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1 Introduction

BGE’s Smart Grid Customer Education and Communication Plan outlines the major education and
outreach elements for communicating BGE’s Smart Grid initiative to customers and key stakeholders.
This document does not contain an exhaustive list of all project components; rather, additional elements
will be determined as the Smart Grid project deploys. BGE will partner with the PSC and other key
stakeholders, forming a Communication Review Team to review communication elements as developed.

BGE’s customer communication plan is envisioned to be long-term, robust, sustained and benchmarked
consumer-centric education effort. Specifically, it will be a coordinated, comprehensive education effort
that creates a conduit for effective two-way communication to help customers understand how to become
“Smart Energy Managers.” BGE’s overall education approach goes far beyond basic communications to
provide:

e Financial incentives to our customers for changing their usage patterns through Smart Energy
Pricing

e Proactive feedback to help customers better understand their energy usage and how to save
money through several mechanisms including the Smart Energy Manager Web Portal

e New tools, including those on the Smart Energy Manager Web Portal, to help customers
understand and manage their energy use

e Comprehensive and consumer-centric communications and marketing to explain the benefits of
Smart Grid, set expectations on roll-out activities, and to help customers understand how to take
advantage of the new technology

BGE’s Smart Grid Customer Education and Communication Plan, which will be refined with Commission
input, is based upon lessons learned through benchmarking other utility Smart Grid experiences,
including such companies as AEP, FPL, PG&E, Oncor, Xcel, Exelon/ComEd, Allegheny, CLP and OGE;
research; and, most importantly, BGE’s nationally recognized Smart Energy Pricing pilot.



2 Background

BGE’s Smart Grid Initiative is a landmark project that involves the installation of approximately 2 million
advanced electric and gas meters throughout BGE's service territory along with a two-way digital
communications network. The initiative establishes Smart Energy Pricing as the standard pricing
structure, providing BGE residential customers with rebates for reducing consumption during peak
demand periods.

Smart Grid is the continuation of BGE’s commitment to transform customer operations and reduce
customer costs, peak demand and energy usage. BGE already has many “smart” systems in place,
including remote monitoring and control over all substations and most capacitors. BGE has installed
“smart” thermostats and air conditioner load control switches for demand response. Additionally there are
some automated metering capabilities in place, including the ability to remotely read interval meter data
for large Industrial and Commercial (1&C) customers, as well as the ability to read meters using drive-by
vans. (See Appendix for examples of program success)

3 Communication Approach
Driving Fundamental Change

Assumptions:

To achieve the Maryland PSC’s goal of “achieving a fundamental change in the way BGE customers use
energy and think about energy pricing,” it will be necessary to give consumers a compelling reason to
think about their electric usage beyond simply the act of paying their bill. As part of the larger sustainable
energy economy, conscious consumption and price incentives that reward responsible behavior become
more inspiring.

To affect change, a comprehensive customer education program must define smart grid and its benefits
in customer-friendly terms and reflect regional values, gain broad support for BGE’s leading-edge vision,
encourage participation by an ever increasing number of consumers, help people choose the programs
and value-added services that work for them, and enable the utility to provide these services at a fair rate.

Acquiring and developing conscious energy consumers will require a multi-faceted approach that will pay
for itself in continued participation in demand reduction programs.

The Approach:

BGE’s plan will demonstrate for customers the value of Smart Grid, utilizing various channels to reach
individual customers in different segments in simple, easily understood language (not utility-speak).
BGE’s Smart Grid Customer Education and Communication Plan is designed to communicate early and
often, with a variety of touch points, building upon the communications from prior customer experiences.
Multiple communication vehicles will target both internal and external audiences.

BGE’s Smart Grid initiative includes four key overlapping phases that require comprehensive customer,
employee and stakeholder education and communication. Each customer engagement will reflect
strategic messaging and execution tactics that build on the previous phase. The overlapping phases are:

1. Smart Grid Introduction (begins immediately upon approval by PSC)

BGE will begin communication with customers prior to technology installation.



Communicating with customers prior to the installation removes the mystery and arms customers
with information and a clear understanding of the benefits to come.

Installation of AMI Meters and Two-Way Network Infrastructure

Phase 2 communications will build upon the foundation established during Phase 1. During
Phase 2, BGE will install the two-way network and AMI meters. Customer communication during
Phase 2 will provide advanced notification prior to meter installation. Communication focus will
be on helping customers understand the installation process and prepare them to take action
immediately through an innovative web portal that will position them to become Smart Energy
managers as it relates to their individual energy use.

Initiation of Smart Energy Pricing (SEP)
Phase 3 will build on the success of BGE’s Smart Energy Pricing Pilots.

In addition to facilitating a positive customer experience during Phases 1 and 2, BGE plans to
make significant investments to increase our customers’ understanding of their energy usage,
including ways to change their usage to save money while positively impacting our environment.
We believe that a true partnership between BGE and our customers offers the best path forward
for realizing the full benefits of Smart Grid. Specifically, by providing the tools to conserve energy
and earn rebates for reducing their energy use during specific days, BGE customers will have
greater control than ever before of their energy usage and spending.

Deployment of advanced energy management tools

As technology continues to evolve and new tools become available to customers, specific
communication tactics will be designed to educate customers.

4 Communications Objectives

1.

2.

Define Smart Grid and create awareness of its value and customer benefits now and in the future.

Build customer confidence in BGE as an expert and partner in managing energy and reducing
energy bills.

Educate and engage customers through an interactive consumer education program to help them
understand that they have the power to manage energy use and save money while positively
impacting the environment.

Energize and empower employees / retirees to serve as ambassadors and educators within their
local communities.

Reinforce BGE’s commitment to customers, advanced technology, energy efficiency and
conservation, and environmental stewardship.



5 Key Messages

5.1 High-Level Messages

(For illustration purposes only — exact messaging to be refined based on customer research)
The power is in your hands.

Smart Grid isn’t just about energy. It's about transformation, information and communication.
Smart Grid will transform the way BGE customers access, manage and conserve energy in their
homes and businesses by providing them with timely information via two-way communications

system, allowing customers to make important energy decisions and save money

Knowledge brought to Power — It’s our future — the latest advances in digital information
technology to enhance reliability, security, efficiency and communication

The true beneficiaries of this advanced technology will be our customers who, over the life of the
project, can expect significant environmental benefits as well as more than $2.6 billion in energy
savings and improved system reliability.

5.2 (Content Messages

Content messages will provide clear details in the various communication elements. Information is
designed to engage, motivate and answer potential questions. Messages include:

What is Smart Grid
Why is Smart Grid important
Who benefits, how and why
What are Peak Time Rebates and how to maximize them
Available tools and how to use the tools to maximize savings
The meter installation process and timeline

o BGE’s role and responsibility

o The customer’s role and responsibility

Technology-specific information that addresses accuracy and security (lessons learned from
other utilities will prove beneficial to this specific aspect of messages)



6 Communication Timeline

BGE’s Smart Grid Initiative is a multi-year initiative that will enable significant changes in the customers’
relationship with their energy use. The communications plan is being structured around overlapping
phases intended to build awareness and interest in active participation.

Early outreach includes communication from the time the Smart Grid is introduced and the installation of
the infrastructure. The focus of communications will be to build awareness of Smart Grid and the
program, to associate the Smart Grid with key motivators for our customers (e.g., saving money), and set
expectations about the deployment of technology.
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Smart Grid Introduction Installation of Infrastructure

Initiation of Smart Energy Pricing
Deployment of Advanced Tools
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n Tools Bill
Key Customer Experiences

Once infrastructure installation begins and up through the introduction of Smart Energy Pricing, the
communication focus will be on setting detailed consumer expectations about the meter installation
process and providing support to customers as they begin to receive bills based upon the new meters

Communication will expand with the initiation of the Smart Energy Pricing program to foster customer
understanding of the rebate program and the tangible benefits, enhancing the way they use energy.



It is important to note, the installation of the Smart Meter infrastructure will include several touch points
with the customer. Below is a diagram that describes how the meter installation process will involve the
customer:
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7 Key Stakeholders/Audience

Primary Stakeholders/ Audiences: BGE residential customers — all segments

Secondary Stakeholders/Audiences:
e Maryland opinion and community leaders

e Legislators — local, state and federal
e Regulators — state and federal

e Employees

e Retirees

o Media

L]

NGO’s (e.g., AARP)
e Other interested parties

BGE will also partner with the PSC and other key stakeholders to form a stakeholder review team to
review communications as refined throughout the initiative.



8 Research

“We thought we were undertaking an infrastructure project but it turned out to be a customer
project” - Chris Johns, President, PG&E

Research, including benchmarking and lessons learned from other utilities’ Smart Grid initiatives serves
as the backbone for this ongoing education program. Research will be ongoing to ensure the
effectiveness of communication tactics and messages. Research methods will include benchmarking;
focus group testing; online, phone, contact center and awareness surveys; and social landscape
monitors. The findings of those surveys will be made available in a transparent fashion without hesitation
or manipulation.

8.1 Customer Awareness

BGE’s Smart Grid Customer Communication and Education Plan is structured to address the
customer awareness gap identified through research. Current research provides a baseline to build
the plan and customer awareness. On-going research will monitor awareness, perceptions and be
used to refine the plan.

National surveys indicate that customer awareness of the smart grid is quite low. And they further
indicate that customers who are aware of the smart grid tend to have a very favorable opinion of their
utilities if they are engaged in the smart grid. National surveys also indicate that customers are very
interested in learning more about smart grid pricing. In fact, GE indicates that 3 of 5 customers have
expressed such interest.

Of those who have expressed an interest in having their utility pursue the smart grid, a very large
number (4 of 5) have expressed interest because they want to save money on their utility bills. Other
reasons in descending order of importance include having better control over their energy choices,
doing something good for their children and grandchildren, and doing something good for the
environment.

JD Power 2010 Residential Electric Customer Satisfaction Study

The 2010 JD Power Residential Electric Customer Satisfaction Study provides customer feedback
from 121 electric utilities nationwide. Under the Smart Grid/Smart Meter Awareness section of the
study, JD Power also gathered nationwide customer feedback on their familiarity with their utility
being currently involved in or planning to be involved in a Smart Grid/Smart Meter deployment.
The following are the Smart Grid/Smart Meter data results:

1. How Familiar Are You With The Term “Smart Grid"?

Not At All Familiar: Industry: 74% BGE: 66%
Somewhat Familiar: Industry: 24% BGE: 31%
Very Familiar: Industry: 2% BGE: 3%

2. How Familiar Are You With the Term “Smart Meter”?

Not At All Familiar: Industry: 76% BGE: 63%
Somewhat Familiar: Industry: 21% BGE: 32%
Very Familiar: Industry: 3% BGE: 5%



3. Are You Aware Of Any Efforts Your Utility Has Made To Implement Smart Grid or Smart Meter
Technologies?

Not Aware Of Any Efforts: Industry: 86% BGE: 75%
Yes — Both: Industry: 4% BGE: 10%
Yes — Smart Meter: Industry: 7% BGE: 12%
Yes — Smart Grid: Industry: 2% BGE: 3%

4. Are You Aware Of Any Efforts Your Utility Has Made To Implement Smart Grid and/or Smart
Meter Technologies? Utilities With The Most Awareness By their Customers?

- Pacific Gas & Electric: 47%
- Austin Energy: 37%
- Sacramento Municipal Utility District (SMUD): 36%
- Portland General Electric: 36%
- Jackson EMC: 29%
- Idaho Power: 28%
- San Diego Gas & Electric: 28%
- Salt River Project: 27%
-  BGE: 25%
- Colorado Springs Utilities 25%
- Georgia Power: 22%
- EPB: 21%
- Alabama Power: 21%

General Electric Company

The survey released by General Electric Co. on March 23, 2010, found that 79% of American
consumers are not familiar with the term "smart grid." A mere 4% of U.S. consumers surveyed said
they are very familiar with the term "smart grid" and 17% said they are somewhat familiar with it,
according to the survey.

Nearly 70% of those who said they were familiar with the term, however, still did not know whether
their homes are connected to a smart grid.

BGE’s Residential Smart Grid Awareness Study

Worthy of mention is the fact that BGE already conducted research prior to the PSC issuing its
order, to gain baseline insights as to the customer awareness, perceptions and understanding of
Smart Grid (attached). Overall familiarity with the Smart Grid and the Smart Meter, along with what
each does is very low among BGE customers. Key findings of the survey include:
e  Overall familiarity with the Smart Grid and the Smart Meter, along with what they do, is very
low. However, slightly more survey participants were familiar with the Smart Meter than they
were with the Smart Grid.

e The majority of customers, 56 percent, are ‘not at all familiar’ with the Smart Meter and what it
does

e The research revealed that 76 percent are ‘not aware’ of any initiative by BGE regarding Smart
Meters or Smart Grids.
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Many customers believe that the Smart Grid controls energy usage by cycling it on and off
according to peak demand times and redirecting the flow of energy according to where the
need is greatest. Further, they also believe that the Smart Meter regulates/controls energy
usage as well as tracks/monitors usage as well.

Three quarters of respondents stated that they are not aware of any initiative by BGE regarding
Smart Meters or Smart Grids.

With regard to finding it valuable to see how much gas and electricity they are using every day,
the majority of respondents:

Forty-five percent (45 percent) ‘Agree’ it would be valuable

Thirty-two percent (32 percent) of survey participants ‘Strongly Agree’ that they would be more
likely to reduce their gas and electricity usage if they could see how much they used.

8.2 Benchmarking and Lessons Learned

2008 Smart Energy Pricing (SEP) Post-Pilot Program

BGE’s Smart Grid Customer Education and Communication Plan will also be informed by prior pilot
experience including Smart Energy Pricing pilots conducted during 2008 and 2009. High level
findings follow:

SEP program participants were overwhelmingly satisfied with their program experience with
over 93 percent reporting that they were either ‘very satisfied’ (62 percent) or ‘satisfied’ (31
percent). The mean satisfaction score was 4.5 on the 1 to 5 scale.

Peak Time Rebate customers had slightly higher satisfaction levels than did Dynamic Peak
Pricing customers.

Saving money was the primary motivation for program participation, cited by 78 percent of
respondents.

Ninety-seven percent of participants would be interested in continuing the same pricing
structure in 2009.

Over 78 percent of respondents believe that variable rate programs should be standard for all
BGE customers.

Sixty-five percent of participants considered voicemail to be the most effective notification
technique.

2009 Smart Energy Pricing (SEP) Post-Pilot Program

The potential to save money on monthly utility bills continues to be the primary motivation
behind customers’ participation in the Smart Energy Pricing Pilot (84 percent in 2009 as
compared to 78 percent in 2008).

Satisfaction with the SEP Pilot Program remained consistently high, with two thirds of the
participants (63 percent in 2009 and 62 percent in 2008) claiming to be ‘Very Satisfied” with the
pilot program, and nine out of ten participants stating they are at least ‘Satisfied’ (92 percent in
2009 and 93 percent in 2008).
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e Comfort levels during Critical Peak Days also remained consistent, with 24 percent of 2009
program pilot participants stating themselves to have been ‘Very Comfortable’ as compared to
22 percent in 2008, and 71 percent stating they were at least ‘Comfortable’ in 2009 as
compared to 74 percent in 2008.

e Participants in each year's SEP Pilot Program — 99 percent in 2009 and 98 percent in 2008 —
were overwhelmingly interested in returning to a similar pricing structure the following summer.

e Respondents also believe that the ability to save and earn rebates should be standard for all
BGE customers.

e Eighty percent (80 percent) of 2009 SEP Pilot Program study participants stated they also
adjusted their energy use during critical hours of Non-Critical Peak summer days.

e The top two changes in electric use made by 2009 SEP Post Pilot Program participants were
that they refrained from using high energy appliances during critical peak periods (66 percent in
2009 and 65 percent in 2008), and they raised temperature setting or turned off air
conditioning/heat pump during critical peak periods (60 percent in 2009 as compared to 54
percent in 2008).

e The majority of 2009 SEP Pilot Program participants found the hands-off features of the

thermostat most useful, including having the ability to program temperature settings (64 percent
of cases) and having the thermostat automatically cycle the compressor (56 percent of cases).

OGA&E Case Study
e 765,000 customers

e Silver Spring Network (SSN) infrastructure including ZigBee-enabled meters, Demand
Response, and Web Portal

e  SSN-certified HAN devices (Thermostat and In-Home Display)
e Time of Use (TOU) and Variable Peak (VPP) with Critical Peak Pricing (CPP)

e Four pricing levels from $0.03/kWh to $0.46/kWh
e Pilot expanded to 3K customers in summer of 2010

Findings
e Energy awareness leads to savings and peak shifting capabilities

o 92 percent of customers would shift to off-peak consumption given incentive

e 10 percent-15 percent monthly energy bill savings over flat rate with technologies

Extensive Industry Interviews and Evaluation

In addition to formal research, BGE representatives interviewed utility representatives, public relations
firms, marketing organizations and industry leaders with Smart Grid experience to identify best
practices, challenges and issues. An overwhelming response was “Communicate early and often.”

The references below and examples in the attached Appendix reflect communications developed
based on best practices and lessons learned. These resources are examples of those that will be
used to develop BGE'’s customer education elements in the Customer Tactics section of this plan
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http://www.oncor.com/tech reliable/smarttexas/default.aspx
http://www.duke-energy.com/about-us/smart-grid.asp

http://www.smartgrid.epri.com/

http://www.pge.com/smartmeter/

https://www.pge-smartrate.com/index.cfm
http://www.oge.com/residential-customers/products-and-services/Pages/Smart percent20Grid.aspx
http://www.itsyoursmartgrid.com/

http://ge.ecomagination.com/smartgrid/#/landing _page

8.3 Customer Segmentation for Dynamic Pricing Communication

BGE recognizes the rich diversity within our customer base, and the associated variety of motivating
factors that affect energy usage and engagement in programs such as dynamic pricing. Customers
will opt to change their energy usage in response to price signals according to their personal choices
and beliefs. Segmenting customers into groups with similar beliefs and tendencies will allow BGE to
better craft messages that will resonate with each group. BGE’s research plan will consider groups
such as (1) green / environmentally oriented, (2) control / technology oriented, (3) bargain / budget
value seeker, (4) comfort over cost, (5) privacy is paramount, (6) survival / cost management is
essential.

Completed high school. People in
CONSUMER SEGMENTS apartments relate differently to the utility bill
than home owners and so on. Multiple
research studies show that green altruists

E GREEN >
c ALTRUISTS & and digital control enthusiasts will likely be
o BARGAIN HUNTERS 5 early adopters and be willing to invest in
DIGITAL CONTROL . . .
ENTHUSIASTS clean solutions. Bargain hunters will
respond to pricing incentives that allow
PRIVACY RESISTERS COMFORT LOVERS ;ho?rgg?h:?\(s.rezg&?g Ig\?gsu\;]vllgspsrobably
SURVIVAL MODE enabling technology takes the guess work
$ $59 and pain out of participation. Privacy

resisters—fearful of intrusion—will focus on

o . data safeguards which can be solved with
Customers in different segments have different energy | proper data demarcation within the meters.

differently. The retired elderly couple has very different | gepend on uninterrupted service for
educated people perceive the need for conservation responding.

differently than those who have just
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Peak Time Rebate Segmentation Example

Applying research, detailed activities will be designed to meet customer segment needs. The chart
below illustrates a potential example of customer segmentation for Peak Time Rebates.

Segment Awareness Critical Interest | Specialized Channels
Green HIGH protecting Local environmental non-
Voluntary load | environment, profits, energy audit and
shift possible | lowering carbon | weatherization consultants,
with info and footprint green events
simple
feedback This is a key target to become
devices smart energy champions
themselves
Control HIGH. Early Actively Web Portals
adopter of managing
tools that take | usage is a
advantage of | game as well as
up to minute environmentally.
feedback sound idea
Bargain MODERATE Keeping costs Energy audit and
Worried if down weatherization non-profits and
smart grid will service providers, home shows
add cost
Comfort LOW, not Easy, not Purveyors of automated
likely to be having to pay solutions, Smart appliance
early players attention makers, high touch service
companies
Privacy LOW, not Keeping Radio shows and town
likely to be personal data meetings, Do-it-yourself home
early players out of utility improvement retailers and
hands shows
Survival MODERATE More likely to Community-based
Worried if actively organizations like
smart grid will | participate if greendmv.org and BGE’s low
add cost they see cost, income programs
community
benefits
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The Impact of Dynamic Pricing and Low Income Customers

The core finding is that low income customers are responsive to dynamic rates and that many such
customers can benefit even without shifting load.

Contrary to the arguments about the inability of low income customers to respond to price signals, the
results of the survey show that low income customers do shift their load in response to price signals.
The results show that a customer’s income status did not have a measurable effect on their elasticity
of substitution. More explicitly, these results show that the elasticity of substitution of low income
customers is not statistically different from that of other higher income customers whose income data
is known.

9 Employee Communication and Education

We now recognize that the process of educating BGE customers regarding Smart Grid will need to begin
with internal alignment as many of our own employees who may not yet understand how this cultural shift
will affect them, much less their customers.

Continuing to educate BGE employees regarding Smart Grid, specifically how the technology works and
the value proposition of the new technology for the utility’s 1.2 million customers is an essential
component of the initiative’s success. That education, in turn, will equip BGE employees to act as
company ambassadors or liaisons when interacting with customers, family, friends, neighbors, etc. — a
role that most BGE employees are willing and eager to take on.

Due to their roles within the company, many BGE employees interact with customers on a daily basis.
Employees want to feel they have the ability and skill to successfully answer customers’ questions and
provide assistance about where to find more information.

The following internal communication initiatives (which are provided for illustration and are by no means
considered exhaustive) will help employees understand how Smart Grid technology works and provide
them with key messages for use with customers and other stakeholders.

President’s Message
Letter from BGE President Ken DeFontes which announces Smart Grid approval, outlines key dates
and deliverables, and explains the need for employees to play an active role as company
ambassadors in support of the program. The letter will include a link to more information on the
company’s intranet site, Powernet, as well as www.BGE.com.

= Concise, succinct message points on the company’s intranet will provide employees with
an overview of Smart Grid’s key components as well as FAQ’s and other real-time tools
and information with which to effectively engage BGE's customers.

Video Message Featuring Ken DeFontes and Mark Case
Following the approval, BGE President Ken DeFontes and Mark Case, senior vice president of

strategic and regulatory affairs, will be featured in a video discussing all the key components of Smart
Grid. The video will be featured on the Constellation Energy intranet site, MyConstellation for all
employees to view.

= Leaders of field employees (who do not have regular access to a computer) will be asked
to view the video with employees during morning briefings.

15



Job Aid Web Tutorial
For employees who want more in-depth information, a Smart Grid tutorial — an online job aid that
takes them step-by-step through the history of Smart Grid all the way through the approval process
and what is expected when installations begin will be available.

Town Hall Briefings
Members of BGE’s Executive Leadership Team (ELT) will host regular Smart Grid meetings at each
of BGE’s primary locations, including the Gas & Electric Building, the Rutherford Business Complex,
Front Street, Spring Gardens, and each of the service centers. This will give employees the
opportunity to hear the messages first-hand and to ask questions of BGE’s top leadership.

Executive Blog
A new executive blog will be developed with input developed and provided by BGE’s executive
leadership team (ELT). Topics of the first several blogs will be focused on the value proposition that is
Smart Grid, why it's so critical to customers, the timing of the rollout, etc. The messages will be short
and written in a conversational style. The blog will allow employees to write comments or ask
questions about the topic.

Fact Cards
Many BGE field employees do not have regular access to a company computer. Laminated fact cards
will be provided to every employee — with a concentration on the field force. The Smart Grid message
points will be short, to-the-point and easy to communicate to customers.

Customer Leave-Behind
A customer communications pamphlet will be created that includes the benefits of Smart Grid, the

timing, what customers can expect and when, etc. Field employees may distribute this literature to
customer with whom they come in contact. The information will lead customers to more information
on Smart Grid on bge.com.

Retirees will be provided the same information as active employees. Additionally, employee
education will be ongoing — not just something that occurs during the initial phase but throughout the
life of the project.

10 Customer Communication Tactics

The customer communication tactics listed below are based on research including BGE pilot programs
and incorporating lessons learned from other utility deployments. The communication and education plan
is designed to be flexible to optimize each customer’s individual experience.

BGE will be employing a multi-channel strategy for interacting with customers. By providing consistent
messaging and tools across a broad set of communication channels, we expect to significantly enhance
our customers’ experiences by communicating with them in the way they choose and in which they are
most comfortable. For example, we plan to proactively notify our customers prior to Critical Peak Periods
to support them in maximizing their Smart Energy Pricing rebates. We plan to capture our customers’
preferences and provide the notifications in the way that they choose, whether that is through an e-mail,
text message, or phone call. Alternatively, a customer may choose to simply check our web-site
themselves or rely on television and radio advertisements announcing the events. This multi-channel
approach is not only expected to drive customer satisfaction, it is also a key component of our strategy to
extend the benefits of Smart Grid to all of our customers. As one example, for a customer who may not
have regular access to a computer with internet access, we will also provide energy usage feedback
through mobile devices and paper reports.
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While we are excited about offering our customers a choice in how they communicate with us, we also
realize that it will not be feasible to always get direct feedback from our customers about their
preferences, interests, and motivations. For this reason, we also plan to implement customer
segmentation initiatives to better target our messaging and more effectively select marketing tactics.

Tactics will be measured for success and continuously fine-tuned.

Advertising and Mass Media
Traditional mass media such as TV, radio, print, etc. will create awareness and direct customers and
stakeholders to the new Smart Grid micro site for more information. Mass media outreach will include
paid advertising (commercials, sponsorships etc.) as well as non-paid public relations outreach (press
releases, news interviews, letters to editors, OpEd, etc.).

Seek potential partnership with another well-respected brand, such as is the case with the
PeakRewards® partnership with the Baltimore Ravens. Perhaps there might be opportunities to
enlist the support of certain personalities espousing the value of Smart Grid.

BGE also plans to notify customers of Smart Energy Pricing peak events through mass media.

Electronic Communication:
Web Portal

A web portal (see appendix for examples) will allow customers to begin to experience the benefits of
the smart grid soon after their new meter is installed. This portal is expected to evolve over time
with more features being added at key points in the program such as when Smart Energy Pricing is
introduced. As new features are added, we believe it is important to maintain a consistent “look and
feel” where possible

Paper Energy Report Web Portal Web Portal Web Portal

(0] @ || (1] O ||[] @ [|[ma] &

~ T\

)

I

Consistent look and feel, features added over time

This portal will provide features such as:

e Usage and “Bill” Data Presentment — presentation of consumption data collected through the
AMI system and bill estimates

e Energy Budget Tracking — a tool that allows customers to set a budget for their energy costs
and track performance against it throughout the month

e Usage Disaggregation — an analytical tool that breaks down a customer’s usage by major
category to help identify savings opportunities
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e Savings Summaries — feedback on the amount of money that a customer has saved through
Smart Energy Pricing

e Environmental Impact Analysis — an analytical tool that estimates a customer’s carbon
footprint

e Comparison to Others — feedback on how a customer’s usage compares with similar
households. Social norms have been shown to significantly change consumer behavior.

The portal will evolve over time with more features being added. The portal is one of the primary
ways that customers will receive feedback on their energy use, but similar information will also be
provided through other channels for customers without portal access. To ensure customers find the
Web Portal beneficial, a User's Guide will be developed and distributed.

Social Media

Social media will enable BGE to communicate via text and multimedia, receive instant feedback, and
will provide a means for customers to communicate with one another. Social media engagement has
already begun in earnest at BGE and is envisioned to expand with Smart Grid approval. Without
question, social media provides BGE and its customers a unique and meaningful means for
interacting with each other throughout each phase of Smart Grid implementation.

Before technology installation begins, customers and stakeholders will learn about Smart Grid —i.e.,
“What is Smart Grid,” “What are the benefits to the customer,” “Why is there a need for an enhanced
system,” and more. Answering potential questions will create a greater level of understanding and
comfort for the customer. BGE’s Smart Grid blog will encourage two-way communication and
customer interaction.

As collateral materials are produced, digital versions will be available on bge.com. Timely messages,
along with summaries and links, will be available to those who follow BGE on Twitter and Facebook
as well as other social media venues including blogs, etc.

Implementing social media monitoring tools such as Radian 6 will allow BGE to gain active insight
into what is being said by customers about the programs and the Smart Grid. Armed with customer
feedback, BGE will be positioned to address questions and enhance education based on customer
priorities and understanding of the customer voice.

Digital Media

With a positive decision by the PSC, immediately enhance bge.com with a Smart Grid Envision
Center Micro site. (Example, http://www.duke-energy.com/about-us/smart-grid.asp
http://www.oncor.com/tech_reliable/smarttexas/smartgrid.aspx )

BGE’s interactive website including the “How it Works” video will answer questions and provide
information about the benefits, installation process and installation schedule similar to Oncor’s site at
http://www.oncor.com/tech_reliable/smarttexas/deployment.aspx.

Also, the following link, while not Smart Grid-related, is an example of videos that we envision
creating in order to aid customer understanding, awareness and acceptance of Smart Grid:
http://www.youtube.com/watch?v=g5PF75NVXk0. Additional viral videos are envisioned (e.g., “10
Steps to becoming an energy superstar”) in order to help build momentum for Smart Grid.

A running count ticker will display a weekly account of how many installations have occurred to date
and a map that shows where installations have occurred and where they are planned. This type of
information will prove essential for ensuring customer awareness at every step of the Smart Grid
value chain.
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Email and SMS

Initiate an opt-in email campaign in which BGE can regularly interact with customers about
developments related to Smart Grid. Customers will also be given the option to choose e-mail or
SMS text messaging as their preferred way to receive on-going operational communications from
BGE. For example, a customer may choose to receive notifications of Smart Energy Pricing events
through e-mail.

Electronic Newsroom

Create an online newsroom for media to access news and information leveraging existing and newly-
developed materials. This could include downloadable video for media to download as well as other
tactics common to online newsrooms.

Webinars

Beginning with approval, BGE will host webinars (similar to what many financial-related companies
such as T. Rowe Price and USAA conduct for their customers relative to new and existing products)
for customers, community groups and other audiences on Smart Grid's processes and the multiple
customer benefits.

Customer Tool Kit

The customer tool kit will be provided electronically on BGE’s Smart Grid micro-site to include online
brochures. A hard-copy version will be available by mail, particularly for certain customer segments,
especially senior citizens and limited income. Customers will have the option to receive an electronic
version of the Tool Kit, which will focus on immediate customer benefits, directions on how to read the
meter, how to track energy use, tips to manage and reduce energy use, as well as a wealth of other
meaningful information. It is envisioned that the electronic tool kit will be a living vehicle, updated
regularly as the program evolves. The hard copy tool kit also will be updated regularly and provided
to customers in a similar fashion as BGE’s consumer reference manual.

Video and Photo Slide Show
A Smart Grid video will illustrate what smart grid is, the components, how it works and customer
benefits. (Example How it Works video:
http://www.silverspringnet.com/resources/collateral flash demo-eng.html)

Customer Testimonials
Customer interviews and testimonies during installation will capture personal customer experiences
and will be posted on bge.com’s Smart Grid micro-site.

Mobile Demos
Mobile demos will include demonstrations about how to read the new meter, how to track energy use,
etc., and how to use the new web portal.

Collateral Materials (Hard Copy communication)
Customer Welcome Kit
A customer “Welcome Kit” will be distributed after their new meter is installed. The kit will outline

benefits and provide information to encourage customers to begin the transformation to smart energy
managers.
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FAQ’s
Frequently asked questions will be available on BGE’s Smart Grid micro-site. A hard-copy version
will be available by request.

To help customers understand the steps of the meter installation process and how to take advantage
of the technology, a variety of materials will be prepared to address each step

e Customer letters and an outbound IVR caller will notify customers when we will be working
in their neighborhoods.

e Door hangers will be left at the customer’s home before and after installation. Information
will include how to read the meter, how to track energy use, immediate benefits, and where
to get more information.

e A welcome kit will be mailed following installation to provide details and remind customers
of the immediate benefits.

Customer Feedback Mechanisms
Customers will receive feedback on their energy usage in a variety of forms, including:
e Paper Reports
e Web Portal
e E-mails
e Text Messages
e Mobile Devices
This feedback will go beyond simply presenting AMI consumption data. Other examples of feedback
that we expect to provide to customers include:
e Summaries of how much a customer was able to save through participation in Smart
Energy Pricing
e Comparison of energy usage to similar households
e Comparison of energy usage to budget targets set by the customer
e Assessment of a customer’s environmental impact

BGE’s Smart Grid Customer Communication Plan is extremely proactive at each phase, recognizing
customer engagement is a continuous process.  Over time, as our customers’ understanding of and
interest in their energy management grows, we expect them to explore the more advanced tools and
information that we make available.

inuous Engagement

Mass Text Web Self-
Media Messages service

Paper Mobile
Reports Apps.
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Incentives and Peak Event Alerts

Smart Energy Pricing will be offered to provide financial incentives for customers to change how they use
energy. Peak-time rebates will be offered to all residential customers.

The table below is an example of the key communications planned to provide customers information in
association with Smart Energy Pricing events.

Audience ' Message Content Timing Media/Channel
Residential customers Notification that a Critical Peak | The day prior to e Television
Period will be occurring the Critical Peak ¢ Radio
Period e Newspapers
e Automated
phone calls
e E-mails
o Text messages
e Messages on
web portal
¢ Mobile apps.
e Social
networking sites
Residential customers Report of how much of a rebate | Soon after event e Paper reports
the customer was able to earn e E-mails
during Critical Peak Period e Text messages
Comparison of savings to e Web portal
similar customers
Residential customers Summary of energy savings Monthly during e Paper reports
due participation in Critical the summer e E-mails
Peak Events over time e Web portal

Comparison of savings to
similar customers
Reminders of ways that
customers can reduce their
usage during Critical Peak
Periods to increase their
rebates

Employees as Ambassadors and Liaisons
Employees will be proactive and reach out to family, friends and neighbors. Employees will be
trained and prepared with fact sheets and fact cards so that they may respond to questions. A
customer communications pamphlet will be created that includes the benefits of Smart Grid, the
timing, what customers can expect and when, etc. Employees may distribute this literature to
customer with whom they come into contact. The information will lead customers to more information
on Smart Grid on bge.com.

Community Outreach and Limited Income Outreach

To effectively raise consumer awareness, it is important to engage key influencers as well as
members of the public. This goes beyond simple, reactive PR programs typical in the industry. While
there is a tremendous amount of anticipation and noise about the Smart Grid, there is also
considerable confusion, ambiguity, angst and doubt.
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Nationally, the lack of comprehensive consumer education has created a vacuum. Focusing on
isolated issues without showing the value of the integrated story distorts the value proposition of the
Smart Grid. Bringing our different constituents to the table for honest exchanges of concerns and
long-term realities of deployment is critical to building smart energy champions throughout our region.

Using BGE's existing community outreach organization, BGE will be aggressive in its engagement of
the customer-at-large through community organizations, NGO'’s, etc, often piggybacking on existing
events where possible. By being active listeners, BGE will have the opportunity to listen to the
concerns and capabilities of these groups. BGE can leverage their relationships with their members
(who can become influential early adopters). www.greendmv.org is an example of an interesting
regional program that brings together jobs, environmental advocacy, and empowerment of low-
income communities.

For outreach to be effective the tone and information must be:

» Educational without being patronizing or condescending

» Engaging and entertaining

» Authentic and realistic

» Technically accurate

* Independently validated

* Realistic and timely when giving calls to action

» Able to deliver multiple impressions through varied channels

* Proactive in seeking opportunities to meet with community groups, neighborhood
associations, churches, chambers of commerce, etc. to provide information, demonstrate
benefits and answer questions.

* Able to engage schools throughout the service territory to further involve families. For
example, Fresno State in California’s Central Valley has developed a program that involves
students in voluntary Demand Response emergency programs that could be replicated in a
very fun and clever local program.

Listening Program
BGE will actively and visibly solicit input from the community, which in and of itself, will have an
emotionally powerful effect. More importantly, the company will learn from its consumers. Town Hall-
style meetings with electronic voting can give a snapshot of public opinion. Consumer advocacy
groups from within the service area as well as some from outside the service area need to be brought
into the process so that the legitimate issues they raise can be addressed and considered

Public Libraries, Shopping Malls and other key venues
Host seminars and special events for a wide audience at convenient locations.

Speakers Bureau Presentations
BGE speakers will be available for presentations to groups such as AARP, limited income
organizations, etc. to explain Smart Grid and how customers can immediately benefit.

Home Energy Management Seminars
Investigate opportunities to conduct energy management workshops/seminars in conjunction with
retailers like Home Depot or Lowes — seek partnerships similar to what exist today under BGE’s
Smart Energy Savers programs htip://conservation.bgesmartenergy.com/residential/lighting-

appliances.
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SocialCRM -
Evaluate the use of an online community platform tool such as Lithium (www.lithium.com) to create a

powerful online community where customers can share information and experiences, providing real-
time feedback to BGE that would alert the utility to both positive and negative trends that are
emerging within the customer environment]

Another tactic might include the use of a product-neutral demo station at local home shows and booth
at trade shows to be staffed by identified employees or contractors to answer questions

11 Media Outreach

Press Releases
Press releases throughout the initiative to highlight key milestones

Talk Show/Broadcast Opportunities
Create additional opportunities for designated spokespeople to appear on local TV and radio shows,
to communicate about the importance Smart Grid, the process and what customers should expect.

WBAL-AM
WBAL-TV
WJZ
WBFF
WMAR

Publications

Outreach to strategic publications for interviews and articles
Baltimore Sun
BBJ
Daily record
Capital
Washington Post
Patuxent Papers (Catonsville Times, Owings Mills Times, Howard County Times, Towson Times,

Jeffersonian, etc)
Media Opportunities

e Highlight opportunities of interest such as a day in the life of a smart meter from the time it arrives
at BGE, to the rigorous testing of various components to installation
e Training class of installers

e First installation of the new meter
o Similar opportunities for local papers with customers in their specific jurisdictions

Potential Feature Pitches

o Develop feature pieces regarding the benefits of Smart Grid, what to expect and customer tools
o Work with radio TV, and web-based programs and others to provide them quality content and
resources
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Editorial/Photo Opportunities

e Media and Photo Advisories: Create photo opportunities around installation of meters and use of
web portal.

e Hosta BGE Smart Grid Kick-off event with BGE executives, special guests, celebrities, etc to
mark the first installation. Venues include the local science museum, ballpark, etc.

Opinion Pieces
Create opportunities for placing op-ed articles throughout the service territory on a variety of Smart
Grid topics (editorial calendar to be developed). Pieces will be developed and submitted to all print
outlets regardless of size and print frequency. Emphasis on explaining the benefits of Smart Grid and
addressing issues (real or perceived) related to the technology. Also, focus will be on explaining how
peak time rebates can encourage more responsible behaviors
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Colorado PUG E-Filings System

12.1 Examples of Program Successes

Energy Efficiency

= |Installed just approximately 965,000 energy efficiency measures
Over $213 million lifecycle savings Program-To-Date for all EE&C programs (including fast track)
Over 2,500 new homes committed to ENERGY STAR New Homes program
10,800+ HVAC equipment rebates to date,
Home Performance with ENERGY STAR® 90 jobs completed or in process.
Quick Home Energy Check-up — approximately 6,000 completed
Limited Income Energy Efficiency Program-

= Approximately 1500 participants ,

= Average annual savings = $428,

= 15% reduction in energy use

= Approximately 1,500 applications for Energy Solutions for Business,
= Over 2,400 audits for Small Business Lighting,
= Annual energy savings - 58 million kWh
= Awards:
= 2010 AESP Honorable Mention Marketing Award
= 2010 AMA Marketing Excellence Award
= New Homes “2010 ENERGY STAR® Award”

Home Energy Audit Awareness and Satisfaction

- O O n

Aware of Home 40% 40% 47% 52%
Energy Audits

Participated in 8% 8% 11% 10%
Home Energy
Audits

%o

Satisfaction with 100% 7% 75% 77
Home Energy
Audits
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Lighting Discounts and HVAC Rebate Awareness and Satisfaction

Aware of Lighting 30% 33% 42% 50%
Discounts & HVAC

Rebates

Participated in 17% 26% 27% 21%

Lighting Discounts
& HVAC Rebates

Satisfaction with 80% 73% 85% 85%
Lighting Discounts
& HVAC Rebates

I&C Energy Efficiency Program Awareness and Satisfaction

Q3 2009 Q4 2009

Aware of Energy 29% 29% 26% 28%
Efficiency
Discounts

Enrolled in Energy 38% 25% 40% 33%
Efficiency
Discounts
Satisfaction with 75% 83% 92% 87%

Energy Efficiency
Discounts

Peak Rewards

Aware of
PeakRewards®*™

Program Q3 2009 Q4 2009

Yes 72% 73% 74% 76%
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12.2 Smart Energy Pricing Post Pilot Awareness Survey

October 2009
SEP Post Pilot Customer Assessment Survey — October 2009
Households Including

Program Participation and Satisfaction Low Income Senior Citizens All

1. What was the most important reason for your participation in the 2009 Smart Energy
Pricing Pilot? (Select one option)

10OPotential to save money on monthly utility bills 82% 82% 86%
20O Lowering future energy costs 11% 14% 11%
30Delaying the need for new power plants 0% 2% 1%
40Reducing greenhouse gas emissions 8% 3% 3%
5080ther (Please specify) 0% 0% 0%

2a) Ona scale of 1 to 5, where 1 is "Very Dissatisfied" and 5 is "Very Satisfied", please
rate your overall experience with the Smart Energy Pricing pilot program. (Select one

10 Very Dissatisfied 0% 2% 2%
20 Dissatisfied 3% 1% 1%
30 Neutral 13% 4% 5%
40 Satisfied 36% 31% 29%
50 Very Satisfied 49% 61% 63%

Satisfied or Very Satisfied (Total of4 and 5) 85% 92% 92%

4. The Smart Energy Pricing Pilot program has ended and all participants who received
special rebate credit opportunities have returned to the normal billing structure. Would
you be interested in returning to similar billing program structure as you experienced
during the 2009 summer pilot program for the summer of2010? (Select one option)

10 Yes, I would like to participate in a similar program for summer of 2010 100% 98% 99%
20 No, I would not like to participate in a similar program for summer of2010 0% 2% 1%

5. Do you think the opportunity to earn rebates for reducing usage during critical peak
periods should be standard for all BGE customers?

10 Yes 85% 91% 94%
20 No 15% 9% 6%
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12.3 BGE Smart Energy Pricing Pilot Examples

9 MAY 2008 9

WELCOME DATABASE CUSTOMER MID-PILOT

REFINEMENT REPORTS

=" SMART ENERGY PRICING
i PROJECT TIMELINE

CUSTOMER PRE'
INSTALLATION P||_°'|'

CUSTOMER FOCUS

L% B RECRUITMENT  GROUPS

e DECEMBER 2007 — JULY 2007 6 SEPTEMBER 2008 6
FEBRUARY 2008

= ORB
EXPERIENCE ’ COLLECTION/
SURVEY : PILOT 2009 l
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Dear Customer,

Thank you for participating in BGE's Smart Energy Pricing (SEP) Pilot
Program. Just as we did last year, we designed the 2009 pilot to help you
save money on your electricity bill by helping you improve your energy
management.

We're proud to announce that a great number of this year's paricipants have
retumed from last year's program. Welcome back. We appreciate your strong
commitment to this project and your understanding of the imporiance of using
electricity more efficiently. Your participation confirs that there is indeed an
interest in exploring innovative, cost-reducing programs for energy. We look
forward to working with all of our SEP customers to help save money and
conserve ensrgy to protect our environment.

Thiz welcome package will provide you with important information that will
help you maximize your savings potential. Should you have questions about
the content of this package, pleaze contact our Smart Energy Pricing Team
at 866-570-T4T70, Monday — Friday from 8 a.m. to B p.m., or Saturday
from & a.m. to 4 p.m.

As you go through the pilot, your experience and feedback will help us
measure the success of this program and provide us with information for
pozsible future expansion, you will receive an invitation to parficipate in a
survey o evaluate your experience following the pilot.

Again, thank you for participating in this very important pilot program.
‘We look forward to another successful year.

Sincerely,

Neel Gulhar
Project Manager, Smart Energy Pricing
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FACT: 54% of customers saved at l=ast $100 in rebates during the 2008 Pilot

ABOUT SMART ENERGY PRICING

The Smart Energy Pricing Pilot enables you to save on your energy bills when
eleciric consumption is reduced durng periods of high demand, or what we
refer io as Critical Peak Periods. The pilot aims to measure the extent fo which
you will shift electric consumption f the following occurs:

* fou are given an opportunity to eam incentives in the form of rebate credits.

*  fou receive advanced notice for planned Critical Peak Periods in order to
prepare to adjust your normal electric usage behavior

The Smart Energy Pricing pilot encourages househoids to reduce electric

usage, particularly during Critical Peak Periods, and in doing o, customers will
save money and electricity. This reduction will help lower Critical Peas Demand
and the need for costly generation, which in tumn, helps keep the cost of

eleciricity lower than it otherwise would be for all customers and better protect

the environment.

2008 Results In June 2008, pilot participants across Maryland showed significant
reduction in electric usage and significant cost savings as a result of the Smart
Energy Pricing Pilot. Over the course of the entire pilot program, the averags
participant reduced their electric consumption by nearly 83 kWh; saving more
than $125. Some customers even reduced their electric bill by half The key to
savings is to reduce during the right time - Critical Peak Periods.

Survey responses further showed that an overwheiming majority of particinants
were pleased with the overall outcoms of their rebates and have decided to
re-enroll in the program.

Average June - Sept. 2008 Electric Bill and Rebate Savings

Bill (befare savings) = $525

[ ] Rebate Savings -$125

! [7] Final Amount

Usage (before savings) - 3420 kWh
[] Rebate Savings -85 KWh

- ——— [ Final Usage Billed = 3335 kWh

2009 PROGRAM OVERVIEW

While there may be a few diferences to this year's program, one constant
that remaing iz that you can 2t save on your electricity bl by reducing usags
during Critical Peak Periods. The more you're able to reduce your slectricity
usage, the more rebates you can earn. if you choose not to reduce your
electric consumption, or are unable to lessen your usage on these days,
you will lose nothing; you pay the nomal rate you typically would incur if you
weren't particinating in the pilot. This 1s @ ‘no-risk’ program.

"To stay comfortable, yer save money, | pre-cooled during the
Critical Peak notice and set my thermostat higher
during the actual Critical Peak time.”

Frances, Baltimore
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FACT: On June 27, 2008 the average rebate given was §11.20

HOW THE SEP PILOT PROGRAM WORKS

*  The pilat will un between June 1 and September 30, 2009,

*  Throughout the pilot period, BGE will identify certain days as Critical
Peak Periods (days when electricity demand is very high due to heavy air
conditioning use across the region).

*  BGE will =end you notification of when Critical Peak Periods will occur
MNatification methads include email. telephone. andior text message,
whichever you prefer and have given us parmission o use. In most cases,
BGE will send natification a day in advance® o vou have ample time to
plan electric use and save monay

*  Upon notification of a Critical Peak Day, BGE will encourage you to
voluntarily shift or decrease electricity usage betwean the Critical Peak
hours of 2 pan. and T pom. far which you will earn rebates

* BGE will calculate the reduction and apply rebates to your monthly bill
during the surmmer pilat.

* Unplanned Critical Feak Feriods. such as unfomsesn weather and grid conditions,
cannot be predicted and can occur on any day at any time. Therefore, you may
anly receive as litle as 10 minutes of advanced notice. ‘You will also receie
notitization once an unplanned period has ended. These unplanned events are
not common and typically cccur only once per summer.,

"The Smart Energy Pricing Program helped us use less air
conditioning. We used our ceiling fans and did more outdoor
activities during peak hours. Movies, visit family and friends, erc.”
Lori, Gien Bumie

SMART ENERGY PRICING SAVINGS

Cring the pilot, your eleciricity rates will remain as if you had not joined the
pilot program; absclutely no rate change will occur as part of the program. This
total includes the rate for slectric supply and delivery which is approximateiy
50.145" per kilowatt hour. However, on Crfical Peak Periods, during the
hours of 2 p.m. 1o 7 p.m., you will have the ooportunity to receive a rebate for
reducing your electricity consumption below their typical usage.

Participants will receive £1.50 per kWh reduced. The average customers
saved 10.42 kWh on each critical event in 2008,

The supply rate is the rate for generating the eleciricity you use and is listed onthe
back of your BiSE bill as "BGE Electric Supply. There are other costs o deliver the
electicity i your home, which are listed under the 'BGE Elecric Delivery Service’
saction These rates do NOT change as a result of your pilot participation.

While all participants have the ability to save through this pilot, it is expected
that customer savings will differ for a variety of reazons. Some include

Space and Occupancy — soms houssholds will use mare electncity than
others. For example, a family of four that occupies a three bedroom, two
bathroom home will typically use more electricity to meet the family's needs
than a single adu't living in an apartment or & cougle lving in a modest sized
townhome with no children. However, the family of four also has a lot of
digcretionary eleciric usage o potentially cut, and save substantial money.

Home Condition — Most of your ensrgy expense stems directly from cooling
and heating costs. Wam air finding itz way into your hame durng the summer
and out of your home durng the winter, can waste a lot of your energy dellars.
One of the guickest dollar-saving tasks you can do is caulk, s=al, and weather
strip all seams, cracks, and openings to the outside. Pilot particioants in newer
homes and apariments with adequate weatherization will realize a better
performance in this pilot program..

Energy Habits — Customers who normally use sxcessive amounts of
electricity, especially during the typical Critical Peak hours of 2p.m. -7 pm.,
will most likefy achieve the greatest savings by reducing their electricity use
and shifting activities like doing laundry or running the dish washer outside of
the 2 p.m. — 7 p.m. imeframe.

"Critical Peak Hours made for a great reason to limit my
children's TV and video games.”

Scott, Reisterstown
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Note: While energy habits differ among households, typical energy The table on the previous page is an example of your savings. Your savings
pending usually istz of the ing: will appear on your bill in the following format:
* Heating and air conditioning - 45% of the bill
» Water Heater - 13% of the bill

* Refiigerator - 8% of the bill o |
= Other appliances, devices and lighting combined — 34% of the bil BGE - S
We're on it Balimow MD 21301
Keep in mind silent energy users that idle while staying plugged in, such as - A
chargers, alamm clocks, microwaves, etc. use energy even when not in use. m sy, 290 T e
Unplugging these devices can be very beneficial_ EE-H-
o T
BOE Qusstanding alisca 000
ChargestwaFedsd  Imporiant Abesa Your Il irsstrvesat
SMART ENERGY PRICING PILOT RS e T

Tutal Chargus This Rariod. 1o Sdnse ooll po sty w0

Fer e sboul b Pest Tre e progee e ol
00 £73-74TE o123 ks L SR O e 0SS

SUMMER RATES AND REBATES

As the rebate example below indicates, if there were two Critical Peak Periods
called during a given billing month, participants would be able to maximize their
savings by reducing or shifting their eleciricity usage away from the hours of —

2 p.m. to 7 p.m. on both days._ Tor qumsorm or mwrarae s wan o

e
o« call BGE b e -0 24 4BAD,
Tl b s Vo e i gt v ey

Lok churga st vy B0 0L ki 1,81 i

@ sl
hagas, The s s 1.5 For the feel s adsion cheges.
I ve avtesnng 52 T Balra 3481 i 10 T,

While it is not possible to determine the exact amount of your rebates ahead of vz sog el oll b =21 v 4t dwma ane wered cua el
time, if you incorporate some of the prior mentioned tips and reduce or shift it e
electricity usage away from the Critical Peak Periods, between the hours of e

2 p.m.and 7 p.m., you will receive rebates on your bills. You will not be penalized
if you do NOT reduce your consumption during Critical Peak Periods, you
simply will not earn the rebate. This is a no-loss, no-risk program.

Period KWh Rate (same as today) | Charge
June 8 - July 11 1000 $0.145 $145.00

Critical Peak Day | KWh R Rebate Rate Credit sue

PO, Box 3070
June 12 [ 51.50 59.00 e

June 17 10 -§1.50 -$15.00

Electric Supply Bill | ] $121.00 "Because of Smart Energy Pricing, | reduced the amount of
energy | normally use drying laundry. On nice days, | now
hang my clothes out to dry.”

Jacob, Davidsonwille

This is just an example. Actual rates may differ from the time this
material was printed.
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FACT: The average customer satisfaction rating was a 9 on a scale
of 1-10 for the 2008 Pilat

CONSERVATION IS KEY

BGE recognizes that conservation is the best way for customers to manage
utility bile and as global energy prices rise, we want to provide customers
with ogtions to help them control their energy costs. save money and help
protect the environment.

To leam more about BGE Energy Efficiency & Conservation Programs, call
1-800-845-6195 or visit BGESmartEnergy.com,

SMART ENERGY PRICING AND
THE BIG PICTURE

Erergy conzumpticn and genseration is at an all-time high and continues ta
grow. Thig growth puts a strain on natural resources, which increases both
the cost to produce energy and our impact on the environment. Governments
at every level, utilitiss. communities and individualz have a respansibility to
put regulation and technalogies in olace that allow for improved efiiciencies in
luildings, homes, fransportation, power systems and industry.

BGE is committed to helping cur customers reduce energy use and save
money — two benefits, which we can maximize through forthcoming enesrgy
efficiency programs that support the EmPOWER Maryland Act of 2008. The
EmPOWER Maryland Act is a statewide initiative aimed at reducing overall
per capita electric consumption and demand by 15 percent by 2015, Already
BGE and other utilities are ing new and i d ies and

developing programs to give residential and business customers’ greater
coniral of their energy management.

The Smart Energy Pricing Pilot is part of BGE's continued effort fo provide
energy responsibly and mest the geals of the EmPOWER Maryland Act. By
partnening with our customers through pilots like Smart Energy Pricing, BGE
provid agy and i ion that helos hetter 0
their energy usage. As the global community’s need for ensrgy incresses. it
Irecomes critical that we all make the effort to expand the ways we produce

energy and consume energy in smarter ways.

ONLINE TOOLS YOU CAN USE

BGE has several onfine tools to help you better manage energy and save
money. To learn more about the many helpful pages we provids, see below;

BGE'S SAVE MONEY PAGE
‘We offer a number of ways to help our cusiomers learmn more about energy
efficiency — and we often sponsor discounts or rebates to encourage the
purchase of lighting, appliances and some = -

of the many other products that have
eamed the ENERGY STAR® raing.

To access the BGE Save Money Page.
log ente BGE.comisavemoney.

The Save Money page provides links to
other resources on BGE.com.

HOME ENERGY CALCULATOR

BGE.com/savemoney includes a calculator designed to provide you with
estimates of energy use costs based on your mouts. The Annual and Monthly
results are intended to provide a comparison platform io give you the
differences between the energy your home is currently using ("Base
House") versus several "Scenario” alternatives. After you run a few variations
e ure to click the View Annual and View Monthly buttons for diffierent views.
Remember these are calculated estimates.
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To access the Home Energy Calculator
vist BGE.com/savemoney and click
on Home Energy Calculator located
on the bottor ieft portion of the home
page under the Residential Tal.

Haime Energy Calculator will receive
& new look over the summer,

BGE INTERACTIVE HOUSE

‘You can manage cosis and increase comfort
by conserving energy. This site will show you
how 0 conserve ensrgy and confrol your
energy costs. You'll find suggestions on how
to optimize your cooling system, insulste
properly, hght your house efficiently and
much more. You'll be amazed at how a few
small changss can add up. To access the BGE Interaciive House visit BGE.com!
savemoney and click on Energy Conservation at Home The Interactive Fouse
link is the s=cond menu headng on the list.

EXTERNAL ENERGY SAVER RESOURCES

BGE takes pride in working with other agencies to help spread the word
about saving energy and reducing costs for everyone. We've included a
few of the organizations and agencies that serve as additionsl resources to
lzarn more about enargy efficiency and management. Visit the sites below
for more information:

DMOE.gow — Department of Energy

EPA.gov — Environmental Protection Agency
Energystar.gov — Energy Star

Energy.state.md.us — Marytand Energy Administrabon

"We made sure to turn off lights in rooms that were not being used."
Richard, Catonsville

SMART ENERGY PRICING PILOT FAQ's

+ How much of a savings will | receive through my program?
This will vary depending on how much sleciricity you usually use and by
how much you reduce your use during Critical Peak Pericds. The more you
reduce during Critical Peak Periods, the more you will ke able to save. The
average customer savings during a four month period last year was 5125,
but some customers saved as much as 5400 or more!

= What is a Critical Peak Period?

Crifical Peak Penods are unigue periods of time, typically on hot summer

weekdays between 2 p.mand 7 p.m., when electricity production is very

high due to heavy air conditioning use across the country. There are two
types of Critical Peak Periods — planned and unplanned. Planned periods
are typically weather related and can be predicted up to a day in advance
and are scheduled for the 2 p.m.-7 p.m time pericd. Unplannsd Critical Peak

Periods, howsever, are often tied to unforeseen weather or grid conditions.

They cannot be predicted. Therefore, they ean occur on any day and the

duration may be longer or shorter than five hours. These unglanned events

typically occur only oncs per summer.

Note: Kesp in mind unplanned Critical Peak Periods are unpredictable,
therefore, you may only receive as little as 10 minutes of advanced
notice. You will, however, receive notification once an unplanned
period has ended.

= When will | see my savings or how well | performed in

the program?

BGE will provide you with a report shortly after a Critical Peak Period is
called. These reperts will highlight when a Critical Peak Period was called
and how much electricity you vssd during that period. You will alzo notice &
section on your menthiy bill that will refiect your rebate savings in your Smart
Energy Pricing Pilot Program.

» Will | receive any notification prior to a Critical Peak Period called?
‘s, to hela you prepare for a Critical Peak Period adjustment. SGE will natify
wou in a vanety of ways, including =-mail, telephone, andior text messags.
“ou will be natified by the method of your choice. which you orovided during
your enroliment call. Unplanned Critical Peak Periods, such as unforsseen
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weather and grid conditicns, cannot be predicted and therefore you may mot
receive much advance notice, but you will 2iil be contacted by the same method.

To change nofification options, or to provide updated informafticn, please call
the Smart Energy Pricing Team at 866-570-7470 during the hourz of 8 a.m. —
8 p.m. Monday through Friday or 8 a.m. — 4 p.m. on Saturdays to speak
with & program specialist.

« |f | am pleased, can | share this pilot program with my friends
andior family?

The Smart Energy Pricing Pilot Program is available to a limited number of
participants this summer. Thersfore, we will not enrcll referred customers at
thiz time. Instead, if you are interested in sharing this program with friends
and family, the best way iz to confinue with your active participation. BGE will
uze the research gathersd from the parlicipants to potentially develop similar
programs on a larger scale. Your active participation in reducing your peak
demand uzage iz key to the success of thiz pilot, and whether it should be
expandad to a larger audience.

* |f | am unsatisfied with my pilot program, can | drop out

of the pilot?

We sfrongly encourage participants to remain a part of the pilot program
during the four manths it will be held, but if you are unsatisfied at any time
you can unenroll by calling the Smart Energy Pricing Pilot Team at 866-
5T0-T7470 during the hours of 8 a.m. — 8 p.m. Monday through Friday or
Saturdays § a.m. — 4 p.m.

« What if | move during the pilot period?

Flease contact cur Smart Energy Pricing Team if you are moving during the
pilot. The pilot was designed only for households that would be active and
present during the June 1 o September 30 penod.

For more information about your Smart Energy Pricing Pilot Program or to
zhare your comments, please contact the BGE Smart Energy Pricing Team at
BEE-570-74T0 Monday — Friday & a.m. to & p.m. or Saturdays 8 a.m. to 4 p.m.

"I ast year, during Critical Peak Periods, my wife and | turned
everything off and left the house 1o run errands and enjoy the weather,
We had a great time, especially knowing we were saving money.”

Richard, Abingdon
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We'reonit:

please call or email by February 13, 2009

We thank you for your earlier participation
and look forward to helping you save
money and energy during the 2009 pilot.

Sincerely,

Neel Gulhar
Smart Energy Pricing, Project Manager

TO SAVE MONEY

bill. The average participant's saving totaled
more than $125 for the four-month program.
Because of the overwhelming success, we
have decided to continue the program in 2009,
providing another summer of opportunities to
save money.

FIRST CLASS
PRESORT
US. POSTAGE
PAID
BALTIMORE MD
PERMITNO. 250
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ANOTHER SUMMER
oF oPPORTUNITIES TO SAVE

MONEY & ENERGY

Colorado PUC E-Filings System

Dear BGE Customer,

We'reonit.

To learn more about the program and renew FIRST CLASS
PRESORT
your enrollment for the :_fﬂ_DB summer, e POSTAGE
call the Smart Energy Pricing Team at pAID
1-866-570-7470 Monday — Friday 8 a.m. BALTIMORE MD
PERMIT NO. 250
to 6 p.m. or Saturday 8 am. to 4 pm. or

email us at smartenergypricing@bge.com_
Please be aware, the Smart Energy Pricing
Pilot has a limited number of spaces
available for participants. To improve your
chances for enroliment, please call or email
by February 13, 2009.

We thank you for your prior participation
and look forward to helping you save
money and energy during the 2009 pilot.

Sincerely,

Neel Gulhar '
Smart Energy Pricing, Project Manager

e
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m ' Smart Energy Pricing Pilot
Savings Summary

Colorado PUC E-Filings System

Cheryl V Parks
100 Spot-Club Rd
AmcMD  21M2

Crifical Peak Day

Eechicity Use Reduction

B7% $13.02
Febals wil ba opplisd o you bl |
Typical Use  Actual Use _
2009 m?ﬂmm m?m& m Rebate Rate Relabe
Seplamber 30 i . #1146 PIET
Seplamber 23 18 10 a #1146 #1044
Seplamber 4 23 2 0 #1.16 $0.00
Seplember 3 23 15 8 146 o8
fugust 19 2% 14 12 #1146 s1a0z
dily 28 3 22 4 116 sdad
ity 22 2 24 2 146 $232
duly 18 'y 0 0 .16 000
duly 17 2 22 1 118 #1.18
by 18 2 23 1 118 #1.18
dune 27 20 14 15 148 $17.40
e 10 23 12 4 148 $4.84
Total Savings 58 §78.88

o Taks o ' i L ral o o ip: B min yaur quist ga
Tig: Tak af e Tip: Usss reabural light wh bl Tip: Ba minaful of it sty

Save slecticity — take advantage Limit the ues of lights, sspecially Make sure to shut down “silent
of the warm sesson and safely durireg the day. energy users” which uss elex-
arill autdoors during cilical svenis. tricity sven during sleep mods.

Guestions about Smart Energy Pricing?

Call 1-888-570-7470 1o speak 10 a program specialiel Monday-Friday & a.m. —8 pm. or Sahedays 8§ a.m.—4 pm.

of 2=nd an =mall o smartenegypricinge bge.cem. Vsl bgeconisavemensy b mors snengy-sadng Hps. To mosls
accitianal ips and compare how wall youTs p2riaming in he plol against he average pict pariclpant, send and smal o
sinartenergyp rcing@bge.com and r2quesl an indts 1o Jdn our bsitber page ound on TwitencomS mart Energy.
*Represant: unplanned Crillzal Peak Evenls Mat may have cocurmad oulelds the 2 pm. — 7 fm. window, Unplanned Cribical
Peak Events, such ag unforesesn weathsr and grid condilions, cannel be preciaid and can cosur or any duralion, on any
day, al any ime.

Baltimore Gas & Electric Company, PO, Box 1475, Baltimors, MD 21203
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BGE SMART ENERGY
PRICING HOTLINE
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12.4 BGE Web Portal Examples

For illustrative purposes only

' 'y
alex1's Home J £
in ramirez 1 1
g | {
&
Pr H
F N384 F g :
‘_ NO_TOU H
' Rate: s b B BB BA S SN Ll JH S BAR 1IFN 1AM
o aatly Cloudy 10,008 | KWH
WESSAGES
[— " Bl Cyels: May 01 1o July 1. 2010
£ 3 2 Projected Total Bill:  si7s0z
Tl e g by
Projected Bill to Date: 512795
Today's Cost: 8689
M as g bs Ermdimd io T chavaarisin foe s WIBEE KTy Bl may YAy U T NP SOCRNTY SR GERE BTG

AT BEMD LIS FEEDBALCK,

Apeswst Hobder @i ramweel

Beling Ty Sangie Family »
Asorans T st L
rmiragt Colorsda BOG7 Owrling Szw 1000 s FHHH B, -
Rt Peogiam. MO PO Coobng Contigushan Comrat AL -
Ermiail ] 1 arh e Ve el e Sl g Canfgur e [o—————— o
m AMumter af Pagpe = MoGs s hald- F ] -
O et arew 0 Pool Pumop 7 - »

OP TIONAL INFORMATION

ThEns Boabs & e s 10 ERME R e B0 Ey o1 DT e I s e

Maie i rmporiance of veemg pour sees gy e in Bnvronmanisl e

Rate the snporiencs of nesmg yaur sne gy use = Economic mrma

Meutral

AT D LS FESDRAL K,
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BGE

We're on it:

“OASRNGARD | f TTEVENTE | USER PROFLE

June 2009 - May 2010 | Coat W | May 28, 2010 - June §, 2010 | g [ w |

Wittty | 1400010

IR 2009 Asj MOOY O DOUB Dec 2009 Feb J0L0 A 2010 M priocwees [ Thi wees

£ 3

Usage [uidh)

¥

Cast of BN (#)

Jumne 8, 3010 Cosi  |w Way 8, 2010 - June &, 2010 e Chant | w |
12
= i
L
g g
= = =
- &
H .
L ; 5
a L
v L AU CECI -
I 1AM 1as L Aam ] Y Lo L LA HEy-GF Hay-1) May-1f -2 Mey-28 MR8 un-od  den-0d

B vmoie swans B wmow messa B owners
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12.5 Examples of Utility Collateral and Communications

12.51 Sempra Energy
Website - http://www.sdge.com/smartmeter/smRolloutIntro.shtml

' 4
S0%

] 1ol | More Languacg
1-6".?111]113 Energy u

Here for you, every day.™

Haome Customer Service Brochures & Forms Safety Qutages Environrment  Sign Up for E-mails Contact Us

My Account @

S » Smart Meter Installations TexT s1ze: A 4|4 Smart Meter
- Login i Register
Installation Schedule Overview * Ihe new face of eneray use
I 4 . 2 . 4 ing i o
TR T Ena Smart meters will be installed throughout SDG&E’s service area in several phases. Toumgthe firt Seps

I For Your Business

Building for tomorrow

& Mot all residents and businesses in these communities will receive Benefiting you in many ways

their smart meters during the time frame shown,

LE0 5 Stay connected
For example, customers with time-of-use-meters or solar systems

will receive their smart meters at a later date, SDG&E plans to ¥ Srmart Meter Education Center
complete all smart meter installations by the end of 2011,

Regulatory

Search For Your Home And Business ¥ Smart meter en Espanaol

Find out when your home or business will
have your smart meters installed with
our interactive map.

Smart Meter Home

Recent news about
You can type in your full address, e.g., Smart Meter
house or business number, street

address, and city in the search box, Tell us what you think

Use the interactive map to review our aboul the Smart Meter web
smart meter installation details and
schedule through the end of 2011,

This map details our latest installation
schedule for all the neighborhoods we
serve in San Diego and south Orange
Counties,

Find out when your home ar buzginess
will have your smart meter installed
with aur interactive map,

Interactive map

Installation schedule by Community

Need Help Yiewing The Map?

If you need assistance using the interactive map, you can

contact our customer service center at any time, \ eed D H
Contact us by e-rnail Contact Us.

Sign Up For E-Mail Updates

If you're interested in finding out more specific installation information, bookmark
this page and check our progress. You can also sign up to receive e-mail updates
about the Smart Meter Program through SDG&E's E-mail Preference Center.

DG&E's E-mail Preference Center
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Smart Meter Education Center TENT 5126 A|A[A

Learn more about smart meters and how they can benefit yvou,

Presentations

November 2009
& Srmark Pricing for a Smart Grid World Conference (pd¥)

Oct. 20, 2009
Technical Advisory Committese (TAPY presentation (paf)

September 2009
& Autovation (pof)

August 2009
¢ Srmart Energy West Coast (pd¥)

Picture Gallery

See an actual smart meter installation

Customer Information

January 2010 Energy Notes

Srart Meter Rollout - Bringing you more choices, convenience
and control (edf)

Smart meter fact sheet (paf)

Frequently Asked Questions

Press Releases

FERZ Repart Marks Significant Progress in Dermand Response and Advanced
Metering (pd¥) December 29, 2005

Itron OpenWway Technology to be used with Smart Meters July 30, 2008
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-
S0%

A @ Sempra Energy wiliy®

To be able to view your
energy use information
online, you need to sign
up for My Account,
SDGE&E's online account
management/bill payment
service. You'll be able

to receive smart meter
updates and access
online services Visit
sdge.com/myaccount
and hawve your SDG&E
bill handy.

2000 San Do Gas & Electric Company. &1 rademarks are the property of Eheir respact s owners. A1 rights mserved.

‘-..\A’L

Quick Facts About Smart Meters

What are smart meters?

Smart meters allow for two-way communication between you and SDG&E" These meters
record your energy use information daily. It's then remotely sent to SDGAE's computer
data center for operations, billing and customer service. This means SDG&E will be able
to better manage overall energy needs and quickly detect power outages as they happen.

Why smart meters?

All investor-owned utilities in California are changing out existing electric and natural gas
meters with new, digital smart meters as part of the state's energy action plan. By the
end of 20M, all SDG&E customers will have smart meters as this is not an optional meter
upgrade. To view the installation map and schedule, visit sdge.com/smartmeter.

Smart meter technology will allow you to make smart choices to save energy and
money on your SDG&E bill. For example, with smart meters you'll have the same type of
access to your billing and usage information that you currently have with your bank or
credit card company. You'll know exactly when you use energy and what it costs to use.

What happens to SDG&E's meter Future benefits of smart meters
readers? In the future, through your smart meter you'll

For quality assurance purposes, after initial

installation, meter readers will continue to read
your meter for the next few months. Eventually,
meters will be read remotely. Training and work-
shops will be offered to SDG&AE's meter readers
to help thern transfer to other jobs within the
company. SDGAE will still need to access your
meters for safety and regular maintenance.

Is the smart meter network secure?

The Information Technology (1T) security
controls in place for smart rmeters reflect
energy industry best practices. They're
designed to provide a very high level of
assurance that our systems can't be
compromised. SDGEE considers security

a top priority. We take all reasonable and
necessary steps to ensure the services we
provide our customers are not only high quality

and easily available, but also extremely secure,

& Printed on recyded paperw ith soy-hased inks.

be able to remotely control “smart appliances”
like your thermostat at your home or business
through the Internet.

Very soon you'll be able to view your energy
use information through the Internet. Knowing
how much energy you're consuming on a daily
basis can help you better manage your energy
use and save money.

For more information about SDG&E's
Smart Meter Program, call 1.800.411.7343
or visit sdge.com/smartmeter.

Smart METER

HB0OZI BT OSI0155M
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12.5.2 PG&E

Website - http://www.pge.com/smartmeter/

For My Business Legir  Akod MCAE | wodinMowstoon | Corooes | Cormact U Ezaefiol | P70 I

MAMNAGE MY ACCOUNT SAVE ENERGY B MUNEY ENVIRONMENT ECUCATION & SAFETY

SmartMeter™
Information is Power

Bay Arez leaders describe the role of
SmartMeter™ and the promise
of the green economy.

Getting ¥our SmartMeter™ Device . -
Reporting an SmartMeter™

Learm aboul gacting your Sresrbdater™ davice and when i will be installad Progress

st vour home. Yoo canvew ¢ vidoo of the installation procccs, learn aboct

wihal zo expect or installation date 594 things you =30 do to prapare for

ing:al stcn. Leera mare about PE4E's

Smarkicter™ procram
trrough its 24923 of reporc
ta Caifornia -cgulators.

YWhat SmartiVeter ™ Can Do For You

Leam wiat Smarthizoer™ can do “cryou by sweatching a wideo skowing ho
Han Hunter tnm Hakarsteld nsad Smandtdater™ feckrelagy o sae b 1
cr hig enargy kil You ca alza lzarm how it works he Smarthacer™
kenefts and the furure of Srarth/eter™ technolccy, Srrathlete™

L chirmlugs bredpes yoo Conbrol your wnengy use =l sawe money,

Read the "See Your Power”
blog
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Visit www.pge.com for more ideas on how to save

ABC Corp, Danville Restaurant Branch
6000 Main Street

Danville CA 94506
Ilt“lII|ht|ll'll“llliI‘Itlihl"“llll“lllI:

IMPORTANT
CHANGES TO
YOUR ELECTRIC
RATE PLAN!

Your New Rate Plan is A10-TOU/CPP

~ Critical Peak Days

Your rate plan now includes occasional critical peak days that will
lower your rate during most of the year.

During cccasional critical peak days, which you will be warned

of in advance, prices will increase dramatically - up to 60 cents.
pear KWh during a few peak haurs.

For every critical peak event, PGRE will contact youwith a personal-

ized list of sim ple actions you can take that will save & considerable
amount of mansy on that day.

Demand Prici

In addition to pricing on how much energy you use over the
course of the day, PGAE alse charges a lee based on the maxi-
mum average amount of electricity used in amy 15-min peried for
the month. For summer, this fes is $10.27 per KW, For wintar, it is
$5.76 per kW.

Under demand pricing, you save the more you reduce your par-

sonal peak demand. PGAE will help you identify these peaks and
recommend ways to save.

YOUR ELECTRICITY PRICES

The latest
thw—m

Summer

CRITICAL PEAK Upto &0 cents per KiWh

PEAK, 18.5 cents per kiWh

PART-PEAK 14,1 ceris: per kil

OFFPE&K 12,6 cerits: per Kih

PART-PEAK 111 cents per KWh

OFFPEAK 10 cents per Kivh

TIME OF USE PRICING

While critical peak days are spacial cases,
on normal days you currently pay different
slzctricity rates during different parts of the
day, based on how much demand there is for
During summer weekdays, you pay:

PEAK, PRICES from noon to 6:00 PM

PARTML PEAK  for the rerna inder of the standard
wiorkday [2:30 A - noon, and
&:00 PM - 9:30 PM|

OFFPEAK PRICES  after 7:30FM*

During the winter, you pay:

PARTIAL PEAK times onweskdays betwesn
£:30 Ak and 7:30 PM

“Pharta: W wssbis re. ared holichayn ar abeeys ofipash

SEE THE OTHER SIDE FOR HOW TO REDUCE YOUR BILLS
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Visit www.pge.com for more ideas on how to save

Savings Opportunities
A T2 PR Y

peak days, and between noon and &:00 | Upgrade your current refrigerators $77
PM on weekdays during the surmmer. ST S

_ Upgrade your current ovens $542
For more ideas on the best stepe that a to an Energy Star model
business like yours could take to reduce | Upgrade your current freszers $135
their electricity bills, visit pge.com ar to an Energy Star model
text “Biz” to PGESaves [T4372837]. + Enroll inthe PG&E eff $288

lighting program

POTENTIAL SAVINGS FROM THE NEW CRITICAL PEAK PRICING PLAN

£12,000 l 10%
10,000
i £,000
|§ 4,000
3
< &0
2,000
" VAR v——— 4 5% educed
critical pesk days

Under the new critical peak pricing plan, if you do not change your electricity use your bill is expected to remain
maostly unchangad. However, if you reduce your electricity use a mere 5% during critical peak days, you could reduce
your bill by close to 51,000 a year.

PGRE 245 Market Sirest, San Fanc gco, CA Business Custormer Sereice Cerier 1-800-448-4743
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i} GE Lege: —
a GE-brand meter

&) Meter Number
This is the number shown
in the ElectricAccount Detail
of your energy statament
under the heading Metar #

Digital DN Window:
0 guiony

your energy use [ses below
and right for display

The AUMDer 3t the tep S the SMount in kilowatt
haurs | of @rergy you hawe used o date since the
irstallation of the meter For reference, if you leave 3 100-watt
light bulb on in your hame for one hour per day for 30 days,
the energy used is 100 watts = 30 hours = 3,000 watt hours,
ar 3 K'Wh. The three-digit nurnber at the boteom is the actial
armaunt of @nsrgy you're using right now. For irstance, 1.02
means you're using 1.02 kilowatts—or 1,020watts.

andhiﬁ-rLlnn
Confirmyou have a
Landis+Gyr-brand metsr

€3 Meter Number:
This is the number shasn
in the Electric Account Detail
of your energy statement
under the heading Meter #

© Digital Display Window:

Chieck your use [ses balow
and right for descriptions|

Your Landis+Gyr SmartMeter™ slectric meter automatically cycles
through either three or five displays, depending on your model.

) This five-digit nurmber is the amaunt in kilowat hours
_ | k¥hl of energyyou hawe used i dae since the installation
of the meter. [Fyou legve 3 100-att light bulbon in your
home for one hour per day for 30 days, the enengy used
is 100 watts = 30 haurs = 3,000 watt hours, or 3 KWh.

Read the bottam s2ction on the back to find out fiow 6 rack you rhoury eleciric use online,

er™ Program

The mumber 8888 with all the elements lit
werifies that the display is working properly.
The three-digit number at the bottom is the
actualvoltage |or electrical potentiall right now.

On indicates the switch is closed, and power
is being deliversd. OFF indicates the switch i
OpEn, and poeer is not being delivered.

| _ |
Al [for Advanced Distribution Infrastructure|
displaysw hen the MEter & communicating
with ehe on-board SmartMeter™ module,
Deliversd, at the batom right of the displays,

indicates use. If thereis no power being used,
itdoesn't display.

 [maBEBEEE= |

The number SBEBSA with all the elements Lit
VErifies that the display is working propery.

This sb -digit PUmber is the acwal amount of
3 ou're using right now. For instance,
001 F39 Means you Te using 1.93% kilowatts—
oF 1,939 watts.

‘mu

VLT indicates woltage |or electrical potentiall is
being deliverad. CLS indicates te switch is Closed
and power is being deliversd. These gisplays are
not swEilable on &l models.

¥ LT reading of zeros indicates voltage is not being
delivered. OPM indicaes the switch & openand
poweris not being delivered. These displays are
ot Fvailabie on all modeis.
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How to read your SmartMeter ™ residential gas meter

The SmartMeler™ gas SmartMeter™

SO
OO s

The adomister-like mechanical dials on your
gas meter measura the therms of gas that have
traveled through the meter into your home.

four gas meter uses multiple <lock hards and
typizally has four dials to read. The first and
reading the meter, ifthe dialis bebsy ean tao
numbers, uss the lowsr nurmiber. For instance,
the meter pictured hare reads §, 2, 3, 9.

The twodials without numbers are used by
Pi34&E when testing the meter for accuracy.

Read the nsxt section to find out how te track
vour daily gas use online,

How to track your energy use anline,

Mow for the first time ever, you can see exactly how
much gas and electricity you're using up to the previous
day and when you're using it. Knowing how much
energy you're using puts you in control of your energy
use, and allows you to make smarter enargy choices.

With Smart Meter™ technelogy, vou can track your ensrgy use
history enlinz. If you don't already have an online account, you
can sat ane up in just a fas minutes

B to: weaLEgE . COMU Mya ceount

© The first time, you will click on "Sign Up’

* Fillin the required infarmation. You'll nesd vaur PGAE
axcount number and the pimarg phone nurmbsr on
ST 3CCount.

Once you've established your online account, wou can
right up to the previous day at v pge.com/myaccount,

* Usage History
+ Hourhy Cally
gy

Once vou've logged in, click on ‘Usage’ an
thea left navigation bar.

Salzct 'Usage History' to see your
month-by-month energy use and compars
your monthly bills. Clicking on *Hourly/ Daity
Usage’ will shew you hour-by-hour electric
or dag-by-day gas erergy use information
lexample shown below .

Dally Enargy Lise

=1 ~a ) W £ wan [ (2] [ LAl 2] LY

For more informatior sut the SmartMeter™ program; visit Www. pge.com/smartmeter

or call 1-B&&-T43

Landis,
By
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SmartMeter” technology
Is coming to your area.

Giving you more control over your energy usage.

With Srnartheter™ autornated meter -reading techrology, you will no lenger have
to wait far a monthly bill to krow how much erergy you uss.

Within irnately 30 days of installation, youwill be able to log on to
pae ry account to see and track your hourly electric ard daily gas snergy use.

Onling you can

+ See usage data from the previous day

= Track electricity use hour by howur or track both gas and electric use day by day
# Cornpare your energy use rmonth by mionth

You can use this information to see how and when you can reduce consump tion
and lower your overall ensrgy bills.

For mary inkermatian aoout the
wish pge com/ smartmecer o call |
e i T TRC

4

2-Sided SmartMeter Benefits: 8.5"x 117 Side 1

SmartMeter Pre-installation DM, Touch 1: Creative Presantation, Round 7 December 10, 2009 4 o A W] @
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Irthe future, with technology enabled by
FG&E and our partners, you'll be able ta
control a network of smart appliances and
electronics from an energy control hub.

B TR e i A

2-Sided Smart Meter Bensfits: 85" x 117 Side 2

SmartMatar Pra-instsllstion DM, Towch 10 Creative Presartation, Round 7

Dimcam bar 10

1009
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12.5.3 OG&E

Website - http://www.oge.com/environment/EnergyEfficiency/Pages/Smart%20Grid.aspx

’ ®
/

OGE CORPORATE

SE+ | COMMUNITY » | ENVIRONMENT » | SAFETY» |

OGE Home » Enviranment = Energy EFiciency = Positive Energy™ Smart Grid

¥ Energy Efficiency

Posil
Grid

ive Energy™ Smark

Technology Center

Energy For Hame

Energy For Business

» Environmental Footprint
» Envikonmental Initistives
* ‘Wind Power
* Geathermal

» Self Generation

OGEE is investing in a new kechnology to help customers more
efficiently manage energy use and costs to fit their ifestyles, It
also helps OGRE offer even more reliable service in a cost
effective manner and ko maintain reasonable rates,

OG&E calls this our Positive Energy® Smart Grid program.

It uses a secure wireless netwark For bwo-way, real-tine
commurnication with smart meters installed on the outside of
customer homes and, communicating programmable thermostats
and touch-screen information panels inside customers’ homes,
Information also will be made available to customers on a secure
Inkernet portal,

wihile we believe smart grid kechnology is the foundation for the future for our industry, we are carefully
identifying how it can best benefit our customers and our company.

The First step was a study begun in the summer of 2008, invalving 6,500 smart meters installed in
northwest Okdshoma City. e are able to remately read customers’ meters, connect and disconnect
service and know immediately if a customer has experienced a power outage. About 25 of those customers
hawe received touch-screen information panels and communicating programmable thermaostats, allowing
customers to see what electricity is costing each hour of the day so they can make informed decisions about
their electricity use,

Norman First Smart Grid Community

Our ek skep in 2010 is installation of 42,000 smart meters on customer homes in Morman, Oklshoma, and
the installation of the information delivery infrastructure to carry the information to and from the customers
and OGEE, An estimated 3,000 Morman cuskomers will be asked to participate in a study in the summer of
2010 and 2011 using the in-home devices andfor Inkernet portals as & means to get electricity pricing and
usage information,

OGEE received notice Cctober 27, 2009, that its application for $130 million in smart grid stimulus funds has
been approved, pending negotiations with the Department of Energy. The company will seek state
regulatory approval for recovery of the remaining costs of the almaost $300 million deployment across ks
entire service territory over the next three-five years,

At the same time we're working with our employees and knowledgeable industry partners on a plan to
expand smart grid to customers in our entire 30,000 square mile service territory.

Mare infarmation about the OGEE customers and emplovess invalved in the Oklahoma City smart grid study

MY ACCOUNT

Positive Energy TOGETHER

Be part of our Smart Study

Live in Morman? You can be part of a study ko
see if smart grid technology helps you save on
wour electric bill,

How Smart Grid Works

Wiatch this multimedia demonstration about
hiow Smart Grid technology helps custamers
save energy and money,

Mare Positive Energy
Learn more about the benefits of smart grid,

For Your Home

Energy Tips For Your Home
Ways b0 save time, energy and maney,

Home Calculator
Estimate wour home's energy usage.

Eneray Efficiency For Your Home
Witays to make your home more energy
efficient while maintaining its comfort.

CUSTOM ENERGY REPORT

Learn what you can do this week, this month
and this year to save time, energy and
mangy,

Custom Energy Report
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oG

News

MEDIA ADVISORY FOR February 15, 2010

OGA&E installs first smart meters in Norman
Entire community to get energy efficiency technology

WHAT: The first installation of a smart meter in Morman, OG&AE's
first smart grid community.

WHERE: The home of OGAE customers Gary and Fam Clinton,
1015 Lincoln Green, Morman.

WHEN: 9 a.m., Monday, February 15, 2010

WHY: OGEAE is replacing 42,000 meters for Morman business and

residential customers with smart meters. Smart meters
measure energy use just like current meters. The difference
is smart meters have a component that communicates
energy service and kilowatt use information through a secure
wireless network to OG&E. The smart meters allow for
remote meter reading, senvice connection and disconnection
and automatic outage notification should a customer lose
power. The smart meters will be installed across Morman
heginning Feb. 15 through May.

BACKGROUND: OGAE is installing smart meters as part of its system wide
comprehensive deployment of smart grid technology over
the next three to five years. It's one of four strategies OGEE
is pursuing to delay the need for a new fossil fuel power
plant unit untl at least 2010, Other smart equipment also is
heing installed on the OGAE electric system to increase
power quality and reliahility.

As part of the Morman deployment, OGE&E is recruiting
customers for a study of new smart grid equipment in the
home or busingss and new pricing plans. The study will
determing if having individualized energy use and cost
information helps small business and residential customers
make choices to use less elecincity during hot summer days
when the cost of electricity is highest.

VISUALS: Meter techs taking reading and then replacing meter with
first smart meter in Norman, along with homeowners.

CONTACT: Karen Kurz (4058) 823-8201
Sandra Longcner (405) 808-8605
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WITH ALL YOUR POWER + WHAT WOULD YOU DO?

decades - as OG&E's Positive Energy® Smart Grid program

We're partnering with Norman customers on an exciting new
I initiative that will influence energy usage in this country for

brings intelligent energy technology to our state

America’s energy future is being
transformed, right now. In Norman.

Pusiles Ene 'F" Sena 11 Carval

H you live s Norman, lesrn more or ssgn up to

parbipale in the study at oge com/smartstudy louclhql

w‘,’ OGE.COM
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OGE
/

OG&E Electric Services
January 13, 2010

Name
Address
City, State, Zip (to show through envelope window)

Deear first name last name:

Great news--Norman will be one of the first comprehenszive smart grid communities in
Americal

Smart gnid technology offers several benefits to yon and to OGE&E operations that will
save money, save time and help the environment. It supports the following mnovations:

= Automatic notification to OG&E when a power outage occurs at your home or business
* Remote meter reading
» PRemote connection and discomnection of electnic service (*see note at end of letter)

During the next several months, OG&E employees and contracted personnel will be
crisscrossing the town to install smart meters on virtually every one of our customer’s homes and
businesses, including yours.

All workers will be identified as OG&E or working for OG&E, as will their vehicles,
uniforms and identification cards. When they visit your home or busmess they will leave a
notice so you know your smart meter has been installed. Or if there is a problem, the notice will
mclude a phone number for you to call to reschedule your smart meter installation.

Because the techmician has to remowve your current meter to replace it, you will
experience a temporary loss of power. In most cases the outage should last for enly a few
seconds.

The new smart meters perform the same fimetion and are subject to the same strict testing
standards as current OG&E meters. The main difference is that your smart meter has a
communications component to send and recerve information from OG&E via a secure, wireless
network also being installed around town throughout the first half of this year.
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In fact, if you are interested in being part of a ground-breaking study in Norman, please
titltwmmﬂmgﬂhg; Enrellment in the study is limited. Asa partl.n:lpanl: vou
will receive mformation at your home or business about how much electricity you are using, the

cost of that elecmicity and how you can make smart chotces to reduce vour bill.

It 1s expected that the average Norman study participant will have the oppornmity to save
over normal electric rates this summer. Plus, your results and feadback will help chart the course
for OG&E and America regarding energy effictency. It's that important!

Additional personnel will be in Nomman over the next several months to mstall other
amart grid techmology on OG&E s distribution and transmmssion network. It will help to improve
power quality and help prevent or reduce service outages. Others will record OG&E eqguipment
and facilities to update current service maps and continue to ImMprove service.

Smart grid teclmelogy can help cut costs, lead to greater efficiency in energy
menagement and is integral to OG&E’s strategy to delay the bulding of & new power plant until
at least 2020, All of these benefits can add up to hundreds of millions of dellars in savings for
OGEE customers and help for the envirenment.

Thank you for joining us in tlus effort. Let’s get smart TOGETHEE.

OG&E Customer Service Team

*Please note that because smart grid will allow us to remotely tum off service without
dispatching a erew member to the smart meter to disconnect service, we will 1o longer place a
notice on the door when service 13 discomnected. Customers scheduled for service disconnection
will continue to recetve notification by mail and phone as we de today.
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( 25 )

WITH ALL YOUR POWER -E WHAT WOULD YOU DO?

['ll connect vou to
OG&E's smart grid

........

FEEL L T e B
U TR

T T O R
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WITH ALL YOUR POWER + WHAT WOULD YOU DO?

You are now part of OG&E’s
smart grid community.

Positive Enargy® Smart Grid

OGE

If you have any concerns ragarding your mater installation,
please call DGRE customar service at 272-9741. Hyou're
calling from outside the Oklahoma City matropolitan area,
call us tollfres at B00-272.9741.

OGE

CGE.COM

We were unable to install
your new smart meter.

Owr tachnicians triad to install your rew smart alactrical
matar today, but ware urebls bacausa of tha following:

An obstruction such == a bush, tree or other chetacla.
Youwill need to clear that obstruction bef ore tha smart
mater can ba installad.

W could not gain access to your mater.

Othar,

Famsa call 877-367-4144 toll-free within the naxt savan days
to rescheduls your smart matar installation.

Dion't miss out on tha great opportunities our Positive

Energy” Smart Grid technology will previde for you and
QIGRE to battar marage slectricity costs and reliability.

55 )

POSITIVE

Thank you.

EnEnaY \ OG.E
TOGETHER
CGE.COM

CSAE Form 55 -2m (Rew. 04110)
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12.5.4 ONCOR

Website - http://www.oncor.com/tech_reliable/smarttexas/default.aspx

SNCOR 4 3 Technology &
' A Reliabiligy__
3 P F ; . : ' e

Oncor Home > Technolegy and Reliability >

[Search m )

Pathway to Power SMART TEXAS - RETHINKING ENERGY

ks A — The program will allow consumers to see first-hand the
N PUENERFHEIEE Y- benefits of the technology and how they can take

Deployment Schedule advantage of those benefits by using the new smart SMART ms

v ekl T meters that will be installed throughout Oncor's service
area through the year 2012,

Interactive Pathway

to Power Smart Grid “wiith this education campaign, we believe that

B b b consumers in Oncor's service araa will better

Materials understand how to take advanta_ge of the_oppor‘tumhes
that the new smart reters provide and will be able to

Games reduce their demand - along with lowering their bills
and helping the environment,”" said Bob Shapard, Oncor

Tour Schadule CED.

Video -
» Mew Srnart Meter Deplovment Schedule

FAQs
v Mews and Info

v Interactive Pathway to Power Smart Gnd

¢ Customer Education Matenals

v Games
Don't miss what's

v Tour Schedule new...follow us on Twitter
and Facebook:
v Mideo www twitter comfsmarttexas

¢ Frequently Asked Questions (FAGQs) www facebook . com/smarttexas

If you have questions, please contact your Retail
Electric Provider with the number provided an vour
electric bill or call Oncor at 1-800-518-2380.

En Espaftol

2010 Oncor All Rights Reserved.
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Interactive Pathway To Power Smart Grid

.
%

1erqgy, INRIOUREOMme

SMART TEXAS

rethinking energy

1. Replace regular light bulbs with CFLs.

2. Use a power strip and switch to OFF
when electronics are not in use.

3. Operate dishwashers and washing
machines with full loads only.

4. Clean or replace air filters once a month.
5. Seal leaks around doors and windows

with weather-stripping and caulking.
(\ www.smar texas.com
www.facebook.com/smartexas
R |
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ovwrwee: do things igper
‘here in Texzs, and our
roll-out of achanced.
meters wil be no diffier-
ent. This deplopment is
apiant step farward o
‘ ‘transfirm Trxae dectric
transmisdon and
distribution nerwod:
grid in the nation by 2012, which should
Jead to sipnificant emisinns medvctions and
sconnmic ben it to consmers.
Far s Jong we've been preach ing an enmgy
efficiency messape and asing conmmens o
ool their mempy consimption bat it was
like we pave them a car with no speedom-
eter. How can you slow it down if pou hae
10 idea howr Bt youdte pring W, the
aroind since hefiore the rotary phone and
the time has come to hames the power of
technailogy o that dl Temns can be smart
ahout ther energy consumption.
We: hope: you will embrace this new toolas a
way torethink the energy yon useand start
o playa moreadive mlein modemating
FOUL COnSImption.
We realize that in onder o embrace this new
‘oo, pou need to Jearn abour iis capahilities
and how auar techinol opy inwsrment warks
Melohile Bxperience Center tothe people we
merve in the communities in which they live
‘This is the first time in the mtion that a

focus On

'hink about the energy you use to coal

your home in the hot Texms summer,
or to catch up on lanndry on the weekends,
or to run the distwasher rpeatedly o keep
up with the mm.i.udy endless stream of
dirty dishes. How much energy are you
using to nun your home and are there ways
to reduce your co nsamption and seill do the
things you need to do to live combortably?

Until now, the outside meter with s
spinning wheels and small promt was
I'h.ﬂ' th Jndlfﬂjm ﬂf hﬂw }I\:\L‘l. b
consuming energy and most consumers
didnt have the dighrest idea what the
meter was telling them.

With a recent announcement about
advanced, automated meters, Oncor and
Landis+ Gyr will transform Tewas” eleceric
transmission and distibution  netework
into the mos technologically advanced
grid in the natien by 2012, which will lead
to significant emisions eductions and

ecnno\mic bf.ﬂ.!‘ﬂ!! T CONSWITIErS

At the center of this transformation is an
advanced meter created by Ln.u.d.h-rG}r:
and customized for the Texss market
allowing our sate to pur the power of
energy efficiency in the hands of our
residents. Similar to the winy you can see the
ternpemtire on a thermostat and adjust it

up ordown, the new adwanced meters will
enable youto see your energy consumpricn
and adjus it In fact, evenrually your
Advanced Meter will be able to “talk”™ to
your appliznces indde your home.

Youllbe hearing more about these advanced
mizters as the two companies — Omcor, your
electric delivery provider and the compamy
thar keeps your lights on, and Landis+Gyr,
—take the Smart Texas Mobile Experience
Cﬂm‘r o y\:\u—rmmh}r

The Mobile Experience Center features
1000 square feet of interactive videcs
and real-wodd demonstrations Inchuding
one Eu.h.l.ri.ng: the states Power to Choose
initiathive. The exhibits allow customers to
see first-hand how to use the new meters
thar will be installed as well as how to
choose a Retaill Provider to maximize the
savings opportunities

The trailer will be brought to hundreds of
cities across the (ncor service territery to
ensure all of s customers have a chance
to learn more about the new meters and
their potential.

SMART TEXAS'

rethirking enengy
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WELCOME TO
SMART WICHITA FALLS

The power is now in your hands
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SMART TEXAS

redfur kang anecy

IMPORTANT INFORMATION

ABOUT YOUR NEW
DIGITAL ADVANCED METER
AND POTENTIAL SAVINGS

BENEFITS FOR YOU

INFORMACION IMPORTANTE
ADENTRO

The Public Utility Commission of Texas s provd to werk

with Crrecor b bring new Advanced Metzrs to your homes

and ecmmunity. Since slkectric compsliion starked, aur mission
has been ko make sure that consumers know about the cheoicss
thert arz evailable when it comes o slectiaty, incloding retall
skeciric provaders and plans. For exampls, you can visit
www. powertochoose.org lo review and select the ket
skcinzity provider and plan that bits your needs.

Lindil recr, o heres recsived on skezine bill with the total
aresunt dus, but mery fimes without a complele onderstanding
ab bowe o used slectricity. The new Advanced Meters will
enable you to know when you are using the mest sleciricity
and give you the abilify i trazk that wse in 1 5-minuts intervals
This wry you can maks decisions or changs behaviars o
belp levwer your snergy use and mduce your cosh. We ae
ubing the contrel of slketricity use in hands. Soon, we
sxpect Refoil Elecine Previders will offer mnesvative plans made
possible by Advanced Melers.

Tesans nead the right tacls iF we are to begin reducing srergy
demand. This meter will not enly give you cost sevings, bt
uﬁnpm\ﬁdlﬁ:rgmhr ruﬂub'ﬂfbhcpwhﬁunnund
make the air cleaner. The Advarced Meters will put us on the
mudhmﬂngﬂ'uu ;undfh-nl'mk:alymrr“h

will hove a pasitive sffect on the huturs of cur slecinie grid and
the enviranment. The resulls will be bsther for Texas and beter

far yeou,

Sincershy,

Barry T Smitherman

Chairman,

Fubliz Uhiy Commissian of Texas
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Dear Electnc Customsr

I the nest b wesks, Onoor, the company whe delmers

lectricity bo your home, will be replazing yeur sxishing

sleairicity meter with o new digital Advanced Mester During

rplocement, thers will b= o momentary interruption of your

o, ﬂ::rwu weill weant b bake any recsssary precautions
e

What does his mean for yeu® It means that ance your new
digital Advanced Mebsr is in plocs, you will have mors
InE»rmahm at your fingnr Fipss for hﬂp you hater undsrstand
herer emel wehen you are vsing sleciricity. This wil | allowr you b
maks bstier choices about your sleciricity usage b help sove
you meney on your eleciric kil

Your new digital Advanced Meter:

* Mo benger requinss o meler readsr ko come o pour home

*= Prosvides instant powesr cutage naties and mors reliable
electricity delvery 1o your home

= Sencls infermation wirelessly to Cncor

® Char time will icle you with detailed readings of your
-Hﬁmﬁmm Cincer website

* Communicates sasily with ather programmed devicss within
the home to meniter sleciricity consumption

* Records slectricity use m 15 minule inbervals

* Has ne moving parts — it is solickstate and Fully digital

IF you have queshans, please contact your Retail Elactric
Pravider with the numbsr provided on your slsciric bill o
call Cneor af 1-800:518-2380.

Themk you bar your coopsration.

Estimade Consumdor de Ekciricidad:

En las imas semanas, Cncon, o compafio qus s

dactmm a w hagar, substituirg su dar u:uhn:r:ﬁqlu

skcimizidad por un nusvs Medidor digital Avanzade. Durants

2l reemnplazi, haked una interrup<idn momenkinea de s

srergia, osi que usted quend temar bdas las precaucionss o
icders meczsanios duranks 22 tiempe

$Cué significa este para usted? Significa que una vez que su
nusvi Medider digital Avanzada s9d en lugar, usted teredrd
més infermacian a lo mano para ayudards a mejor srlsndsr
céma y cudnae vstsd ssbd consumisnde eleciricidod. Ede
srmilind cqus ushed bome decisionss sobre su uso de
n elctricidad para ayudarle o aherrar dinera 2n su fachira
de alectricidad

hnm“ﬂ-‘hﬂm

* Eliminara la necssiclad de que un Banko venga a sucasa
pqmlurllm-did;: L g

- nohhcaciin n ik a s
WW%&-EMM uaumhaqw !

* Erwvia bn informacién inalambricamsnte a un sisema
de dates centralizade sn Cnear

* Schre flemps fe va prosssr leclura detallada de u vse
de slectricidad sobre el sitic de wsb de Onoor

* e comunica con ofros aparakes programades denire
dﬂhcgurpum mwimhmmﬂch&n de slectricidad

. stra la inkormasian de consume de slecricidod en inter-

de 15 minubas
® Flo tiene ninguna pieza mévl - 2 ds sstade salida y

cm'pldum d-lg-Hd

S0 liene 5, por faver contacke su
d:um‘ldﬁwdprmm
&l nimera =n su cusnio

sléctnen o llame Cnecor sn
1-BO0LE] 82380

CFrocias por su conpsroidn.
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12.5.5 Duke Energy

Website - http://sustainabilityreport.duke-energy.com/products/smart-grid.asp

kEﬂem. Letterfrarm the Chairman | Five Viewpoints | Supply % Eneragy Efficiency Options | Sustainability Plan & Approach | Feedback

Search m

INTRODUCTION PRODUCTS & SERVICES ENYIRONMENTAL FOOTPRINT QUALITY WORKFORCE STRONG COMMUNITIES GOVERNANCE & TRANSPARENCY

Haorne * Producks & Services » Srnart Grid: Enabling Affardable, Reliable and Clean Energy

& SERVICES

SMART GRID: ENABLING AFFORDABLE, RELIABLE AND CLEAN ENERGY

Building a smarter power grid is an essential part of our efforts to provide customers with
Energy Efficiency: Making affordable, reliable and increasingly clean energy. To help accorplish this goal, we plan to
Progress invest up to $1 billion over the next five years to continue modernizing our power delivery
Balancing the Challenging system,

Econorny with the Meed to X . L . . L.
Raice Rates “Smart grid” refers to the digital modernization of energy delivery, By adding digital, two-

way communication capabilities to our power lines, we can boaost efficiency, help reduce
dermand, and improve reliability and custormer service,

Products & Services

Renewable Energy Business
Saining Mornenturn

Duke Energy Partriers with Faor example, smart grid technologies:
Chineze Companies to
Accelerate Clean Energy
Development

» Smart Grid: Enabling
Affardable, Reliable and
clean Energy Provide customers with additional information that may help thern use energy more

efficiently, save money and reduce their carbon footprint,

Allaw us to read meters and fulfill requests for service connections and disconnections
remotely

Help reduce outages through new “self-healing networks” made up of digital sensors and
switches that automatically reroute power when a problem ocours

Choosing Green Power

—

 oe— e
Investing in Smart Grid
Duke Energy is investing up o 1
hitfion aver the next five years in
smart grid fechnologies,

Duke Energy received regulatory approval in late 2008 to implement smart grid technology in ©hio. In 2008 and 2009, we

installed approximately 60,000 smart electric meters, 40,000 smart gas meters and 4,000 communication nodes in the state,
Wwhen our five-year rollout in Ohio is complete, we'll have approximately 700,000 smart electric and 450,000 smart gas meters

in service.,
Mgi_ng_ e are retooling our smart grid proposal in Indiana after the state utility regulatory cormmission rejected our initial plan in
Technologies Movernber 2009, In the Carolinas, we continue with pilot installations. Our smart arid efforts began in the Midwest because our
Fogers Inducked into Energy electric meters in the Carolinas were upgraded more recently,

Efficiency Hall of Farme

Power Reliability: Always a
Pricrity

Custorner Satisfaction Survey
Fesults

continue to work with the DOE on finalizing the terms of the grant contracts,

Duke Energy: Envision Smart Energy

Envision™

P o) DO0sE4A3 @

L]
L &)

In 2009, the U5, Department of Energy (DOE) awarded us $200 million under the American Recovery and Reinvestrent Act to
support our smart grid projects in the Midwest, and another $4 million toward our smart grid efforts in the Carolinas, we
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