, or acted upon the message. Furthermore, today, different customer
segments prefer different channels so it is ineffective to rely on only one; effective
communication in today's environment requires an integrated approach.

There is a great effort made to communicate to our diverse customer base through
many channels so that we are reaching the right customers, at the right time, with the
right messages. We measure the impact of these messages through the J.D. Power
customer satisfaction study, campaign analytics, and call-to-action results data.

In 2018, the Company spent $2,866,699 on the Energy at Work campaign,
equating to approximately $2.38 per customer. For the same cost, we could send four
letters to our customers, but that would only allow us to have messages in front of our
customers four days a year. We would not be able to reach them in strategic times and
places that would better anticipate their need for this information. Based on my
professional experience, communicating once per quarter via mail would be ineffective

and lacking the information they need to make timely decisions.

11




10

1t

i2

13

14

15

16

17

18

19

20

21

22

23

Rebuttal Testimony of
Trina Muniz

This $2,866,699 includes the cost to produce the campaign elements, as well as
the materials needed to produce messaging put out through various channels. Staff
recommended the disallowance of all of these costs. Yet, Staff allows the cost of the
campaign analysis studies. This specifically defeats the purpose of the Commission's
“whole campaign™ order. The Energy at Work campaign messages undeniably focus
predominantly on reliability, which is messaging eligible for cost recovery. Reliability
accounts for $2,200,328, or 77% of those costs, while Community accounts for $664,371,
or 23% of those costs. If Staff has allowed recovery of the campaign analysis studies, it
stands to reason that Staff must believe at least a portion of the Energy at Work campaign
provides value. In this case, 77% of the campaign related to reliability, a topic that the
majority of our customers believe is very important, If the majority of this campaign
relates to a communications activity such as providing information about reliability, a
topic our customers have expressed a significant interest in, then the entirety of the
campaign should be recovered pursuant to the Commission’s “whole campaign decision.”

Power Play Goals for Kids

Q. Please describe why the Power Play Goals for Kids campaign should
be recovered in whole.

A. The Company sponsbrs the St. Louis Blues Power Play Goals for Kids
program in an effort to reach a younger demographic and a more highly engaged social
media user to attract social media followers to the Company's social media pages. The
fan profile of the Blues (Schedule TIM-RY9) is 42% of the population of St. Louis, 60%
men, and 32% of their fans are between the ages of 18 -34 years of age. The St. Louis

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

12
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desirable audience to receive our messages. The Blues have over 740,000 social media
followers, compared to the Company's just over 56,000 social media followers. By
raising awareness of this sponsorship, the Company is raising the awareness of our social
media channels and acquiring followers at a lower acquisition cost than other times of the
year.

The Company tracks the impact of this campaign each year, In 2018-19, we
acquired 975 followers (Schedule TIM-R10) during the campaign at an acquisition cost
that was 58% lower than our normal cost, and we received over 1.3 million impressions
on Facebook and Twitter.

Social media is the preferred channel for many of our customers to get
information and to make contact with the Company. For social media to work, you need
to actively post information so that when there are messages that impact our customers,
the algorithms that are used by the provider allow the maximum number of customers to
see our messages. Social media allows us to frequently post messages that are important
to this audience.

The total cost of this campaign in 2018 is $258,431. This includes the $20,000
cost of a giveaway, a donation of $10,290, and the $50,000 cost of concourse signs. This
would meet the Commission’s guideline of the majority of the expense of the campaign
($178,141 or 69% social media campaign cost and $80,290 or 31%
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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Q. Please describe why the Louie the Lightning Bug campaign should be
recovered in whole,

A. Louie the Lightning Bug is a safety ambassador used by many utility
companies to promote safe actions around electricity. The Company uses the costumed
character and parade balloon to help raise awareness and spread the safety messages to
children throughout our service territory. When the Louie balloon is in a parade, it is
always accompanied by the Louie Bus, which follows the balloon and displays safety
messages such as, "When lines are down, don't hang around."

When the costumed character is at events, there is always a Company volunteer
who accompanies him and hands out coloring books and stickers that contain safety
messages. The volunteers also interact with the audiences, answer questions, and speaks
for Louie.

The Company classifies this expense as Safety. Staff has reclassified some of the
charges as Institutional, but does not provide any rationale as to why they made that
change. The cost of the Louie the Lightning Bug safety campaign is $21,355. Safety
communications should be 100% allowable.

Social Media

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

A. Social Media is a means by which the Company connects with our
customers and stakeholders. Social media use is prevalent throughout all generations,
increasing the attention and demand our customers place on it for everything from

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 expetience;

Provide personalized recognition of and communication with our customers;

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

Provide world-class customer experience.

L]

Social media enables the company to deliver the information and experience our
customers want, allows our communications to be more focused and proactive in
connecting with the right audience at the right time and with the right message, and
allows us to communicate with our customers on an individual basis. Our customers
interact with large companies on a daily basis on social media, and our presence is
expected.

Our Social Media campaign is unique among campaigns in that it actively allows
for constant and immediate two-way communication with our customers. We are able to
answer questions and post information in real time to make sure our customers are getting
the information they need at any time of the day or night. The social media platforms use
different algorithms to determine who can see your messages on their platforms. The
Company must maintain an ongoing presence on the sites to receive the best reach for our
messages. To do this, we regularly post various messages that are important to our
customer base. Part of the communication spend in this area is to assure that the right
customers are receiving the right messages. For example, if we are posting about an
upgrade being made in the North St. Louis County area, we target that post to reach our
customers who live in that area. Similarly, if we are aware of a scam that is affecting a

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

15




10

11

12

13

14

15

16

17

18

19

20

21

22

23

Rebuttal Testimony of
Trina Muniz

that our customers do not lose money to the scammers. These targeted posts have costs
associated with them.

Staff recommended partial adjustments for some of the cost associated with social
media but does not give substantive rationale as to why this adjustment is being made. In
their workpapers, Staff shows that in an ad-by-ad review, 84% of the costs are
recoverable. Again, if the majority of the costs associated with a campaign is recoverable,
the Commission’s “whole campaign” decision allowed recovery of the fult $167,601,
Safety

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

A. Eagle Days is an event at the Lake of the Ozarks that is held every year in
January. It is one of the best attended events by the people who live or vacation at the
Lake of the Ozarks. We use this event to address the attendees with messages about being
safe at the lake. Before each event presentation, Ameren Missouri gives safety
communications to the attendees that include messages such as: when lines are down
don't hang around; if you feel a shock, swim away from the dock; and when you are on or
near the lake wear your life jackets. With its Federal Energy Regulatory Commission
(“FERC?”) licensing, the Company is required to allow safe, recreational use of the Lake,
By sharing these safety messages, we raise awareness of how to be safe at the Lake.

Staff recommends the disallowance of these costs, but does not give any
justification other than changing the category from “safety” to “institutional.” The costs
that Staff removed total $6,086, or 19% of the campaign. Based on the Commission's

“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
that Ameren Missouri believes should be allowed?

A. Yes, there are several smaller campaigns and miscellaneous
communication expenses that Staff lumped together and called a "Miscellaneous
Campaign." T reviewed the workpapers for this adjustment, and after several hours of
review, I am not able to make Staff’s numbers balance for this category, Accordingly, 1
will be addressing just the expenses that have been disallowed, but using the guidance of
the Commission’s “whole campaign” decision to look at these expenses in the manner
they were submitted by Ameren Missouri — by campaign.

Energy Assistance

Q. Please describe why the Energy Assistance campaign should be
recovered in whole,

A, Communicating the dollars that are given to agencies such as the Urban
League raises the awareness of funding that is available to help underprivileged or those
who are struggling pay their utility bills. The cost of this campaign is $798, and it should
be recoverable.

Heat Up St. Louis

Q. Please describe why the Heat Up St. Louis campaign should be
recovered in whole,

A. Working with groups such as Heat Up St. Louis allow Ameren Missouri to
get funding to customers in need. The Company donates dollars and air conditioners to

help underprivileged customers get the services they need. The presentation of the
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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 KXMOV STL Proud campaign should be
recovered in whole,

A. This is an example of Staff looking only at the organization paid rather
than the message the Company is conveying, Through the sponsorship of KMOV STL
Proud, the Company is able to air the Energy at Work television spots to the St. Louis
customer base in addition to sharing a community message. The television spots carry
reliability and community messages, and matched the on air media buy of Energy at
Work, which was split 77% reliability and 23% community. Meeting the guidance of the
Commission, we believe that the full $82,553 campaign cost should be allowed.

Minority Advertising

Q. Please describe why the Minority Advertising campaign should be
recovered in whole,
A. Diversity and Inclusion is part of being a good corporate citizen. By

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

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

thought and background provide distinct business advantages, our customers also find
higher customer satisfaction with the Company when they see our messages in these
publications. Companies that effectively utilize diversity and inclusion not only perform
better, but the customer satisfaction through representation results in lowered expenses

since satisfied customers are less expensive customer to serve.

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

Smart Energy Plan

Q. Please describe why the Energy at Work campaign should be
recovered in whole.

A. The Smart Energy Plan was submitted and categorized as general
advertising. Staff reviewed this campaign ad-by-ad, and changed the categorization to
include political and institutional. Again, however, Staff does not provide substantive
rationale as to why they would view parts of this campaign differently. In Staff's review,
they find that 99% of the campaign should be allowed. We are seeking to have the
additional $744 of the $126,615 allowed, particularly since the Commission’s “whole
campaign” decision would apply.

Twelve Nights of Lights

Q. Please describe why the Twelve Nights of Lights campaign should be
recovered in whole.

A, The Twelve Nights of Lights campaign gives the company the opportunity
to spread electric safety messages to our customers during the holidays in a fun and
positive way. The messages that run with this campaign inform our customers about not
overloading their outlets and using the correct electrical cords outside. The cost of this
campaign is $12,100.

Power Plex Educational Designs

Q. Please describe why the Power Plex Educational Designs campaign

should be recovered in whole.
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Rebuttal Testimony of
Trina Muniz

A. The Company hired an experience and design firmi, Switch, to design an
educational exhibit for space that could be part of an economic development project. We
want to be able to share energy messages in a positive environment in educational ways.
The cost of this study is $12,115.

Miscellaneous

Q. Were there any expenses that Staff disallowed that were not
categorized correctly?

A. Yes, there are expenses that the Company incurred that it incorrectly
charged to the wrong accounts. If we had charged these costs to the correct accounts,
those costs would not have been disallowed by Staff. We believe these expenses should
be moved to the proper accounts and allowed.

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

o Eighteenth Street Sign at the General Office Building Maintenance $523;
and,

s Storeroom purchases such as hard hats, safety vest, etc. $2,151.
Proes this conclude your rebuttal testimony?

A, Yes, it does.

20



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 ) File No. ER-2019-0335
Electric Service. )

AFFIDAVIT OF TRINA MUNIZ
STATE OF MISSOURI )
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.

Trina Muniz £/

5
Subscribed and swomn to before me this & l day of January, 2020.

B a Ao

Notary Public

My commission expires:

GERI A. BEST
Notary Public - Notary Seal
. olate of Missouri
Gommissioned for St. Louls Coun
My Commisston Explres: Februa 15, 2022
_Commission Number. 14839311
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Background

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

Asked to recall advertising frpm the previous three months (January, February and March 2018).
Fielding shifted to mirror J.D. Power fielding.

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

o meowmAmews 5, POWERFIELDING ‘ [ depewsmbdone  opowminowe o dppowmrmome
| JAN 2018 FCB 2018 | Mlﬁyirlr - APR201D _I!A_\’!M! "ﬂJUlﬂMl JuL2:1a | AUG 2018 7S§lel NOV20iR oLcaoe JAN2019 FEB 2019

Community Partner Copr::::rlty Community Partner

Reliability

EE Rebates EE Rebates

New! Products and Servi
|

AdEffectiveness

Flel
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Demographics Align to J.D. Power Respondents

J.D. Power Quotas | Ad Effectiveness
Age
18 to 24 6.8 6.8
. Qﬁétas were based on the .J...D”,..Power respondenté | 25 to 34 . 17:3 166
sample, specifically on Age, Gender, Ethnicity and Income. 3 to 44 o - 138 140
o45to54 0 0 166 16.8
- Consistent with previous waves, the advertising - 35 or Older 45.5 45.3
effectiveness sample reflects the makeup of J.D. Power
respondents. ' Gender
Male 358 38.7
Female 64.2 61.3
Ethnicity
White/Caucasian  86.9 86.6
Black/A.A. 8.3 8.6
Hispanic 1.7 1.7
Asian/P.1. 2.4 2.4
Other 0.7 0.7

Schedule TIM-R1
- . Iage % of 21
T Smhieant at 958
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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% 40,0%
| 35.0% | | 35.0%

3.5% |

307%  z03% i 3% |
30.0% | 30.0%
25.0% 25.0%
20.0% 20.0%
15.0% 15.0%

Oct5  Jan"6 April"6 Aug"6 Nov16 Jann7  April7  JulyT7  Oct7  Jann8  April g Cct15  Jan6  April16 Augé Nov16  Janf7  April17  Julyl7  Oct7  Jann8  April1g

=—Aware

Seheduls TIM-R1
. . Tage 4 of 23
= Slgnificant at 25% 4



Utility Ad Awareness Down Slightly for All 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

100.0% Brand
90.0% ATE&T
80.0% e
| Seset

70.0% i

626% | AMR MO
50.0% ‘
50.0% Spire
40.0%

IL6% 320%
30.0% el

20.0% "

B2% 29%

10.0% .

0.0%

Dec 14 April 15 July 15 Oct 15 Jan 16 April 16 Aug 6 Nov 16 Jan 17 Apr17 July 17 Oct 17 Jan "8 April 18

Schedule TIM-R1
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Sustained Quarterly Spend and Steady Creative Usage Bring Awareness Back to 2017 Q3 Levels

» Qur 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 campaign, 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;

40.0%

I5.0%

30.0%

25.0%

20.0%

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

Aware of Ameren Missouri Advertising

$548,409
. $512,593

547M —

$41.748 :
A,ws,gm

$539,450 $556,082

saness o ;

29.3% 29.4%
22.9%
Nov 16 Jan 17 April 17 July 17 oct 17 Jan"18 Aprilng July 18
=@=Aware ==Budget == Est Budget

$700,000

- §600,000

$500,000
$400,000 |
$300,000 i
$200,000
$100,000

-

Budget by Quarter Inchuding ££ Digital and TV Sudger

* Significant at 95%
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Satisfaction Greatly increased for Respondents Who are Aware, Steady for Respondents Who are Not

* Awareness of Ameren Missouri advertising continues to correspond with greater overall 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
800
780
752 756 7.57 757 7.59 761
; 760 743 Mxm—»m—-...“_:‘:z_.—a—-v‘”"“" R i & r——— 7.46 P
' - 3 Tt
| T4l 728 - _ X
: e 7
;720 SR o - . . ]
7.00 M“ = A i ' w 78 e 73
; . 703 ’ 702 ’
659 6.98 700
. 680
| 550
| 6.40
620
{600
: Dec s Apri s Juiy 115 Oct15 Jan g April 6 Aug 6 Mov 16 Jan 7 Aprit 17 July 117 Oct 17 Jan g Apriina

e Aware “B-Not Aware

* Sigriticant ot 939 7




Awareness and Satisfaction Takeaways

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

. Cbnsiétéht spend in media maintained the high rolling average in-awareness levels we've seen since
early 2017. ' R L e _ . R _

« 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. Additicnally, Eco-
Aspirers were the least satisfied segment for the third time in five guarters, though we see sustained
evidence that awareness drives satisfaction for this segment more than any other.




Media Spend

* While our overall spend is up considerably in FY18, our biggest quarterly increases will come in Q3
and Q4 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 OQOH.

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

Ist Quarter 2nd Quarter 3rd Quarter 4th Quarter YET%RT'EED

2017 Budget ‘
EAW+EE $476,649 $548,409 $512,593 $497,835 $2,035,486

2018 Budget
EAW+EE $539,457 $556,082 $696,386 $631,595 $2,423,520




Conclusion

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

. -Advértising awareness overall is high at 29%, behind consisterit q'uarterly 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 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%).

-lo .:Z.












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.

Fes’gi'e 767 | 7.37 | 769 | 783 | 729 | 30% | 30% | 24% | 24% | 24% | 028 | 065 | 049 | 0.8
Proud | o065 | 775 | 799 | 7.91 W 35% | 43% | 37% | 46% : 023 | 036 | 028 | 005
Providers o o A o e 0 o E o to V(. KO Yo o . L ol Ul
Af;:’;rs 6:89 | 7.02 | 651 | 584 WKW 33% | 25% | 26% | 27% | 23% | 057 | 120 | 035 | 06
s;:sgf:' 6.99 | 619 | 665 | 653 | 694 | 36% | 34% | 31% | 36% | 33% | 026 | 084 | 026 | 003
s':;ﬁz's 722 | 740 | 721 | 694 | 7.39 | 29% | 31% | 25% | 27% | 26% | 050 | 035 | 005 | 029
Autopilots| 7.46 | 7.17 | 7.44 | 719 | 7.28 | 28% | 27% | 27% | 289% 0.34 | 040 | -0.13 | -0.08

0.69

0.55
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Segmentation: Proportions Align to Cambridge Group Study Again

Ameren Missouri's segmentation exercise was replicated within this wave of advertising
effectiveness in order to gain another layer of insight pertaining to the customer base.

« As with 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

61

(Ad Effectiveness Study)

53

52

67

Average Income by Segment
(Ad Effectiveness Study)

$98K
$87K

Respondent Breakdown

Cambridge Group Advertising
Segmentation Study  Effectiveness Study
(January 2017) (April 2018)

h !

22%

Proud Providers

23%

Proud Providers

22%

Eco-Aspirers

19%

Eco-Aspirers

17%
Skeptical Savers

23%
Skeptical Savers

18%
Autopilots

ALtopilots
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Advertising Impacts Customer Overall Satisfaction Attributes:
Those Who are Aware of Advertising are More Satisfied Than Those Who are Not Aware

Customer Satisfaction Average - April '18 Aware and Not Aware
10.00

9.00

800 L

209" 7.44% 7.52* ; 761" _ 737+
7.00 : .

6.00
5.00
4.00
2.00
2.00

1.00

0.00
Overall power quality and Overall cleaner energy Cverall price/value Overall involvement in Overall customer service Overall billing & payment Overall satisfaction
reliability

Overall energy efficiency
communities, ete. experience experience

®Aware ®Not Aware

* Significant at 85%
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Advertising Impacts Customer Satisfaction on Communication Attributes:
Those Who are Aware of Advertising are More Satisfied Than Those Who are Not Aware

7.00 6.66"

Keeping you Informed about what

Customer Satisfaction Average - April 18 Aware and Not Aware

6.94 7:20¢

» 7.05°
6.90 G S

Usefulness of suggestions on ways you  Communicating how to be safe around  Efforts to communicate changes that Messages that get your attention Qverall communlications

Ameren Missouri is doing to keep overall can reduce your energy usage and lower eloctricity might affect your account or service

energy costs low

your monthly bills

"Aware ®Not Aware

* Significant ot 95%
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Advertising Impacts Customer Satisfaction on Corporate Citizenship Attributes:
Those Who are Aware of Advertising are More Satisfied Than Those Who are Not Aware

10.00
9.00
8.00
7.00
6.00
5.00
4,00
3.00
2,00

1.00

000 ——

Actlons to take care of the environment

Customer Satisfaction Average - April 18 Aware and Not Aware

6.58"

Variety of energy efficiency programs offered Involvement in local charitles and civic organizations

®Aware "Not Aware

Efforts to develop energy supply plans for the future

* Significant at 95%
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Energy Efficiency

= Awareness of (familiarly with) rebate
programs decreased to 37% from the last
wave,

+ Note: The rebate awareness question was
changed starting in W1 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 W1 2017.

* Self-reported program participation remained
consistent, just above 33%.

hik

100.0%
90.0%
B0.0%
70.0%
60.0%
50.0%
40.0%
30.0%
20.0%
10.0%

0.0%

Rebate Program Awareness

FW22016 CW3Z2016 w4 2016 TwW12017 “W22017 "WI2017 “wW4 2017 w1208

100.0%
90.0%
80.0%
70.0%
60.0%
50.0%
40.0%
I0.0%
20.0%
10.0%

0.0%

Rebate Program Participation

322% 20.7% 205%

FW22016 "WI2016 “W42016 TWI2017 SW22017 "W32017 “W42017 “W12018

330%

* Significant at 95%
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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.

45.0%

40.0%

35.0%

| 30.0%

25.0%

20.0%

15.0%

Awareness by Gender (Rolling 4-Quarter Average)

% 37.0% 372%  z57%

W3 2015 W4 2015 W12016 W22016 W32016 W42016 WI2007 W22017 W32017 W42017 W12018

===Male =Female

31.0%
29.0%
27.0%
25.0%
23.0%
21.0%
19.0%

17.0%

15.0%

Awareness by Age (Rolling 4-Quarter Average)

33.4%

“1Bto24 =25to34 ~35to44 “45toS54 =55 orolder
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Age Distribution by Wave

Age Break-Out

50.0% 45.9%
(e}

18.8% 22.8%;

20.0% : : . s, 195%.9%; H96.8%

18 to 24 25to 34 35to 44 45 to 54 55 or older
“W22016 “W32016 =“W42016 =W]2017 TW22017 =W32017 "W42017 “wW12018

. i G
Significant at 95% 21




Gender Distribution by Wave

Gender Break-Out
100.0%

90.0%

80.0%
720%

70.2%

70.0%
60.0%

50.0%

40.0%
31.9% 5989

301% 30.8%

30.0% i

20.0%
10.0%

0.0%

Male Female

W2 2016 “W32016 =W42016 =W12017 =W22017 =W32017 *“W42017 =WI2018

* Significant at 95% 22 |




Market Distribution by Wave

100.0%
90.0%
80.0%
70.0%
60.0%
50.0%
40.0%
30.0%
20.0%

10.0%

0.0%

Missouri Markets Break-Out

1.4%12.0%

5.4% 5.1% 5.4% 6:2% 5,39, 6.3%
2.9% 3.4% 16% 1.9% 129 1.4% 1.3% 1.3% 1.5% 1.2%

Cape Girardeau Hannibal/Kirksville Jeff City/Columbia

“W22016 S W32016 “W42016 =wWI12017 "W22017 ="W32017 “W4 2017

:,9.0% 9.2% 8.8% 9.7% 7.8% 7.8%
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“W12018
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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.

Amzow | wavame Sz vz AUG201 s

Community Partner

M Hiectiveness AdEffectiveness A Efectiveness
ing Fielding Fielding
Cu t Advertising
Period




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.

J4.0. Power Quotas

Age

18 to 24
2510 34
35te 44
45 to 54
55 or Clder

Gender
Male
Female

Ethnicity
White/Caucasian
Black/A.A.

Hispanic
Asian/P.l.
Other

6.8
17.3
13.8
16.6
455

35.8
64.2

86.2
8.3
1.7
2.4
0.7

Ad Effectiveness

7.0
17.5
14.5
17.1

44.0

38.5
61.5

86.9
8.6
2.2
1.4
1.0

T Sigruficant ot 95%




40.0%

35.0%

20.0%

| 15.0%

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.

327%

Quarterly Averages

Awareness of Ameren Missouri Advertising

33.0%

322%

Qct15  Jan"6

April 16 Aug "6

Nov 16 Jan17  April17 July17 Oct17  Jan"“18 April 18 July "8
—Aware

Rolling Averages

| 40.0%

35.0%

30.0%

25.0%

20.0%

15.0%

Awareness (Rolling 4-Quarter Average)

307%  zo03%

31.5%

21.0%

30.4%

Oct15  Jan16  April6 Aug 16 Nov'l6 Jan17 AprilN7 July17 Octn7

==Aware

Jan g

= Signlficant at 95%

April18  July 18

4



hik

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 time in four quarters.

50.0%

40.0%

30.0%

20.0%

10.0%

0.0%

Advertising Awareness by Brand

4.9% 5.5% 6% 57% 7% 68% co% 0% 67% €o%
Dec 4 April 15 July 15 Oct 15 Jan 16 Aprll 16 Aug 16 Nov 16 Jan 17 Apr7 July 17 Oct 17 Jan 18 April 18 July 18
===Ameren Missourl ="Spire (Formerly Laclede Gas) “AT&T ==“Spectrum “““Missourl American Water

Brand



Sustained Quarterly Spend Results in Consistent Awareness Levels

+ Looking forward, media spend increases in Q3 to support Energy at Work ($383,046), Energy Efficiency
(8270,880) and Products & Services ($52,405). Increased levels of spend are sustained through Q4.

= Consistent spend levels correlatad to consistent awareness of Ameren Missouri advertising.

» Energy Efficiency spots ran for seven weeks of this quarter.

Aware of Ameren Missouri Advertising

8750000 0

714,342
20.0% - £650,000
$548.409 4529180 s52044 o~ T L
SATEEED e 352593 $497.835 - - 3550000
35.0% e g : D
6.970 e - $450.000
5346, - :
\\(_.«—""‘"”—« = - 350,000
20.0%
- 29.4% 206% T $250.000
250% 7% " 5150000
© $50.000
20.0% - - - — -§50,000
Jan 7 Aprll Ty July 17 Oct17 Jan g Aprl Mg July 18 Oect 18

T Aware  TTBudget - £t Gudger

T Significant ot 85w &




Females 55+ Recall Increases Slightly Compared to the Previous Wave

= 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.

Females 55+ Awareness
100%

90%

70%
60%

S0%

40% 34%
30% 30%

30% 24% 24% 26%

20%
10%.

0%

W12017 W2 2017 W3 2017 w4 2017 wi2018 ‘W2 2018

=—=Seriesl




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

8.00
7.80 7.61
7.56 7.57 7.57 7.59 .
7. E a
7.60 o =2 47— s o —_ 76 —
g —— 5 %
7.40 728 i 727
7.20 ; 712 : z
— -
| 700 ;s 7.08 7.08 709
6.98 6.99 i 7.00 7.03 7.02
6.30
6.60
6.40
6.20
6.00 — - L ‘ -
Dec "4 April 15 July 15 Cct 15 Jan 16 April 16 Aug 16 Nov 16 Jan 17 April N7 July 17 Oct 17 Jan"s April 18 July 18

“=Aware =B=Not Awarc

E * Significant at 95% 8




Media Spend

« With the addition of the Products & Services campaign, as well as a heavy-up during the back half of the year
to support new Q4 creative, a strong media presence to support awareness is planned.

« TV viewing increases post-summer. The heavier TV presence this fall should be beneficial to drive awareness.

2017 Budget
EAW+EE

2018 Budget
EAW-+EE+P&S

1st Quarter

$476,649

$548,409

2nd Quarter 3rd Quarter

$512593

4th Quarter

$497,835

$2,035,486

YEAR-END
TOTAL

$529,180

$529,744

$713,342

$780,671

$2,552,937




Awareness and Satisfaction Takeaways

- Consistent 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,

. Femalés 55 yeé'réfc.)i."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 Msssourspmd media presence will ba even stronger in Q3 jahd"QIZL"Witﬂh significantly higher
spends supporting‘a combination of messages: Energy at Work, Energy Efficiency; Products & Services.

10 _:_ﬁ
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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 . DPOWERFELDING

e y IDPOWERFELDING ' 1D, POWERFIELDING
JuL 2018 i AUG 2018 SEP2018 OCT 2018 NOV 2018 DEC2018 JAN2019 FEB2019

ot LT Infrastructure/
AT Community Partner

Reliability
EE Rebates EE Rebates
Products and Services
Ad Ef_fectlyonoss Ad Ei_l'oc':h_mnen Ad Effectivenoss | Ad Effectiveness
Fielding Fielding Fielding ‘ Fielding
Current Advertising
' Recall Period




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.

4.D. Power Quotas

Age

18 to 24
25t0 34
35to 44
45 to 54
55 or Older

Gencder
Male
Female

Ethnicity
White/Caucasian
Black/A.A.
Hispanic
Asian/P.1.

Other

5.8
7.3
13.8
16.6
45.5

35.8
£64.2

86.9
8.3
1.7
2.4
0.7

Ad Effectiveness

7.5
19.4
15.3
18.0
308

35.8
64.2

nhcant ot 95%




Quarterly Advertising Awareness Rose to 32.8%

+ 32.8 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)
40.0% 40.0% |
|
| |
35.0% 35.0% |
| 33.0% 3
| 327% 322% 32.8% |
5% 30 2% |
| 307%  303% : 20.4%
| 30.0% 30.0% |
|
25.0% 25.0%
20.0% 20.0%
|
15.0% —— - — v — 15.0% — - orrerm— -
Oct5 Jan16 April 16 Aug16 Nov'6 Jan"7 April17 July17 Oct"7 Jan"8 April18 July18 Oct"8 Cct15 Jan"6 April"6 Aug 6 Nov'l6 Jan7 April7 July”7 Oct17 Jan"B April”8 July"8 Oct"g

—Aware —TAware

* Significant at 95% 4



Ad Awareness Up

» National and regional advertising recall increased across all brands surveyed compared to last quarter.
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Increased Quarterly Spend Correlates With Increased Awareness Levels
+ Q4 spend will be the highest ever at over $80CK, continuing the momentum built in Q3.

= A strong mix of TV, radio, OOH and YouTube ars focusad primarily on EAW messaging.

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

Aware of Ameren Missouri Advertising
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Recall Among Females 55+ Increased Compared to the Previous 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,

Females 55+ Awareness Awareness by Gender
100% 45.0%
90%
| 40.0% 30.2%
BO% 38.4%
|
70%
25.0%
60% |
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40% Za%
30% 30% 56 25.0%
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20%
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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

756 7.57 7.57 7.59 761

| 760 7.52

7.40

7.00

| 630
| .50
6.40
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July 15 Oct "5 Jan 16 April 16 Aug "6 Nov 16 Jan 17 April 17 July 17 Oct 17 Jan g April 18 July "8 Oct 18
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hik * Significant at 95% 8



Media Spend

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

+ Late December activity in TV, radio, OOH and YouTube will build on momentum for a strong Q1 2012.

YEAR-END

1st Quarter 2nd Quarter 3rd Quarter 4th Quarter TOTAL

|
{ $2,035,486

2017 Budget
EAW+EE

2018 Budget |
EAW+EE+P&S $529,180 $529,744 $679,036 $814,424 $2,552,384

$476,649

$548,409 $512,593 $497,835




ik

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
lower than the outer markets.

+ Consider shifting the mix in outer markets while increasing
support in St. Louis.

+ Consider and explore market mix shifts, potentially using
more cost-efficient media in outer markets and increasing
suppoert in St. Louis. (radic).

Hulu Consumption (Ameren Missouri)
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Takeaways and Recommendations

Those who wera aware of advertising continued to report higher satisfaction levels than those who wera not aware,

« Awareness of advertising increased among fermales 55+ (26% to 31%) and their overall satisfaction held steady (7.5 to
7.4y fromithe previous wave. '

« Increase female targeting without losing ground on male awareness.
Consider znd explore media mix shifts in 2012 to drive awareness to higher levels.

Consider and explore market mix shifts in 2018, potentially using more cost-efficient madia in cuter markets and
increasing support in St Louis,

Considar zugmenting traditional TV with Hulu in 2019 to capitalize on 2voiving meadia consumption habits.

-









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

Site visits to date: 10,279

Clicks to date: 20,448

Total click goal: 333,052

Report Summary:

- All tactics are live and performing at expected jevels

map instead of the sign-up page

- Gmail performance s ondrack to deliver estimated click volune

- AL 0.37%, our YouTube CTR is nearly double what we last saw in Energy at Work
- GDN is driving less traffic than expecled due to a slightly higher than estimated C|

- Paid search CTR is a few points above benchmarks, with branded terms performing especially well; low volume of non-branded search clicks are due largely to outage terms driving to the

PC. Ve expect creative optimizations will help bring traffic up and cost down

- AdTheorent is new five, using the best-performing creative from GDN and Gmail with a plan te rotate in other executions

Next Steps:

d4 A .

h for creative

- Ameren to provide physical addresses for AdTheorent IP targeting. HLK to

- Ameren to report er P for each re

ing date (both Papert

- HLK to recommend best use of excess budget from non-branded search

Paid search - Branded terms

= Purpose: Dive 1a%ic 1 £2 Products & Services landng page (est—ated clek goal s 150%)
= Key Melries: Cizks CTR
= Ifluznddng Metrdes: kngressions, CPC, SOV
ks: 15% CTR (2018 EAW Q3 avere33)
ation Capabilities: CPOhEIng ad copy, stelris, dams largating

~optimiz
- Budgel: $23.760

Paperless Billing

Live on 827, will graph when more dala is available

an data cannol be leveraged,

Bilfing and Alerts & Notifications)

Alerts & Nolifications

Live on 8/27, vill graph vehen more dala is available

6,716 clicks 5,128 clicks
19.66% CTR 18.16% CTR
Paid search - Non-branded terms
— Purpose: Drive bratic 15 02 Products & Services g pags (estmated chek goal is 65)
- Key Melrics: Chzks, CTR
= InBaeacing Metrcs: lmgressions, CPC, SOV
=B HIA (o brarded campaign repedting)
- Optimization CapabdiBes: CPCYYrg a4 copy, Selnis. dematageting
=Budgel: $23760
Paperless Biling » Ciicks and CTR Alerts & Hotifications « Chicks and CTR
"~ 2,000
NN
5 ) n
3 ZEN ) 1509 153
" ! i
E Rl
f | | 1600 E 1609
o ! 3
| | |
! ! |
(4 i N | - 128 5518 A 3
! i { 2 _______—-________“s—\
i ! 1
P | : | s " ]
a2 EN3925 273 & N2 838724 82743
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Gmail

= Purpose: Orive bac 1 2 Products & Senvices inding page (essated dlck g3l is 5,.206)
—Key Melrles: Opearale, dks

—fizeacing Metrics: CTR. Imgretsions, CPC

~Benchmarks: N'A

- Optirization Capabilitias: Feyword tirgeting segmartlargating, IP targetng Googls phitform infegrations

= Badgel: $19,600

Paperiess Billing » Ciicks and Open Rate

1725

007¢3 (L

Open Rate

o

1EaNe 138776 21484

YouTube

= Purpose: Drive tr2%ic b 92 Products B Senvices bendirg page (estmated dhck godl is 2500)
= Key Melrles: Cheks 2-d CTR

=lnfaencing Meties: bngressiors, VER

—Banchmarks: 0.15% CIR (tasad on EE HVAC 30 sverage)

- Optimization Capabilidies: CPCA YAy ad copy, sfelirks demalargeing

- Budg: §23.760

Alarts & Notifications » Clicks and Open Rate

Open Rate

mnan: BN3272% BT N i

Paperless Billing, Alerts & Notifications + Clicks and CTR

cTR
=
-
3

1E8N2 an3ens B12743

GDN

— Purpose: Drive traic 1o ha Preducts & Senvices badirg pags (estmated clck goal s 20k)
= Key Metries: Chils, CTR

= Infizencing Melries: Imgressions, CPC

- Benchmaris: 0.30% CTR (FEM ca=paign averags)

- Qptimizafion Capabtiities: Kepwird lagetrg. 2= erf5%en (f ghven dafa by Ameren Missaur)

Papeitess Biling » Ciicks and CTR

05

aan

cTR

0

¥aN2 N3 82199

AdTheorent - Display

— Purpese: Drive 1%z I ha Products & Ssrvizes landing page (est=sted clek goal s 4235)
= Koy Metrics: Chcks, CTR

- Metrics: Imgressions, CPC

= Benchmarks: NA (frst A=eren Mssoun AdThescert campaign)

- Optimization Capabilias: IP bargetrg

Alerts & Notifications + Clicks and CTR

(=74

RN &N3e2s 82753

Live on 8/27, will graph when more dala is available

344 clicks

Live on 8727, vill graph vchen more data is avalable

326 clicks

Schedule TIM-R4
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0.54% GTR

0.,56% CTR

AdTheorent - Rich Media®
~Purpose: Drive 3T o e Produts &
~Key Metrics: Cicks, GTR . - - - ;
« faftsanding Mty brpressons, CPC : o

~ Benthmarks: }UA {frst Amecen Msseun AdThecrert campepn) s
— Optimdratian Capakides: i rpeieg - - e

Live on 9/10, wif report whan mote dafa s available Live on 9/10, will report when more dala is available

Clicks N/A Clicks NJA

CTRW/A STRN/A
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Default Report

Senale Bill 564 Messaging
June 25, 2018 2:56 PM MDT

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

Agreatdeal -
0

# Field

1 Agreatdeal

2 Amoderate amount
3 Alittle

4 Noneatall

Showing Rows: 1-50f 5

i = = = i = T
250 300 350

Choice Count

2.05% 18
1160% 76
32,37, 212
53,287 349
655

Schedule TIM-RS5
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Q4 - To what extent do you support the recently passed legislation to update Missouri's

energy policies?

Strongly Support
Somewhal Support
Somewhat Oppass
Strongly Oppase

Don't Know/Unzure

= !
100 120 4o 160 180 200 220 240

0 20 10 60 80
; . . Std ;
# Field Minimum Maximum hMean L Variance Count
Deviation
h ort the tl islation
| To what extent do you sufpp rt: recen yx.)z?ssed legislation to 1.00 6.00 2.59 165 272 655
update Missouri's energy policies?
# Field Choice Count
1 Strongly Support 3n.01% 230
2  Somewhat Support 30,3487 199
3  Somewhat Oppose 4.2 28
4 Strongly Oppose LOT% 7
5 Don’t Know/Unsure 20167, 191
655
Showing Rows: 1- 6 Of 6
Schedule TIM-RS5
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Q5 - Below are some statements describing the benefits of this plan. Please indicate how

important each one is to you.

Extremely Vary Maodearately Slightly Hot at all

. } . . . Total
important inyportant imporiant impaortant impuortant

it Fizhi

Adopting modern energy legislation was a

win fer Ameren Missouri custemers and s
includes a rate cut, a rate freeze and rate v
caps,

297 B 224 [ ()] ARSI 1) ERIR T [ ] 6556

The plan has value fur cusiemers and keeps
2 bills more stable and affordable with an e 817 e 28 ot pa . »
immadiate rate cut, rate freaze, and rate T AR [ A2 2 20 1B 65%

cap.

Customars will see a permansant rate cut of
3 $5.00 per month on average, which G 32v Jivi, 178 st 103 a2t A8in 26 655
translates to a reduction of $60 per year,

Based an Ameren Missouri's electric rate
4 reduction, customers will save $60 a year A0 324 A3t 186 {1,507 95
on average.

30 A 21 655

Customers will receive a permanent 5% rate ) .
REATISN PR LA, e EPIIN
®  cuton their bill. v 3 AR 184 2% B4 X 18 ¥ 15 655

The plan includes spending $1 billion to
motderniza the energy grid with smart
technologies throughout the state of
Missouri.

102 [REE S 656

4L 258 AL 2BT

The plan buitds on the commitments made
7 toprovide a smart and secure enargy grid, Lol 287 Ahdv 258 1238 81 24518 Pt 10 655
along with stable rates for customers.

The plan supports renewable clean energy

8 by offering $28 millien in solar rebates and 32T 246 RE 222 123 G 4l aniv 23 655
$14 million in Ameren Missouri owned solar,
The plan will drive business growth in

9 Missouri through econamic development e 233 AT 263 R TIVI § ] Ll 27 ERC ¥ | 655

incentives.

Lecal communities will see an ecenomic s e o e
10 benefit through additional tax revenue. pnhin 200 L 262 e 134 wAd 38 A 24 655

The grid projects included in the plan will e L e Y .
n create thousands of jobs in Missouri, e 288 T 2 proiv 80 S 20 13 665

The plan has investments in focal
communities around our state that will

FTERCT AN
12 create more than 3,000 jobs to help spur are o 264 i 85 23 i " 655
econamic develepment.
The plan includes value for Customers,
13 fnvestments in local Communities, and a 10 218 Albcbis 268 #1228 36 10 655
more Competitive Missouri,
Schedule TIM-R5
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Investments in the smart grid also mean we

can prevent power autages, restore power

more quickly after an outage occurs, and s 401 Sy 186 Lt 48 20018
pratect the energy grid against nhysical and

cyber-attacks.

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

competitive with other states in attracting Hie 268 ALil 247 HERRRAA 1] SR 19
industriss and talant that wifl grow our local
economy.

Showing Rows: 1 -15 0 15

Schedule TIM-RS
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Q6 - Please let us know how well you feel each of the following names fit with the plan to

modernize the energy grid.

i Field b= Gieal Fit 4 3 2 1= Paor Fit total
1 Powering Missouré Forward Plan 1A 220 2 185 S 161 i 67 Gt 42 655

2 Bright Future Plan gt 179 At 162 Adai 163 e Bl

5Tl 655
3 Modern Energy for Missouri Plan Bivhat 200 Lt 23 dindie 136 fith BB aini 30 655

4 SmartEnergy Plan ot G R B 203 iy 158 e T AT

f

a3 655

Yo 213

AT PTG MO

5  Smart Enargy and Rate Stahilization Plan ... SN 43 655

6  Smart Energy Rate Cap Plan s 138 2abitn 154 SO0F 196 AL 108 w0l 69 655

108 655

128

1 Rate Cap Energy Future Plan 121 19,020 18 s 183

. Showing Rows: 1-TOF7

Schedule TIM-R5
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Q11 - Ameren Missouri would like to add a descriptor on your monthly bill identifying a

credit customers will 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?

B _
s —
4
Tt —
Tgt‘ 'E!:L_' C'E‘r‘! _
i
L —
]
|

Fax retiaf reduction

# Fi;!d Choice Count
6  Tax savings reduction 10,534 69
5  Taxsavings credit 22.14% 145
2 Taxrelief reduction G027 44
1 Taxrelief credit 1L 16
4 Taxrate reduction 22.29% 146
3 Taxrate credit 20.61% 135
655
Showing Rows: 1-70f7
Schedule TIM-RS5
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Q9 - 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?

Your electricrate |
decreazed by %55 On
this month's
staternznt, you saved
$HX¥ on your

electric ssrvice, J

Based on Amcren
Missouri’s electric
rate reduction, you
saved $X.XX en this
manth's statemenl.

Dus to anelzcliic
rate reduction
effective August 1,
2018, th's statement
reflzcls a savings of
$vx, (rate cutin
dottars)

Due to an electric
rate reduction
effective August |,
2018, 1h's slatemenl
reflects a savings of
XV (p2rcentagz of 5

rate cut)
: - . :
0 20 40 60 80 100 120 140 160 180 200
: 5 3 Std
# Field Minimum Maximum Mean i e
Deviation

In addition, Ameren Missouri will communicate this credit to
1 customers through messages on the monthly bill statement. 1.00 4.00
Which of the fellowing messages best communicate a credit?

2.93 0.95

#  Field

1 Due to an electric rate reduction effective August 1, 2018, this statement reflects a savings of x%. (percentage of a rate cut)
2 Due to an electric rate reduction effective August 1, 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 service.

Showing Rows: 1 -5 0f b

End of Report

i T
220 240

Variance Count
0.91 655

Choice Count

26.81%

30.84%

34.81%

Schedule TIM-R5
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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 intraduces 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 will 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
1o 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 will 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 will 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 reliability: 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.

Az

“if\meren

Q42018 MISSOURI

Schedule TIM-R7
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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 CUSTOMER INTERPRETATIONS

Smart grid Reinforced innovation,
g ] leading edge advancement

i High load capacity, expected the grid to be

Strong/er grid strong, created doubt in how strong it is

! . Safe from hacking, reliable, expected the gud 0]
: . besecure, created doubt in how secure it is

....................................................................................................................................

Expected the grid to be safe, created

i doubt in how safe it is

does not cost more for me

Unitade : i Substantial change, newer, surpassing
Pe ! expectations, no direct connection to rates
; —_— ; Higher rates for me, increased
profits, long-term payoff
— i To make better incrementally, not substanlral

Modemize

.....................................................................................................................................

Created a desire for more details, questioned
Five-year plan the status of the plan, could if supporting
| i details are available

KEY VISUAL FINDINGS
¢ 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.

Al
“ fimeren

Q4 2018 MISSOURI
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Executive Summary

= The study was a final test on the new television spot and two radio spots, with the objective being to

identify any red flags pricr to the spots running in market.
+ The television spot “Little League” averaged 7.5 out of 10 in terms of the overall rating.
+ Both racdio spots “Reliability Has a Name” and the “The Source”, averaged 7.0.

« Customers generaily felt better about Ameren Missouri after watching the TV spot (7.1), as well as after
listening to both radio spots (6.2 for both).

- There were no criticues or objections regarding specific scenes or components from the open-ended

responses.

Based on this research, HLK recommends proceeding with the TV spot, “Little League” and the

recommended and approved “Reliability Has a Name” radio spot.

Nate anything rated under a 5 wouwld he a red flag



Cverview

* Ameren Missouri customers were surveyed in order to assess perceptions of a rough cuf version of the
2018 Reliability Campaign, "Little League,” as well as the two radio spots, “Reliability Has 2 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 guotas (i.e., age, gender, ethnicity, etc.) were established during fielding to ensure that 2

sufficient number of responses were collected to assess the advertisements.




Overall Rating and Advertisement 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 fee!/ about Ameren Missouri after being
exposed to them individually.

Overall Rating & Makes You Feel Averages
10.00

« Regarding the television spot, it's overal/ rating averaged at a 9.00

7.5 and it averaged a 7.1 with regards to how it made the 8O0

7.00

respondents feel about Ameren Missours. i

5.00
» The two radio spots averaged similar to one another across 400
3.00

both the overall rating and how the spots made the
2.00

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.”

1.00

0.00

Television
Spot

Has A Mame  The Source

QOverall Rating of Advertisement

The Source

Telovision Has A Name
Spot

Advertisement Make You Feel About Ameren Missouri

* Significant at 95%

Q14/Q16/Q22/Q24/Q30/Q32: Using a scale from “1" to “10,” where “1" is “Poor” and "10* is "Excellent,” how would you rate the video advertisement overall that you just watched? / Using a scale from “1" to "10," where "1" is
“Significantly worse” and *10" s "Significantly better,” how does the advertisement that you just watched make you feel about Ameren Missouri as a company? / Using a scale from 1" to “10," where 1" is “Poor” and “10" is
“Excellent,” how would you rate the radio advertisement overall that you just listened to? / Using a scale from 1" to "10," whore “17 is “Significantly worse” and "10" is "Significantly better,” how does the advertisement that you just
listened te make you feel about Ameren Missouri as a company? / Using a scale from “1" to *10,” where "1" |s “Poor” and "10" is “Excellent,” how would you rate the radio advertisement overall that you just listened to? / Using a
scale from *1" to *10." where ™" is "Significantly worse" and *10" is "Significantly botter,” how does the advertisemoent that you just listened to make you feel about Ameren Missourl as a company?



Television Spot, “Little League” Open-Ended Responses

Liked About Advertisement

Main Message

» The customers were asked to say what they liked, 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.

E QN/G12/@13: Based on the video that you just finished, what were some things that you liked about the video? Please be specific. / Based on the

advertisement that yvou just finished, what were some things that vou did not like
about the advertisement? Please be specific. / Based on the video that you just finished, what do you feel was the main mes

sage of the advertisement? Please be as detailed as possible.




“Reliability Has A Name” Radio Spot Open-Ended Responses

Liked About Advertisement

Main Message

* Related to the “Reliability Has a Name” radio spot, customers tended to like the refiability and community involvement aspects of
the advertisement.

* When res’ponding to what the main message was, re/iability and reliable energy came through strong.

Q19/Q20/Q21: Bosed on the video that you just finished listening to, what were some things that you liked about the video? Please be specific, / Based on the advertisement that you just finished, what were some things that vou
cid not like about the advertisement? Please be specific, / Based on the video that you just finished listening to, what do you feel was the main message of the advertisement? Please be as detailed as possible,



“The Source” Radic Spot Open-Ended Responses

Liked About Advertisement Main Message

- 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.

Q27/Q28/Q29: Based on the video that you just finished listening to, what were some things that vou liked about the video? Please be specific. / Based on the advertisement that you just finished, what were seme things that you
did not like about the advertisement? Please be specific, / Based on the video that you just finished listening to, what do you feel was the main message of the advertisement? Please be as dotailed as possible. 7
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Television Spot Ratings By Segment

* The segmentation that was commissioned by the
Cambridge Group was also implemented in an
attempt to find any glaring issues with the
advertisements that would have otherwise gone
unnoticed in viewing only the overall averages for
each of the two attributes.

* In reviewing the television advertisement, the overa//
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.

10.00
9.00
8.00
7.00
6.00
5.00
4,00
3.00
2,00
1.e0
0.00

Television Spot: Overall Rating & Makes You Feel Averages

8.36

Digital Startors
“Overall Rating of Advertisoment

Proud Providers Eco-Aspirers Skeptical Savers Autopllots

= Advortisement Make You Feal About Ameren Missour!

Q9/Q14/Q16: Pleaso indicate how much you personally agree or cisagree with each of the statements listed below. Please read cach statement carefully; although some items may appear similar, no two items are

exactly alike, Where asked about a "service provider,” please think

about companies that offer vou different services in exchange for

money (for example, cable, electricity, gas, internet). / Using a scale from “1” to

“10." where “1" is "Poor” and "10" is "Excellent,” how would you

rate the video advertisement overall that vou just watched?

better,” how does the advertisement that you just watched make you feel about Ameren Missouri as a company?

/ Using a scale from "1" to *10.” whora 1" is "Significantly worse” and *10" is “Significantly



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 Ameren Missouri by segment, similar insights
were observed in that the Proud Providers and Eco-
Aspirers rated both of the radio advertisements
above the overall average.

Q9/Q22/Q24/Q30/Q32: Please indicate how much you personally agree or disagree with each of the statements listed bolow. Ploase re
exactly alike. Where asked about a "service provider,” please think about companies that offer you different sorvicos in exchange for mo
is “Poor” and “10" is "Excellent,” how would you rate the radio advertisement overall that you just listenod to? / Using a scale from “1" to
advertisement that you just listened to make you feel about Ameren Missouri as a company? / Using a scale from 1" to *10," where “1" is
just listened to? / Using a scale from "1 to "10," where 1" is “Significantly worse™” and “10” is “Significantly better,” how does

10.00
2.00
2.00
7.00
| BOC
5.00
4.00
3.00
2.00
1.00
0.00

Diglital Starters

Radio Spots: Overall Rating Averages

7.94 781

Proud Providers Eco-Aspirers Skeptical Savers
“Has A Name “The Source

Autopilots

10.00
9.00
2.00
7.00
6.00
5.00
4.00
.00
2,00
100

.00

Radio Spots: Makes You Feel About Ameren Averages

Digital Startors

Proud Providors Eco-Aspirers Skoptical Savers
“Has A Name =The Source

Autopilots

ad each statement carefully; although some items may appear similar, no two Items are
ney (for example, cable, electricity. gas, internet). / Using a scale from “1" to “10," where ™*
"10," where "" is “Significantly worse” and “10” is "Significantly better,” how does the
“Poor” and "10" is "Excellent,” how would you rate the radio advertisement overall that you
the advertisement that you just listened te make you feel about Ameren Missouri as a company?




Conclusion

- Based on the results of this research, ali three of the advertisements tested, perfermed

well and are recommended tc be used in market.
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Guestionnaire

AMEREN MISSOUR
AELIABLITY SPO™ TRITING
Apwil 20, 201D

Thank yoit for agreeing to patoipete ir thig oRfne sLrvey.

TIR m17ey T EAS AR TRIGIRTER (UAERA, Sedy. TPé el a5 CIFRET SAlie, {5 BRPTETANS A% A
Frdu of your fadlda. Your g wii 5@ kept. d b

AN TAPOARE OTHE I TP RGOPADALR. T e Peait e AT thit WY 19 10 GWRIRRAA Y0 A inng ot
Armarptt M ELMIN, S wall A% SO DTRAT IMPracRara. TR /sy REOHI "o AR D S Mick. (e nr
fems.

Ploosa akvays uas the butior IDCRWRA 51 the JINOM Of the TR0 16 TTCVO TICUGH T BIvDY.

Your pieitn & verty poriond, 1o s, Plade Tols sure o e ot Gudston soruwghty sl
provige Fougtrful wrd Dorest ronponses,

Tha you foryour partalpation! Your oplilon counial

Clizk the ‘e butt>n to stor the survay.

4. Whinh of tr¢ following companios 850 you & urrent ouolomes of? Ploape soloct ofl that apply.

Amoros Migoour

~  Spmine. (‘ermarty Lackde Cac)
ATET

- Margon

- Toble

- Sprint

- Crartdr Communications

= Mimwrco Amaiean A riac
= Nonm ot e ki

2. VRalztals CO Yo CUrerty roains in?

3. What courty 6o vou 2urrenty rosicn iyvP

4, Whast uger group wre you ir?
- 10teZ4

- Wlam
- DStodd
- ASTol4

- SZoroldar




Questionnaire

What Is your gender?
- Male
- Female

What is your othnicy?

+  White:.Cauczsian

«  BlecWAlrcan Amerigan
HiepaniciLatino

- AsanPacific Isander

- Other (Plaase spocity]

Please indicate your annual Fousehold income bolore taxes.
- Less than 525,000
- 923,000 1o 334,990
£36,000 1o 40,900
- §50,000 10 574900
- $75,000 lo $95,999
- 5100.000 10 $149,999
- $150,000 or mere

. Who is responsible for paying the manthly energy bl at your vome? (Singe Resdorse)

- Mygoel

- Spoute

- Roommale

- Paronls

- Other(Ploase Specity)

Please indicate how much you porsanelly agree or disegree with each of the statements listed
below. Please read cach statamont carofully; although some toms may appear cimiar, no two
tams arm axactly allka,

‘Where asked about a “service provider,” ploase think about comparies that offer you ditferent

servicas In exchange for money (for example. cablo, olectricity, pas, intarnot).

<Agree Completely; Agroe 91y Agree Disagree -]

trengly, Disagree Completelys

- llive paycheck ‘o paycheck

- Itis really important to me that my service providers offer flexiblo payment mathads (fer
example, payment plans, budget biling)

- When it comes to how much energy my household uses, saving money is more important
than gaving *he environment

- Iwantmy electric utlilty to use Righ-tech genoration and ransmission infrastructure

- My current home is just a starting polint

- 1 profer 16 use a sorvice crovider that has made a commitmont t the environmaent

- Ewaryone has a rosponsibility 1 pay their electreity bil in ful and on time

- My service providers offer spocial dealafincentives that | often partict in

- 1 would like my nome 1o ke independent from the grid anc be atle to generate and store my

own enemy
1 would pay an extia few © Imit how much my ullity bl changes from nonth 1o nonth
1 would pay more for cnorgy coming from greon or roncwable recouroes
- Whan | gat mally gnod or raally bad custamer sarven, | sham my mxpariance with athans
+  Almost all of my agpliancas at home are energy-officient
- Service providers are corstantly looking o take advantage of their customers
- | almest nevar think about how much energy I'm censuming

Schedule TIM-RY
Page 1 of 22

15



Questionnaire

You are now going to Do shown an upcoming Ameron Missour adveriserant. Pioase make sire
the sound on your compute” is tumed on, oither through or your h by Wren you
aro ready, please ¢ic< 1he piay DUTIOR 0n tha video player below. Ploase walch the whole vides,
and when if is completo, elick tho *next” button,

10. Were you able 1o view and hear the video?
Yoo

- No
«If Q1€ = No, Terminator

11. Eased or the vdeo thal you just fnished. what ware same things that you liked about the vidac?
Floaco bo spoeifie.
(Open-Endec)

12. Cased or the vdeo thal you just (inished, what were aome thinga that you did not like zbout the
VICeo? Pigase be s2ecric.
(Opan-Sndad)

3. Based o the video Trat you Just fnished, what 4o you feo| was the main message of tho
advertisoment? Please be as detailed as possidle
(Opon-Indad)

14. Using & acala fm *1* t *10," whara “1” is “Panc” and 10" is “Sxealiant.” how weuld you At the
video advertisomant overall that you jus: walched™

«<if Q14> 5, skip Q15>
15. Véhat are the reasons you rated the video advarisament you just walched a “dnsert reaponac
Trom Q14>"7 (Open-Enced)

4C. Using e acale fiom *1° 13 *10," whara 1" is “Cigrificenty worse™ and *10° i "Cignificanty bettar*
how doat the advertisement hat you UST watchad make you feel SDOUT Ameren Mssoun as o
enmpany?

<1 Q1E > 5, sKip Q17>
17. Vihat ara the reaasnns you rated the viden advacisament you just walched n ‘dnsert respanss
from Q16>"? (Ogen-Cnded)

16



Questionnaire

22

FL

‘You are now going to lizte to 2n upcoming Amerer Missouri radio advertisoment Ploase make
aura tha sound on your omputar s lursad cn, alther trangh spankem or your haadshanas
V/hen you are ready, please click the play battan on the audic player below. lease listen to the
whele i and whan it s olick tha “next” button.

Viore you able to hear e avdio?
Yes

- Ne
«if Q18 = No. Terminate>

PFasad on tha anvartisamant that you jist finiahad Tistening 10, what wara sama thinge that yau
lized abeut this advericement? Pleaso be saosific.
(Opan-Ended)

Casod on the acvertisement that you just finished, what were scme things that you cid net lixe
aboul the adverlisement? Pleasy be specllic.
(Open-Endad)

. quon:hnnmnmlmtm justfinished, what do you ‘eel was the main message of the

advertiseman:? Please be as dotalied as possble.
(Open-Ended)

Using a scale from 1" to *10." where *1" i “Poor” and *12" is *Excellont.” how wold yeu rato tre
radio advartisamant averall that you just listanad tn?

«If Q22 > 6, skip Q19>

+ Vihat are the "easons you raed the radio acvertisement you just listened 15 e “<Insert rosponse

from Q22>*? (Cpun-Snded)

Using a scale rom 110 “10 ~ where 1" is “Signiicantly werso™ and “10° is “Signifeanty bettor,”
how does the advertisement that you just listened to make you foel about Amersn Missouri as a
company?

<1 Q24 > 5. sklo Q17>
Vihat are the "oasons you raced tro radio acvartisoment you just listered 1 a "<nsert reaponse
from Q16>"? (Opan-=rrad)

17
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Questionnaire

‘You are now going 19 Isten o another upcoming Amerer Missour! radio adve-tisoment. When
you are reacy, please click the play button on the audis player below. Please listen to the whale
advertisoment, and when it is complete. click the "next” button,

2C. Were you able to hear the audo?

= Yes
= No

<If G20 = No, Terminate>

27. Based ontha advertsement that you just finished listening 10, what were soma things that you

liked about tis advertisement? Please be specific.
(Onen-Ended)

28. Based on thy advertisement that you just finished, what wore some things that you did not like

about the acvertisement? Please be specific.
(Open-Ended)

29. Based 3n tho advorisement that you just finished, what do you feel was the main message of the

advertisement? Plezse be as detailed as pessible.
{Open-Ended)

0. Using a anals from “1% 10 *10," whara *1" is *Pene® and *10" i *Fucallant,” how would you rata the

radio adverticement overall that you just Istoned to”

=if 030 > 5, ekip Q31>

31. What are the reasors vou rated the radio advertisemant you just listoned tc a “<dnsert reeponse

trom C30=-"? (Open-Cnded]

92, Using a scale from ™1* 10 *10,” where *1* is *Significantly worne™ and 10" s "Significartly better,”

how does the adverlisement that you just listened to make you feel about Ameren Missouri as a
company™

<1 Q32 >3, skip Q3>

43, What are the roasors you rated 1e ragio 2evermsement you just istened 1¢ a “<nsern responss

from Q32>"7 (Opon-Ended]

18



DEMOS

100.0%
90.0%
80.0%

| 70.0%

60.0%

50.0%
| 400%
| 30.0%
| 20.0%
10.0%

0.0%

22.7%

Cape Girardeau

DMA Break-Out

32.2%

Jefferson City

451%

St. Louis

Ecz/&s What state do you currently reside in? / What county do you currently reside in?

* Significant at 95%

19



Age and Gender

Age Break-Out Gender Break-Out
100.0% 100.0%
90.0% 90.0%
80.0% 80.0%
70.0% 70.0%
60.0% | 60.0%
|
50.0% | 50.0%
| 40.3% | )
40.0% ‘ 40.0%
| |
| s00% 30.0% 225
20.0% 20.0%
10.0% 10.0%
0.0% 0.0%
18to 24 25t0 34 35t0 44 45to 54 S5 or older Male Female

Q4/Q5: What age group are you In? / What is your gender?



Ethnicity and Household Income

Ethnicity Break-Out Household Income Break-Out
100.0% 100.0%
o1.8%
90.0% 90.0%
80.0% BO.0%
70.0% 70.0%
60.0% 60.0%
50.0% 50.0%
40.0% 40,0%
30.0% 30.0%
223%
17.2% 18.0%
20.0% 200% 13.3% 15.7% 12.0%
10.0% 10.0%
0.0% 0.0% —
White/Caucasian Black/African Hispanic/Latine Aslan/Pacific Islander Other Less than $25,000 - $35,000 - $50,000 - $75,000 - $100,000 - $150,000 or
L American $25,000 $34,999 $49,999 $74,999 $99.999 $149,999 more

@6/Q7: What is your ethnicity? / Please indicate vour annual household income before taxes.

21
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Utility Bill Responsibility and Segmentation

100,0%
90.0%
20.0% 78S

70.0%

60.0%
| 50.0%
40.0%
30.0%
| 20.0%
10.0%

0.0%
Myself

Bill Responsibility Break-Qut

16.3%

17% 20% 1.3%

Spouse Roommate Parents Other

100.0%
90.0%
20.0%
70.0%
60.0%
50.0%
40.0%
30.0%
20.0%
10.0%

0.0%

16.3%

Segmentation Break-Out

27.5%

Digital Starters

Proud Providers

24.0%

Eco-Aspirers

172% 15.0%

Skeptical Savers Autopllots

Schedule TIM-R8
Page 22 of 22

Q2/Q9: Who Is responsible for paying the monthly electric energy statement (utility bill) at your heme? / Please indicate how much you personally agree or disagree with each of the statements listed below, Please read each

statement carefully; although some items may appear similar, ne two Items are exactly alike. Where asked about a "service provider,” please think about companies that offer vou different services in exchange for money (for example,

cable, electricity, gas, interneot).

22
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Demographics
St. Louis DMA

= #23 DMA with 2.491 million adults 18+ Ty Yl |
Monroe t = | | 1"”75%
N , - i i % o : s BN 'Mampl%%.
= Made up of 30 counties and the City of St. Louis ] uson = U copete | = sasper
mbia- AT TR Bond | i
= 15 (& St. Louis City) Missouri: 15 lllinois on City SR 1 iy IR e
Call S-HC TSt Clair | Clinton '
- L \,*\-"’ St.[ouis WWE
= Three Largest by population i e E Pk | 01| Jefersor
= 31% St. Louis County (780,000) L Tae BT L D e Pagmeans |
= 12% St. Charles County (306,000) | Cavimtiogon’ e - 3G Clrardeat
= 10% St. Louis City (244,000) rurc I R .., . HAITISbUT]
= 47% All Others (1.16 million) = GoncX Uinion otmsor Pope Honsy
MMadisen| £ |Girardeau |
& ) Livin
L Texas g i % | k»\# \::;Z@c ) stoal‘
ht Shannon ff Waye Scott Sallard\, -k
YT ailan h _#f&isg‘ "Marsh

Scarborough 2018 St. Louis Release 2




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 Age Distribution
= That's 42% of the population in St. Louis, growth of 15%
since 2016— among the highest in the NHL

= 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

= Age 18-34 = Age 35-49 = Age S0-64 = Age 65+

Blues Fans

St. Louis

0% 10% 20% 30% 40% 50% 60% 70% 80% 0% 100%

Scarborough 2018 St. Louis Release 2




St. Louis Blues

Fan Profile (attended/viewed/listened to a game past 12 months)

Cna LI L eAC AAA ST 220 NAN )
= Mean HH Income: $95,000 (STL avg. - $80,000)
= Growth is twice that of reqular population

= 37% have household income of $100k or higher

]

Most fans own their own homes and vehicles

Avg. Annual Household Income

St. Louis §79,957

s0 $20,000 $40,000 560,000 $80,000 $100,000

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

National
Average

251

St. Louis adults

T -/ than the
typical U.S.

adult to be very

interested in the

NHL

0 50 100 150 200 250 300




Enterprise Center Attendance

Blues 47 798,395

Sports 7 67,384
Concerts 18 243,700
Other 16 91,442

Total 88 1,200,921
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On 2/11/19 Fox 2 hosted Ameren Missouri & the St. Louis Blues on air to announce
C oLl ™ ~ 1.7 ~ i e | I L .
of the PPG4K’s Conte - ‘ Youth Sborts Qutreach
Ol UN'e | C4A S Loniest S L YOUT MOl Lo UULTedUl
r\—;—LV ¢ ) ~, .
- Nt Knnrte n1Itreach
L b Y OUtn O POUINS VULredlC
D; ) D T (] c N2
e Rig Brother Riao Kietere nf Factarn N Lir
= _“Q Droinel Dy OISIErs O zasiern iissourl
~ P, : Missourd'
- brrr\@,r Q,-.,,-.,-. Foiindatinn NEWS  LINKS ~ VIDEOS  AMSHOW  SPOQTS  TRAFFIC  CONTESTS EVENTS  CONNECT  WEATHER /54T Pirracnsii]
- UVTT oalll MTOouliudaLuiornt

CONGRATULATIONS

(Wﬂﬁ

YOUTH SPORTS OUTREACH

https://fox2now.com/2019/!

/__/s‘:ﬁ

youth-sports-outreach-wins-ameren-
- | {
power-play-goals-for-kids-contest/

STL Youth Sports Outreach wins Ameren Power Play
Goals For KIdS Contest

5 recom

f;') PINTEREST ) I unxeo
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SPONSORED CONTENT ONFOX2

ST.LOUIS - Ameren Missouri has partnered with the St. Louis Blues to help childrenin

MacQS
the area achieve their goals, STL Youth Sports Outreach was announced as the winner

By Abhishei Sharma




Ameren In-Game Video
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Digital




Ameren Missouri PPG4K’s Landing Page

THE OFFICIAL SITE OF THE ST. LOUIS BLUES

15 NHL com
Ameren Missourl received a landing page on }_5_’ ST. LOUISBLUES.
1~ ¢ L P EPAwnrar Dlavy
S Ul : | :.' SS ) C: i LI :. : E i _"‘; g E 1S ;: Ll JC‘J O\ _«e N~ E _','=" NEWS VIDEO SCORES = TICKETS @ROSTER |SCHEDULE STATS STANDINGS | COMMUNITY FANS ARENA
Al fAr a Drevmire
Goals for Kid's | ogram
= DT % I Q
CONGRATULATIONSI
YOUTH SPORTS OUTREACH
Amersn
MISSOUR! é)
When the Blues score, kids win!
For the fourth consecutive season, Ameren Missouri and Blues For Kids have 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 year raised over $7,000, launched during the Blues home game on Thursday, Oct. 25 vs
https://www.nhl.com/blues/community/power-play-goals-for-kids FoRmmbu:
Congratulations to STL Youth Sports Outreach as they will receive S200 for every power play goal the






