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Enclosed for filing please find Florida Power Corporation's Request for =

' Confidential Classification. The Request references two attachments A and B.
Both attachments contain i) a sealed envelope labled “Confidential” containing a .

highlighted copy; and ii) two blocked out copies. _

ACK . — Please acknowledge your receipt of the above filing on the enclosed copy g
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% Florida INTEROFFICE CORRESPONDENCE

CORPORATION OFFICE MAC TELEPHONE

SuBJECT: Questions # 26, #27 & #28 FPSC Selective Management Review

T0: Commission Review Committee DATE: May 1, 1997

Attached, please find copies of blank customer satisfaction surveys performed by the Company
over the last five years and the annual results of these surveys as they pertain to Distribution. 2 'so,
included in these documents are our instructions and procedures for the administration of these
surveys. These documents are proprietary research conducted solely for Florida Power Co-poration
and are stamped in red as “Confidential”.

Enclosed, p}-ase find a completed and signed confidentiality form.
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{ltem Desgrigtion Contiyed On Gack)

TO: AU MANAGER Vimss

DATE:

THE REQUESTED RECORD OR DOCUMENTATION:
([ WAS BEEN PROVIDED TODAY
@ [ CANNOT 85 PROVIDED BY THE REQUESTED DATE BUT WiLL BE MADE AVAILABLE &Y
™ E’mnmmm%%nmmmcmmm MATION A8 DEFINED IN 364,189,
389,063, OR 367.158, F.5. T0 THIS MATERIAL, THE UTILITY OR OTHER PERGON MUST
CLASGIFICATION WITH THE DVISION OF

@ Wu THE ITEM WILL NOT BE PROVIDED. (SEE ATTACHED MEMORANDUM
M /f/t’z'gff/"!{/ - Director Dist. r?cmd'l‘edn

[(SIGHATURE AND T
Oistribution:  Original:  Utilty (fer —hhdr—-um
Copy: Audit Fils and FPEC Analyet

PSCIAFA-E Rev 2/85)




CONFIDENTIAL

Commercia) & Tndustrial Cistomer OpinionSurvy
' Fowth Quarter; 1992

METHODOLOGY

The- Commercial and Industrial Customer Opinion Survey is based on 354 telephone
interviews with small and medium energy users and 152 in-person interviews with large energy
users, among a cross-section of businesses in FPC's service territory. The total number of
interviews completed in each division is:

REICHMAN-KARTEN-SWORLD, INC.



Large Small/Mediua

Enscgy Users

" . ™

152 36

South Suncoast 49 101
Nerth Suncoast 32 101
Central - 22
Horthern - 6
Ridge - 6
Mid-Florida &la 53
Eastazrn a5 58
Headquartars ° 2 7

wﬂmmwwmmmmm-mmwwm
large customers use 350 kW and over per yearn. As a general rule, whes companng the
md’h“mwhmofmmﬂmdlmmm.ldiﬂmm
ef9.4pdmumﬂﬁﬂdmﬂsﬁﬂﬂyﬁpﬂm The telephone surveys averaged 19 minutes
hthMWumdamm. Telephone interviewing
mmsamms.:m h-pmhmicmbqno:mbu'sm
mwdums.m

Mwugmmmm.wmm;m;
the study. FPC was identified as the sponsor. Questionnaires for both telephone and personal
mewnnhdummmmmmm. People
Hmﬂﬁdugupnhﬂm':'wmnh’mwdfummmy.
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More
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Rescarch Based Stategic Market ing Analysis

1993 Commercial and Industrial Opinion Survey Results

CONFIDENTIAL

Mathodology

Interviewing for all five studies was conducted from October through December,
1993. For i-lorida Power Corporation (FPC), interviewing began October 4 and ended
November 12, 1883, A total of 486 FPC commercial and industrial customers were
interviewed. The FPC survey was an update of a similar study conductad in
November 1992. In the present survey, 127 large customers were surveyed through
an in-person interview, and 253 medium and 106 small customers were interviewed
during a 20-minute telephonae interview. The sample was provided by FPC, and the
questionnaire was jointly updated by FPC and Reichman-Karten-Sword, Inc. (RKS),
who conducted the survey. FPC was identified as the sponsor of the research.

17




1983 Commercial and Industrial Wants, Needs and Expectations Survey Results

Methodology

interviawing was conducted from October 25 through December 13, 1993. In total,
496 commercial and industrial customers were interviewed: 141 Large customers
were surveyed through &n in-person interview, and 263 Medium and 102 Small
customers were interviewed during a 20-minute telephone interview. The sample was
provided by FPC, and the questionnaire was jointly developed by FPC and Reichman-
Karten-Sword, Inc. (RKS), who conducted the survey. FPC was identified as the

sponsor of the research.

17
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1)

2)

3)

Jow would ycu assess the quality of the electric power
you receive from your electric company at this location -
- that is, the lack of chronic voltage problems and brief
cutages of less than 1 minute -- are you very satisfied,
somewhat satisfied, somewhat dissatisfied, or very

dissatisfied?

EEC
Very satisfied 54%
Somevhat sat. 32
Somewhat dissat. E;
Very dissatisfied
Not sure 1

How satisfied are Ynu with the reliability of your
electric er at thliz location over the past year; that
is, the job your electric company does in keeping down

the number of outages lasting longer than 5 minutes --
satisfied, somewhat satisfied, somewhat

are you very

dissatisfied, or very dissatisfied?
EBPC

Very satisfied 65%

Scmewhat sat. 28

Somawhat dissat. 5

Very dissatisfied 1

Not sure 1

How would you rate the job your electric company does on
keeping the number of outages down -- excellent, pretty
good, not so good, or poor?

EEC
Excallent J9%
Pretty Good 47
Not So Good 10
Poor 3
Not sure 1

Compecicive Marketing




There are numerous questions in the 1993 C&I Customer Opinion
Survey that provide valuable insights besides those which directly

relate to customer loyalty.

Power Quality:

Questions and results which relate to the issues of power quality
and reliability are:

1)

2)

3)

Compared to a few years ago, are the power quality problems
more often now, less often now or about as often now

occurr
as thay did in the past?

EBC
More often now 9%
Less often now 38
About as often now 45
Not sure [

How ruch impact do these power quality problems have on your
organization -- a major impict, a minor impact, or no impact?

Major impact E!S
Miner impact 24
No impact 4
It varies (vol.) 2
1

Not sure (vol.)

(If "major" or "minor impact") Have yocu tried to contact your
electric company for assistance with power quality problems?

FEC
Yeas fﬁ!
No 4
Not sure 4

11
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4) And how effective do you think your electric company is in
trying to reduce or minimize these power quality problems ==
very effective, somewhat effective, not too effective, or not

at all effective?

ERC
Vary effective 43%
Somewhat effective a6
Not too effective ;§
Not at all effective
Not sure (vol.) 8

Competitive Narkecing ’




Reliability:

Responses to a couple gquestions on reliability are available that
were not included in the CLI anclysis:

1)

2)

During the past 12 months, did your organization experience
any electric service interruptions lasting longer than S

minutes, or not?

Did not experience

ERC
Experienced g%s
No. sure (vol.) 3

(I£ = erienced") How effective would you say your electric
.xpil in trying to reduce and keep down the numbar of

compan
power interruptions -- very effective, somewhat effective, not

too effective, or not at all effective?

EEC
Very effective 45%
Somewhat effective q
Not too effective
Not at all effective ;

N>t sure(vol.)

Compecitive MNarkecing



The 1993 C&I Needs, Wants and Expectations Survey, which was
conducted among Florida Power customers only, provides us with more
guidance on the power guality and reliability factor.

Power Quality:

1) What impact does (read item on list) have on any of your
equipment at this location -- a great deal, some, or none at

aliz?

Impact of Power Quality on Equipment

A Crest Deal Some MHeoas AL All Mot pers
Sys Sy Sye- i

e HDM | Lg. em HM | Lg tam HDA Ly ) Hied | Ly
High Volugs O | 4% | &I% | 5% | #% | us | us ns | % | us | us | 4%
5 17 "
[11 1 0
T 1 0
n | 0
11 ]

of the electricity you

2) And how would you assess the qualit
receive -- is it pure and clean, is it satisfactory, or is it

subject to inconsistencies, such as blinking, surges, dips or

fluctuations?
HIM
Pure and clean 40% 41% 26%
Satisfactory 34 31 39
Subject to
inconsistencies 19 21 28
It varies p | 2 2
Not sure 6 5 5

Compectitive Marketing 14




3) (If "gatisfactory" or "subject to inconsistencies" or "it
varies" ask) Generally, who do you think is responsible for
power gquality problems? Does the problem lie in Florida
Power’s equipment, or does it lie in your equipment?

HIM
Florida Power’s equipment 66% 6B%
Customer’s equipment 4 3
Both 18 17
It varies 3 3
Not sure 9 9

4) What actions, if any, should Florida Power consider to try to
minimize the effect of these power quality problems?

(F.:se = large)
System/La, HIM
Continue to research
power failure causes 16% 132%

Restrict major tie-ins,
switching construction to

non-peak hours 14 15

Run an -n-rqi avaluation

on their equipment 11 13

Inform customers first 11 13
28

Not sures !E

s) What types of costs does your company incur when power
inconsistencies such as blinking, surges, dips or fluctuations

occur? (Base = large)

System/ILg. HIM
Equipment downtime g;g 47%
Equipment damage 5 s
Equipment start up 24
Labor downtime
Lost production 10

Competicive Marketing

15




6)

7)

8)

9)

Thinking about the last power inconsistency at your business,
have you had a chance to compute the estimated dollar cost to

you? (Base = large)

System/la. HIM
Yas 15% 16%
No 74 74
Not sure 11 10

(If "yes") What was the estimated dollar cost to you?
(Base = large)

sSystem/lg. HIN
Cost §6,800 : v]
Not sure 7% Eﬂ'ﬁ

(If "no" or "not sure") Can you estimate the dollar cost to
you? (Basme = large)

System/lg. HIM
Cost $2,300 $2,600
Not sure 76% 76%

If Florida Power could guarantee you electric service that is
not subject to surges, dips and fluctuati...s, and charge you
(read first item on list) =-- would you be interested? (Ask
until respondent says "yes" or all choices are asked)

System HIM Large

Xes XYes Xes

25% more for it 9% 11% 16%
20% more for it 2 2 - §
15% more for it 3 3 1
10% more for it & 10 12
5% more for it 14 15 17

Total 7% - 41% 473

No, not interested 50% 48% 51%
Not sure 13% 11% 2%

16
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10" And if Florida Power could offer ycu electric service that
would be subject to surges, dips and fluctuations, and charge
you (read first item on list) =-- would you be interested?
(Ask until respondent says "yes" or all choices are asked)

system HIM Large

5% less for it 14% 15% 16%
10% less for it 4 3 3
15% less for it 1 2 2
20% less for it 6 7 [:]
25% less for it 6 6 7
Total 31% 33% J6R

No, not interested 57% 55% 63%
et surae 12% 12% 1%

11) Florida Power defines power reliability as electric power that
is free of ocutages, and power quality as electric power that
is free of surges, dips and fluctuations. In terms of the
impact on your operations, is there any difference to you
between power reliability and power quality?

System  HIM Larga
Yes J2% Js5% 37%
No 29 29 16
Not sure 39 36 47

Compecitive Marketing 17




Reliability:

1)

2)

3)

4)

5)

I‘’d 1like to discuss lengthy outages. 2y outage, I mean the
power to your facility iz completely off for at least S
During the past 12 months, did your company

minutes.
experience any lengthy cutages of 5 minutes or more?
Systenm HIM
Experienced 65% 68% 72%
Did not experience 30 27 22
Not sura 5 5 6

(If "axperienced”) Approximately how many lengthy outages did
our company experience over the past 12 months that had an

act on your business?

dystem HIM Large
Mean no. of outagas 4.5 4.7 Eﬁg
Not sure 3% 3% 3

Over the past year, do you recall how many minutes your
longest outage lasted? Please do not include the time it took
for your business to recover from the outage. (Base = Large)

System/lLg.  HIM

Mean Length
of cutage 3hrs 48min 4hrs 6min
Not sure 13% 12%

When that particular outage was over, how long did it take for
your business to recover? (Base = Large)

system/lg. HIM
Mean Length
of recovery Shr 32min 8hr 8min
Not sure 19% 18%

Considering all the outages that you’ve experienced over the
is this a reasonable number of outages in a 12-

past year,
month pericd, or not?
HIM Large
Rearonable 72% 69% 60%
Not reasonable 25 28 37
Not sure 3 3 3

19
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6)

7)

8)

9)

(If "not reasonable" or "not sure") In yow-' opinion, what is
a reascnable number of outages lasting S5 minutes or more for
a utility to have in a 12-month period? (Base = Large)

System/Lg, = HIM

Mean reasonable

number of outages 1.1 > R |
It depends 7% BY
Not sura 5% 5%

In your opinion, are these outages generally caused by weather
conditions, Florida Power, your own operations, or are they
caused by something else? (Multiple responses permitted)

dystem HIM Largs
Weather 62% 60% 52%
Florida Power 16 18 32
Own operations 1 1 2
Something else 19 21 28
It depends 5 5 4
Not sure 4 3 2

On a "O" to "10" scale with "10" meaning very sensitive and
"0" meaning not sensitive at all, I’d like you to rate how
sensitive your business operations and equipment are to power
interruptions. You can use any number from "0" to "10". How
sensitive are your business operations and equipment to power
interruptions on a zeroc to ten scale? (Base = Large)

HIM
Mean sensitivity B8.95 8.97
Not sure 0% 0%

(If "6 or higher") What equipment is most affected by power
interruptions? (Base = large)

system/ld. HiM

Computers 57% 54%
Equipment/Machinery 47 48
Air conditicning 26 26
Phone system 15 15
Lighting 12 12
Kitchen 9 10

20
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- .

How satisfied are you with Florida Power’s efforts to restore

10)
power gquickly after a lengthy outage =-- very satisfied,
somewhat satisfied, somewhat dissatisfied, or  very
dissatisfied?
System HIM Large
Very satisfied 59% 60% 52%
Somewhat satisfied 33 32 37
Somewhat dissat. 4 5 7
Very dissatisfied 2 2 2
Not sure 2 b § 2
11) And how satisfied are you with your ability to reach Florida
Power durir; power interruptions -- very satisfied, somewhat
satisfied, somewhat dissatisfied, or very dissatisfied?
Systen HIM Large
Very satisfied 443 47% 43%
Somewhat satisfied 30 28 25
Somewhat dissatisfied 11 10 11
Very dissatisfied 11 11 18
Not sure 4 4 3
12) And how satisfied are you with the information Florida Power

provides during interruptions as to when power will be
restored =-- very satisfied, somewhat satisfied, somewhat

dissatisfied, or very dissatisfled?

sSystem HIM
Very satisfied 37% 38%
Somewhat satisfied 34 32
Somewhat dissatisfied 11 13
Very dissatisfied 11 10
Not sure 8 7

28%
38
14
17

13) Wwhat should Florida Power be doing differently during power
restoration efforts? (Base = large)

Better communications/
inform custonmers
Nothing,
they’re doing a fine job
Have more one
lines available
Special phone numbar to
get more info./24hr.
emergency coverage

Competitive Markecing

System/Lg.
42%

29

14

HIM
43%

29

12
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14) What types of costs does your company incur during an outage
of five minutes or more? (Base = large)

HIM
Labor downtime _ asx as9%
Lost production a1 33
Lost profits/revenues 25 24
Equipment downtime 20 20
Equipment startup 19 19
Unhappy clients/customers 18 19
Equipment damage 17 16

15) Thinking about the last outage at your business that lasted S
minutes or more, have you had a chance to compute the

estimated dollar cost to you? (Base = Large)

System/Lag. HIN
Yes 25% 26%
Ho 65 65
Not sure 10 9

16) (If "yes") What was the estimated dollar cost to you?
(Base = large)

Systen/lg.
Cost £7,200 ; 86,200
Not sure 15% 17%

17) (If "no") Can you estimate the dollar cost to you?

(Base = Large)
Systen/lg. HIM
Cast £10,000 §10,300
Not sure 55% 56%

18) (If “experienced outages” and "power is subject to
inconsistencies”) You have mentioned that your electric power
has experienced lengthy outages, as well as uLeen subject to
surges, dips and fluctuations. Do the outages have more of an
impact on your operations, or do the surges, dips and

fluctuations have more impact?

System HIM Large
Outages 47% 50% 54%
s es, dips &
fluctuations 24 23 24
Both 24 20 19
Neither 1 5 3

Compecicive Marketing 22




19) Why do you say that? (Base = large)
System/Lg.  HIM

Qutages
Shuts down business 17% 20%
Takes a long time .

to racover 7 8
Happens freguently 7 9
sSurges
Equipment damage % J%
Both
Lost production 5% 4%
Not sure 46% 43%

20) Should Florida Power and their representatives be responsible
for the electricity that runs through your facilities, o-
should their responsibility stop at the meter?

HIM Larce
Responsible 37% sk je%
Not responsible 51 50 58
Not sure 12 1l 4

Competitive Markecting 43




L.a.rge Jndustrial Custormer Satisfoction Sw’we_
Year- End, 1993

CONFIDENTIAL

Methodology: The Large Industrial survey is based on 101 telephone interviews
conducted nationwide. RKS contracted with Equifax National Decision Systems to provide the
nationwide sample of local plants owned by Large Industrial businesses.

The sampling error for the total Large Industrial sample is 10 percentage points at 50%
response at 95% confidence level. To compare differences between the Large Industrial and
RKS' national C&I results, a difference of 10 percentage points is considered statistically

significant.




BEICHBAN-KARTEN-SWORD, INC 4= CALD L 200%
rovided by

- i a list of attributes of the service
] (ASK CVERYONE) I will read oo 3 g g

aner suppliers. For sach one please tell ma how
“nH m“:’mu-.-y of sarvice your provides. Tha [irst
ona ls (READ FIRST ITEM ON LI i = 18 uu:l vary men:},l lunm;l;:: :?p::::?:‘
awvhat un rtant or unimportant whan you assess " gua
you AN et ¢ 7 (RECORD BELOW == CONTINUE) e
L]

your
Va Somevhat Somewvhat Vary Sure
i Unimportant i¥ol.)

Unimportant
1. Keeping the number of Ind. 904 10% =% -4 -t
Outages down....... /I 87 12 ] . 1
2. Quick restoration of
service aftar Ind. B8 12 - - -
ou 8% OCCUL -+ s5+s+ C/I 91 ] L L i
3. novr:rng timsl
information t Ind. 70 26 2 - 2
outage restoration. C/I 67 9 1 i 2
4. Keeping rates as lov Ind. @86 14 - - -
&8 possible........ c/1 as 12 1 i 1
5. Being genuinely ‘
concarned about
customer needs Ind. 78 17 [ - 2
an’ problems....... C/I 70 a9 1 . .
€. Respor- ‘ng quieckly Ind. 73 23 - - 2
to as T ETE T q: 78 20 1 - 1
7. Making it easy for
Customers to do. Ind. 47 51 - - 2
business with them. €/I 67 31 1 . b |
8. Bailng dependabls ==
do what they
promiss on tims, Ind. B2 17 - -
as scheduled.... »es Cf1 az 17 . L .
9. Providing elear and Ind., &4 a8 4 - L
Accurate bllls..... €/I L [} 17 1 1 i
10. Providing information Ind. 3% s 6 2 2
on anergy efficiency.c/I ss 9 5 1 .
il. offering incentives to
fuluun »ru:zinrru.- Ind. 28 54 4 2 ;
cnergy a clancy. C/I 521 37 6 3
12. Being proactiva in
anticipating cus- Ind. 44 54 - - 2
tomer needs......... ¢/I 62 32 3 2 1
13. T an sctive rols :
in the communities in Ind. as 47 10 6 2
which they ocperatas... c/I S0 a7 7 4 2
i4. Being a source of
informatioen about Ind. 47 45 L} 2 1
SNErGY USS..,..0, C/1 HNA NA NA NA NA
15. Baing environmentally
responsible......... Ind. &7 a9 4 - -
e/ 71 a6 1 1 1
16. Responding hnau;.dgnahlr
and competantly to nd. 75 23 = - 2
i““lr’-..ooccnt.illl C/I 76 F b 1 . -
17, Taking innovative and
craative a ches
to providing their Ind. 48 45 3 - 4
BOrViCE..cuuenrennss B/ NA NA HA NA HA

MA = not anked




BEICHMAN-KARTEN-SWORD, ING. =3= CARD 3 2023
First, how would

* 6a. ‘Now I would like tc ask you about u
You assess tha povar that your company
loial alectric company == that is the lack of chronic voltage
inute == are you very satisflied,

recaives from the
tages of less than ) m

Problems and brief ou
somewhat satisfled, somawvhat dissatisfied, or very dissatisfied?
Lrg Ind Sal C/1

Very satisfied............. 498 &7%
Somevhat satisfied...., SN 43 26
Somevhat dissatisfied, .... L] 4
Vary dissatisfied...,...... 3 2
- 1

"ﬂt m. {voli,-ll!lli..!'l

6b. And when you consider all of the pProcasses in your company that rely on
electric energy, how critical is having electric powar that naver surges, dips
or fluctuates =-- is {t absolutely eritical, fairly critical, important but not

critical or desirable?
Lrg Ind Sm) c/T
Ahtolutllr critical..v.uuvu... 474 564
Palrly critical.....ccur..... a7 26
t, but not critical.. L) 1:
i

mlﬂhl.ll-lltﬁ'lltlllllll'lll
Hakas no differance {Vvol.)... -
"n:m‘“;.JQIliﬂii'-..!it - -

éc. In thinking about the reliabllity of electric power at this location over
the past yesr == are you ET!?; satisfied, somewhat satisfied, somevhat

dissatisfled, or vary dissatis
Lre Ind Sm) c/1
Very satistied............. 55% (111
t l‘t‘lfiﬂd-.-..-f.. 40 a2
Somewvhat dissatisfied...... s 3
v.n‘ ‘1."‘“‘1“15..---0-- - i

llﬂt.lll‘l{\'ﬂlal-u-u...... -

6d. How effective do you think your electric company is in trying to reduce and
somavhat

kesp down the numbar of power in tions -- vary effective,
effective, some shat ineffective, or ::g;“fgcfruetlv-?

Lrg Ind
v.l? “‘m’-h...lltuc- 52%

t affective..... 41
Somevhat ineffective... 4
Vary ineffective....... 1
Hot sure (Vol.)........ 1

6e. What is the approximate cost to your Company of s gns hour outaga?

ill.ll’ §25,088

NOot sure (Vol.).i.......27% 6%




BEICHMAN-KARTEN-SWORD, INC, —l= LARD 1/2 2023

§f. In your epinion, which condition has a more severe negative impact on your
Company == brief, momentary blips in voltage, or an outage that lasts mors than
have un equally sevare negative impact?

5 minutes or do both conditions

Lrg Ind Sml c/1
Bries! momentary power interruptions....,,... 8t 11%
Outage lasting more than 5 minutes......,.,, 44 Ay
bBoth conditions have egually severs
negative Llplet;.......................... 'T) 44
"m- [vnlul"inll.b-l.I..II-II'I.!I-lul.l-l-l-ti- - ;

s

Mot BUurme ml-}putr-olt-ca-o--ot-n.-pq

78. On anothaer subject, have you aver participated in your electric company's
OuU manage and control Your use of energy,

er not?
Lrg Ind 51l c/1
Participated............. 60t 22k
Mot participated......... -1 74
Not sure IVOl.)oeveennnas 5 4

Tb. (IF "PARTICIPATED® IN 7a == ALL OTHERS SKIP TO 8a) And howv satisfied vas
your company with thae information or assistance you received from your ele.tric
company == vaery satisfied, somawhat satisfied, somevhat dissatisfied or very

dissatisfied?
Lrg Ind Sml c/1
Basg: (6o%) f22%)
Vary satisfled.............. 53% 70%
lltl:lind.......... 3% - |
Somawvhat dissatisfied..,.... 3 4
\"ll'r ﬂllitlll.'l.d.--u---... - 1
2

Hot sure (Vol.)suesosvnnan.. s

8a. (ASK EVERYONE) When You ask your slectric Company to come to your premisas
to provide some kind of Service, do they Usually provide the service faster than
promised, slower than promised or at about the time they promised?

Lrg Ind Sm) c/1

Fastar than promised...... 13% 12%
Slowver than promised...... 3 5
At about the tims they

promised.......0000..... 82 70
I‘ 'U'll'.'l.ll v‘l.,-ldtiuioro - 1
Never aalnj for on-site

““L“‘ {v’nl#]-.docnlt-- 1 9
Not sure fVole)ivevennsne, 1 3

to you, do they usually

8b. And, when your slectric cospany provides sarvice
+ OF usually fall short?

meet your Gxpectations, usually exceed Your expectations

Lrg Ind Sml ¢/I
Usually meet expectations..... 872 aak
Usually exceed axpactations... 11 5
Usual fall short............ 2 2
:tm (\’01-,.......-....-. - J.
- 4

Not surs Vol )eiehivrneensanns
Pa. n:rr the past year, havs yYou had any direct contact with your electric
company
Lre Ind Sal C/1
Have had contact............ @1% 43"

Have not had contact. .. .... 18 1.3
Not sura {?sl.l,m.. ..... e 1 2
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BEICHMAN-KARTEN-SWORD, INC

Now, as a wvay of lﬂlllrizlﬁq your epinions about your eslectric company,.

13a.
please rats ths
servica. Tha

CONTINUE)
Excellsnk
1. Keeping the nuambar of Ind. 0%
outages dowfN....... CfI Je
1. Quick rastoration of
service aftar Ind. 40
outages oSCUr.s.=s. CfI 40
3. Providing timely
information about 1Ind. 23
ocutage rastoration. :}I 8
4. Kesping rat s as low Ind 14
as mllhl'luluinlo c’: :..
5. Being ganuinely
concerned about
customar neads Ind. AR
and P"nlmilbl-i. Cf: a9
€. Responding gquickly Ind. 28
u rm““liidditi :f: :.:
7. Haking lt sasy for
customars to do Ind. J0
business with them. C/I a1
8. Being dependabla --
do what
promnise on tima, Ind. ao
as scheduled....... C/I 22
9. Providirg clear and Ind. 22
accurate bills..... c/I 43
10. Providing .information Ind. 17
on energy efficlency.C/I 24
12. offering fncentives to
customars for increas- Ind. 19
ing mnergy efficiency. €/I 23
12. Being proactive in
anticipating Ind, 19
customar needs.......C/I 24
13. Taking an active rolas
in the communitiss in Ind. 23
which they operste.. C/I 23
14. Being a source of infor-
mation about energy Ind. 22
UBB.: scosvawsnrnnsans CfI HNA
15. Being snvironmentally.. Ind. 27
r"““lhl.l.li.'lli. cf: :-l
16. Responding knowledgeably
and compatantly teo Ind. 40
imlri“l-—-.-ill‘.j. c’: :I
17. Taking innovative and
creative approachas
to providing thelr Ind. 14
BRrvViCE.ssuss sesnsasesCIE - WA

Pratty

61%
55

55
53

59
-1

54
53

68
61

[ 1]
60

c2
so

59
52

60
63

52
59

60
HA
-1 ]
59

54
59

66
HA

Not so

6%
4

4
3

e e

Ll ]

[
A O

io0
11

12
HA

HA = not asked

== doas your
(RECORD BELOW =--

Lol

L

Lol N B

ob you think your eslectric company doas on various aspacts of
girst ona is (READ FIRST ITEM ON LIST) slectric
company do an excallent, preatty good, not s¢ good or poor job?

Not
Sure
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BEICHMAN-KARTEN-SWORD . INC. : S AL

122, 1In your opinion, what lmpact will competition and dersgulation of

slectric utilicties hava on (READ ITEM ON LIST) == under compatition and
dersgulation do you e:pect this will this improve, stay the same or geaL wvorsa?
Lrm Ind
Mot
Stay Tha Gat Sura
lmprove _Same
1. Responsiveness of eslectric utilitles... 49t 20% 22% 11
4. Rellability of electric power.......... 39 4 17 10
=1 P“‘rmlzt" sassmERE R BE S aEssnmvassaw 34 :? a0 9
4. Price of elactriCity.cecssssncassssnnas 62 13 1 7
5. CUStOmEr BEIVICE. cicvvsesunenannssosnss 47 22 a0 11
6. Utilities’ will to
lock themsslves into long-
term cﬂ..itl.ﬂt‘p-a-ac--11---»||o--.-. 45 16 24 15

12g. And how long do Mou think it will take befors Inu start to ses changes
like thesa resulting from competition and deregulation of electric utilities?

TR e
Lry = Avaraga

12h. In a compatitive energy environment, do you think it is smarter to try
to shop around for tha best ice or is it smarter to try to cut & deal with

the local supplier of electricity?
‘ Lrg Ind
Emarter to to shop

around for L price... ... Jok

Smartar to try to cut
4 deal with the local

supplier of electricity..... 58
.Dta ‘v'ul.jl'l‘.Q-.liivq!!.l'l'.l ‘
Neithar ‘vﬂlt}piit.-o..-;.4u.- 1
Other (SPECIFY) 4

LR

Bure ed. frABS AR RT BN B 7

121. And vhy do you say that? (PROBE FOR SPECITICS) Any other resson?
Lrg _Ind

Bettar cost/price -vtggu...................... Jow
Improved customEr BErViCE.....vvvvuuinnnnnnnnn.. [

Cut A Deal
They ars known to me/they have a proven track
":ﬂl'dj'mtﬂl.‘ro-tan---—..-..n.-.s.-....;-.-.. :‘

They are closs by/near BBsssvssnsscsnssvnnansns is
Batter BAEVIOB. st v vvesescntcnserivnnnsnnennnes, 17
.‘t‘.r “.tf’rlu “'im.---.----'oitq|||||------ 14
Thare is no competition around.......eeeeun.... s

12j. In your opinion, are slectric utilities generally raady to compate in
the eaerging competitive environment or are they not ready to competa?

Lrg Ind

Gansrally ready to compets..,..... 23y
Generally not ready to compete.... 54
It varies (Vol.)..'vurevrnnconces.s (1
Not BUre [(VOl.)..vnceenescncnsens. 18




Fall 1996 Florida P Corporation '
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W”
METHODOLOGY

In total, 620 Florida Power residential customers were interviewed by telephone Navember
1896. The sample for the survey was randomly generated by Survey Sampling, Inc. for Florida
Power's service territory as designated by zip codes. In order to analyze four regions
separately, an adequate number of interviews were conducted in each: 176 interviews were
conducted in St. Petersburg; 188 in Orlando; 120 in Ocala; and 118 in the rural area. The final
sample was weighted by region to reflect it's actual proportion in Florida Power's customer

base.

Respondent: qualified for participation by being a household head over the age of 18 years
who receives a Florida Power electric bill. The average interview was 15 minutes in length,

®RKS Research & Consulting Confidential




RKS RESEARCH & CONSULTING 3: CARD | 2102
®

CAS4s. Now, how satisfied are you with the reliability of electric power supplicd by FLORIDA POWER -- that is,
keeping down the number and duration of power outages lasting 5 minutes or longer - are you very satisfied, somewhat
satisfied, somewhat dissatisfied or very dissatisfied?

FPC '96
%
Very satisfied 61
Somewhat satisfied 7
“Somewhat dissatisfied 7
Very dissatisfied 3
‘Not sure (Vol.) 2

4b. And now, how satisfied are you with FLORIDA POWER's ability to keep down the number of Mmomentary power
interruptions~ ones that last for 10 seconds or less - are you very satisfled, somewhat satisfied, somewhat dissatisfied or

very dissatisfied?
FPC '96
b |
Very satisfied 54
%ﬁm 29

&¢, ln (READ FIRST ITEM ON LIST) - does FLORIDA POWER. do an excellent, preity good, not 50 good or poor job?
(RECORD BELOW - CONTINUE FOR EACH ITEM ON LIST — REPEATING ALL ANSWER CATEGORIES EACH

TIME)
4c.!. Restoring electric power quickly after an interruption
FPC '96
b}
Excellent 42
good 47
Not so good 5
Poor 2
Not sure (Vol.) 4
4c.2 Providing a reliable supply of energy
FPC '96
%
Excellent 42
“Prettygood Sl
Not nie;g 4
1
Not sure (Vol.) 2

TRXS Rescarch & Conswlting. All rights reserved, 1996.~ Final as of 11/13/96 (Ravised 172197) 0200qua.dov




Residerntiod Customer Opinion SuUrvey
Quarter T, 1992

Markst Srtegs, . CONFIDENTIAL

B. METHODOLOGY

A total of 500 telephone interviews were conducted with a random-digit-dial (RDD) sample of
residential customers, stratified by Division, One hundred (100) interviews are conducted in each
of the four urban Divisions and 100 interviews are allocated across the three remaining Divisions
(Central, Northern, and Ridge). The total sample is then weighted to reflect the actual distribution

of residential customers across the entire service area.

Interviewing was conducted from the Market Strategies, Inc. (MSI) Research Operations Center
in Livonia, Mic~igan. First Quarter interviewing was conducted from Fabruary 8-10, 1982,

The approximate sampling error for the total sample and for the Divisional subgroups as well as
requirements for statistically-significant differences either among current survey results or over

time are shown in the following table.

Sampling Error
Tolerance

Statistical Significance @ 95% Confidence Level
Sampling error () for:
+4.5%

Total sample (n=500)
Division subgroups (n=100)

Percen age-point differences required:
Comparisons between n=500 samples (total sample) 6 points
Comparisons between n=100 samples (Divisions) 14 poiats

:10%

February 1892 Customar Opinion Survey
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Now, how would yeu rate the job Florids Power i doimg . . .
“@9. PROVIDING RELIABLE ELECIRIC SERvice
BANNER TwOD

%

BUMBER OF CASES
0 - Eatremely Poor Job
1

—

H_

Heither

L I A e

10 - Eatremely Good Job
Pon't know

COLLAPSED CODES:
Total Good Job (4-10)

Extremely Cood Job (9-10)
Good Job (6-8)

Beither (5)

Poor Job (0-4)

OEjReluted

Whloass oeviation

Baeakhk abbhnsynnns
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FLORIBA UTILITY - ouARTER 1 (c92027) Parkai u...._.#_“.._r.,ﬂ
- __.-..._. now to electric service interruptions. ..
@ s..",.a_w."r&“._nﬂﬁ;..l! o rhiveeclld ey Lo,
(Bone/Don't know/felused not Included in meany stendard devlastion)
BAENER TWO
Ty
MLFSER OF CASES W
. o
! n
2 uf’
3 oA’
: st
3 &
¢ A&
T o'
. it
L ﬂ_
1o A
n-1s mu
16-20 _,.na
21-25 oxl
26-30 ol
31 or more nu_-
Don't know um'
- e o
-2 28
34 :‘
5-9 -p-
10 or sore b o
Undec | ded mmn
Wiloase BEVIATION #_»




FLORIOA UTILITT - QUARTER | (C92027)

a2, ..ﬁ-' -rﬁﬁd{d&-r“‘qH-_T s major Rariet Strategies, inc.

i!.; Ee's Page - L8
BANNER 1VO =- - - :
“n_—_-
MUMSER OF CASES 248
Major inconvenience ﬂmu
Rinor inconvenience Lmq
Na incomvenience at all ...umu
Don't know 1
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. of ida Power » 3
sERe (L e al R TR T e .
———— e W Xoww .
Two ..

—

=

MUNBER OF CASES 1040
Encellent amw-
Cood amw_q
Fair &._
Poor _._-._.
Bon't know __.m-
Refused ﬂ.
COLLAPSED CODES:
Excellent /Good -zq
Falr/Poar &
DE/Relused __.m-
iloaso oeviation ¢




FLORIOA UTILITY - cusRiLe 1 (C92027)

Eb!ﬁm.hmﬂmhw %mﬁ%ﬁ ﬁduv—n_ﬁiqﬂ._ Rarket u_q.no-..-.."r._iﬂ.

BARNER TwO

NUNBER OF CASES
Rore relisble

About s reliasble
Less reliable
Bon't know
Relused

2% 5 & g S|

"~

1z
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= mﬂh_ﬂ.ﬁd AI3; .._du..n..dﬁ._ﬂn.#ﬂu.n.u—! Rarket Strategies, Inc.

bged Page 34
-n
Tanid T

)

No outspes acceplable -u_.
115 mimutes emﬁ
1630 minutes puma
31-45 minutes Nm_m
&6-59 minutes umr
1-2 bours uwmu
23 hours :Mu
« ¥4 hours uﬂ
&5 hour u_mu
5-& hours nﬂ-
& T hours an
7-12 hours &
12-24 hours __-u
24 hours/\ day &
Wore than 1 day &8
bon‘t know i
Relused ﬂ_—




FLORIDA UTILENY - QUARTER | (C92027) i
T I TR ML e T

BANKER TwD wrres e —
MrGIR OF CASL3 mmk.l
Fo outasges scceptable uma
1-15 minutes 7
1430 mirutes u#,—._._
3145 mirutes 3t
46-59 minutes 5!
1:2 hours wi’

3 beurs w
34 bours Prod
4-5 hour o'
5-4 hours _uo
7-12 bours «'
12-24 hours w
24 hours/1 day "
More than | day o
Bon't know n
Relused nt




Residential Custormer Opinion Suwrvey
Market Strategles, Inc. @ua'r.hgr m‘} 199 2

. Memocobay CONFIDENTIAL

A total of 550 telephone interviews were conducted with a random-digit-dial (RDD) sampie of
residential customers, stratified by Division. One hundred (100) interviews were conducted in
each of the four urban Divisions. To provide for an examination of each of the three remaining
Divisions (Central, Northem and Ridge), the research design was modified in the current survey
to include 50 interviews in each of the three Divisions (whereas previous surveys have allocated
100 interviews across these combined Divisions). The total sample is then weighted to reflect
the actual distribution of rasidential customers across the entire service area.

Interviewing was conducted from the Market Strategles, Inc. (MSI) Research Operations Center
in Livonia, Michigan. Third Quarter interviewing was conducted from August 13-19, 19982.

The approximate sampling error for the total sample and for the Divisional subgroups as well as
requirements for =i istically-significant differences either among current survey resufts or over

time are shown in the following table.

Statistical Significance @ 95% Confidence Level

Sampling error () for:
Total sample (n«=550)

Divigion subgroups (n=50)
Division (n=100)

subgroups
Division subgroup (n=150)

Percentage-a0cint differences required:
Comyarisons betwaen n=500 samples (lotal sample)
Comparisons between n=100 samples (Divisions)
Comparisons between n=100 and n=150 samples (Divisions)
Comparisons between n=100 and n=50 samples (Divisions)

August 1992 Cuslomer Opinion Survey




_-i-gnmﬁu_.ﬂ?:- 3 1—

Market u_:.-_‘p:f Inc.
u_._. _.m u: -— r...-n EMJ L__!.o.ﬁn_ g

Il_ _I...-_n you rate the _l :_!._.I_-.n.l.. ie doing on . .
nn PROVIDING RELIABLE -:n;_n SEavice
BANNER 11D

WUMBER OF CISES

0 - Eatremely poor job
]

2

3

&

5 - Neither
i

7

|

9

10 - Extremely good job

Don't know unt

COLLAPSED CODES:
lotal good job (& 10) -q
Extremely good job (9-10) umw
Good job (6-8) u—.ﬂu
Nelther (5) &
Poor job (0-4) ww.u
D/Refused (11,12) __Ha
Biklloaso veviation f.40



:ﬂ.l_.mﬂm__rwk-:- 3 Merket Strategles, Inc.
furning now te electric service interruptions. ..

Poge- 44
ale, “u..w .ﬂ.gw._qg_ﬂnﬁﬁi lese electric L
BAMNER TWO
2Ata

MUMBER OF CASES W
- A
1 time -m_
2 times :».
3 times _%._
4 tioes ...m._.
5 times om__
& times um-
T times i
8 tises uﬂn_
7 tises ﬂu
10 times u*
11-15 times wm-
16-20 times u.mﬂ
21-25 times —nw
26-30 times w?
31 or more -Mu
Don't know .m-
COLLAPSED CODES:

s ¢

1-2 times _Lmu

13-4 times _——m_

5-9 times :.mu

10 or more times ~mm~

Undec i ded e

ﬂ? DEVIATION #muw

.
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Markel Strategies, bnc,
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Page L4

e

MUMBER OF CASES

Rajor inconvenlence ‘w-
Rinor inconvenience uw.ma
¥o incormenience at all ...mu
Don't krow ﬁ_
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Fage - 48

BANNER TuD
MISER OF CASES : m
Excellent awwﬁ
Good rq
-.-H }‘
Poor _-H_ﬁ
Bon't know uﬂu
COLLAPSED CODES:

Excellent/Cood %

Falr/Poor Lu

Biilloaso veviaiion .43
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Market Strategies, inc. CONFIDENTIAL

B. Methodology

A total of 1400 telephone interviews were conducted with a random sampling of residential
customers, stratified by Division. Two hundred (200) interviews were conducted in each of the
seven Divisions, reflecting an increase in the numbe: of interviews among Centrai, Northern, and
Ridge customers to enhance the analysis of these Divisions. The total sample is weighted to
reflect the actual distribution of residential customers across the entire service area.

Interviewing was conducted from the Market Strategies, Inc. (MSI) Research Operations Centers
in Portland, Oregon and South Bend, Indiana from August 28-September 16, 1993.

The approximate sampling error for the total sample and for the Divisional subgroups, as wall as
requirements for statistically-significant differences either among current survaey subgroups or to

1992 results ar~ _.1own in the following table.

Sampling error (+) for:

Total sample (n=1400)

Division subgroups (n=200)

Percentage-point difference required for statistical significance
@ 95% confidence lavel for:

. Comparisons between 1982 and 1993 total samples
(n=550 vs n=1400)
Comparisons between subgroup samples 12 points
(n=100 vs n=200)
Comparisor's betwean subgroup samples 10 points
(n=200 vs 11=200)

. August, 1993 Florids Power Customer Opinlon Survey




FLORIDA POMER COS/MEEDS uANTS Rarket Wrategles, __l..”
- o rpad & | ie loti .!. r
B S e e e

_.wh ..__-. ,. .__.. can use l..__

Page 19
v
o, rn.___ [:._.. .i.. .-... the job Hlorida Power is

doing on . | .
\a, g—n-l RELIABLE ELECIRIC un-‘.na

BANNER ONE — e
MFSEE OF CASiS: .lﬁwu
0 - Extremely poor  job .m_c
. w’
2 ry
3 e
& -mu
5 < Nelther DMu
¢ &
7 m.ma
. o
9 Ny
12 - Extresely good job u#m
Bon't hnow l,-

COLLAPSID CODES:
Total good job (4-10) tm.

.wwg:. good job 8
Good job (4-8) uﬁw
Nelther (%) &
Poor job (0-4) ._.m-
DX/Ratused o

MF DEVIATION -3




fLORIDA POMER COS/WEEDS Markeq
lurning now te electric service interruptions. ., . ...2:.."._.“. ”._u.n
alsa, te ragp it 'Forel fabjliny.
T MR o HRIE b,
BANNER CiE ——
fsl.

WPSER OF CASES: 7%
Rore relisbility ...wua
About the same relisbility .wmn
Less reliabiliny am-_
Didn'y |ive bere then

b ¥
Bon't krews ..-.-
Reluaed

n..r...




lurning mow to electric service Interruptions., ,,

u__w...r mw__ .,E.AM ..ﬁ.ﬂﬁn.u.ﬁ a..u:z__.ﬂ..u_.ﬁ.“
BANNI R Omf

EMBIR OF CASES:

Excellent
Cood

Fair

Poor

Bon't know
Relused

COLLAPSED CODES:
Excel lent/Good

Tair/Poar
PC/elused

’F._B DEVIATION

el
|

% B

% gk

& Mg 7

FLORIBA POMIR COS/MEEDS uANTS

Rarket Strategies, Inc
Page 39
e,




FLORIDA POMER COS/MECDS WANTS Market Strategles .In..

IR A SRR Dol B by Y et etecurie Poge 41
BANMER Caaf gp—

ota

-

WMMSEA OF CASES: .Ipw...
— . o
1-2 times u.ﬂ_q
-4 times .wmv
59 times __hmu
10 or sore times fﬂp
Bon't know m—
Relused Iu

? DEVIAT I0m .wn”




T e T s

or yoli?

SmwenlencE! 8% 1000y Alec,

lonce

FLONIDA POMER COS/MEEDS LANTS

2l

WUMBER OF CASES:

Rajer inconvenience
Rirer incorwenience

o Incorwenience at all
Pon't know

Eelimed

1158

W'
si?
W

ﬂ..

o’

Rarket Strategies, Inc.

Page &)
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e

] __hm?“_laﬂ: reipersible or ot :-_.Ilz_..n.-_‘ these shor

5 &

WUMBER OF CASES:

Respons ible w_m.
Mot responaible ﬁ
Bon't Lnow 1
Beluned

-
“l'

—

FLONIDA POVER COS/WELDS wanis

Parhet Strategies, Inc.
Page 4%
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B s e A R

——

i,

MMSLT OF CASES: T
i o
1-2 times umﬂw
3-4 vimes dm__
59 times hm.
10 or sore times e

Bon't b HW‘

Fitloaro veviation 1

AT T or foneer,

FLORIDA POMER COS/NEEDS WANTS

Market Strategies, Inc,
Page &7
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B. Methecdology

A total of 600 telephone interviews were conducted with a random sampling of residential
customers, stratified by region. Two hundred (200) inierviews were conducted in each of the
three regions, with the total sample results being weighted to reflect the actual distribution of

residential customers across the entire service area.

Interviewing was conducted from the Market Strategies, Inc. (MSI) Research Operations Centers
between August 10 and August 21, 1894,
The approximate sampling emor for the iotal sample and for the regional subgroups, as well as

requirements for statistically significant differences either among current survey subgroups or to
the 1993 total sample results are shown in the following table.

Sampling error (+) for:

Total sample (N=600)
Regicnal subgroups (N=200)

. Percentage-point difference required for statistical significance
@ 95% confidence level for:

Comparisons between 1993 and 1994 total samples

(N=1400 vs N=600) 5 points

Comparisons between any two regional subgroups
(N =200 vs N = 200) 10 points

. August 1994 Florida Power Customer Opinion Survey 2
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B. Objectives And Metodology

Since its inception in 1987, the Florida Power Corporation (Florida Power) Customer
Opinion Survey (COS) has been providing the company with regular measures of
residential customer opinions, beliefs, attitudes, and evaluations of their relationship
with Florida Power. Historically, the strategically-focused COS was conducted on a
quarterly basis from 1987 to 1991. In 1992, the frequency of the COS was changed to
a semi-annual survey with the addition of the operationally-focused Florida Power
Service Action Survey (SAS). In 1993, the frequency of the SAS was incrsased to a
quarterly measurement to provide more regular feedback on operational issues
pertaining to direct customer contacts. Because only minor variations were observed in
the COS results throughout 1991 and 1992 (other than those that could be attributed to
seasonal differences), the decision was m.ade to conduct the COS on an annual basis.
The August measurement was chosen as the appropriate period for the annual
measure of customer opinions of Florida Power. This report presents the findings from

the August, 1985 COS,

Information collected from the COS is used by Fiorida Power to establish strategic
goals concernin¢ the overall "position™ of the company in customers’ minds, and to
develop operational objectives with regard to enhancing Florida Power's relationship

with customers. Additionally, the survey provides tactical marketing information which
is used by service, marketing and communications program managers !0 design,

irplement, and evaluate their activities. The survey further offers an opportunity to
aadress specific issues such as customer loyalty to Florida Power and the likelihood of
their choosing altemnative electric utilities given different rate structures. Some of these

specific issues are addressed in separate topical mini-reports.

A total of 600 telephone interviews were conducted with a random sampling of
residential customers, stratified by region. Two hundred (200) interviews were
conducted in each of the three regions, with the total sample results being weighted to
reflect the ac:ual distribution of residential customers across the entire service area.

Interviewing was conducted from the Market Strategies, Inc. (MSI) Research

Operations Centers between August 10 and August 21, 1995.

The approximate sampling error for the total sample and for the regional subgroups, as
well as requirements for statistically significant differences either among current survey
subgroups or to the 1994 total sample results are shown in the following table.

13
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Residential Customer Opinion Survey, 1995

Sampling error (£) for:
Total sample (N=600)
Regional subgroups (N=200)

+« 4%

=7 %

Percentage-point difference required for

statistical significance
@ 95% confidence level for:

Comparisons between 1994 and 1885 total
samplos

(N=800 vs N=600)

Comparisons between any two regional

subgroups
(N = 200 vs N = 200)

6 points
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Methodology

Interviews are conducted by telephone on an ongoing basis among customers who have had a
recent interaction with Florida Power Corporation. Beginning in November, 1996, all
FASTRACK respondents were asked about the reliability of their electric service and Florida
Power's ability to keep down the number of momentary interruptions. In addition, customers
who called in specifically 1o report an outage were asked about their level of satisfaction with

the restoration of their electric service.

Questions

How satisfied are you with the reliability of electric power supplied by Florida Power - that
js, keeping down the number of power outages lasting 5 minutes or longer? Are you...

Very satisfied

Somewhat satisfied

Neither satisfied nor dissatisfied
Somewhat dissatisfied

Very dissatisfied

Don't know

Refused

And. how satisfied are you with Florida Power's ability to keep down the number of
momentary power interruptions - ones that last for 10 seconds or less? Are you...

Very satisfied

Somewhat satisfied

Neither satisfied nor dissatisfied
Somewhat dissatisfied

Very dissatisfied

Don't know

Refused

Was yoar power restored when you expected it would be?

Yes

No

Don't know
Refused

After you reported the outage, how satisfied were you overall with the time it took to restore
your electric service? Were you...

Very satisfied

Somewhat satisfied

Neither satisfled nor dissatisfied

Somewhat dissatisfied

Very dissatisfied

Don’t know

Refused




Spotlight on Outages i

In the October. 1996 edition of FASTRACK, we examined the

experience of customers who called the Customer Solutions Center
and spoke with an associste or used the VRU to report an outage
between July and October. Beginning in November, efforts were
made to interview more customers who had called Flonida Power
about an outage 3o that monthly results could be reported. [n this
edition, we will look at trends in customert’ sarisfaction with their
outage reporting and restoration experiences from November
through the current month of January.

The November-January trend in the overall experience rating
among outage cuscomers (VRU and amsociate-handled reports) ap-
pears to be positive, with December (629) and January (§8%) scores
somewhat higher than the November score ($3%).

Looking ar the figure below, it is clear that this improvement
can be sstributed complesely 1 an increased proportion of "excel-
lent” experience ratings given by cuscomers who reporved their out-
sge with an associate. While significancly more customers who re-
ported their outage to an asociate suy their experience was “excel-
lent” in December and January (70%-71%) than in November (535),
the proportion of “excellent”™ experience ratings given by customers
reparting their outage through the YRU has gradually decreased
over the last rwo months (from 48% to J29%).

The proportion of customers who feel thar the associate did an
*extremely good job™ (9-10 ratings) during their contact was also
higher in December and January than in November, although not
significandly higher. For the lasc rwo months, 80% of customens
have felt that the associate did an "extremely good job™ during their
Qutage report coneace.

When ‘asked what Florida Power could have done to make
them happier during the contacr, many customers say that Florida
Power could have given them an esrimate of when rtheir power
would be resrored.

Trend of Bstistection with the Tims it Teek Flerida
Powsr to Resiors Powss

The figure above shows that sansfaction with outage restora-
tion rime among customers who reported their outage with the VRU
or with an associate has remained fairly stable from November to
January, with a slighcly positive rrend overall. However, more cus-
tomers who reported their outage with an associate are yery sans-
fied with restoration time than customers who reported ther out-
age through the VRU. As highlightad in the fipure above, this gap
has widened unce November.

Ssiistsetion wih Flanda Powers Abdity to Hesa Down the
Wumbss of Powsr Outages and Mementary Irsmuptens

%
& L
o o
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[ T M
= g s i -

e e ]

Among all FASTRACK customers (not just those who called to
report an outage), almost nine in ten (87%) are satisfied with Florida
Power's ability to keep down the number of power outages listing
five minutes o longer. Two-thirds (67%) are yexx sansfied. Only 636
of all FASTRACK cuscomers are dissatisfied with Flonda Power’s per-
formance in this area. Similarly, 35% are satisfied with the Company’s
ability ro keep down the number of momentary interruptions (10 see-
onds or less), with 61% very satsfied and only 7% dissaustied.

€) FLORIDA POWER CORPORATION
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Performance Goals for 1997

The January FASTRACK newsletter reviewed how the 1997 performance
goals that are based on survey results are set. The goals are evaluated against the
cumulative score at the end of 1997, This newslerter reports results from Febru-
ary interviewing and presents cumulative year-to-date totals that include infor-
mation from both the January and February surveys compared to the 1996 Bench-
" mark (the year-end cumulative score from 1996).

Wl el

67

R 74
ww’:f’”  Sitx M 77
Sotutions Goa a0

The overall experience among all FASTRACK
interviewed declined slightly from January to February.
thirds (6796) of customers interviewed in February mate thei
experience with Florida Power as "excellent.” This is four points
above the benchmark 1996 rating of 63%. The lower February
rating impacts the current year-to-date rating, now ar 699,
Eight in ten (809) customers rate the employee or contractor
they dealt with as having done an “extremely good job™ (giving
8 9-10 rating on a zero to ten scale).

3‘

3

very favorable (giving a 9-10 rating on a zero to ten scale), and
629 feel Florida Power is very easy 1o do business with,

CONFIDENTIAL




Energy Solutions' Stores

three-quarrers

Consistently, & strong majority (8% in February) say the office

they visited appeared to be running efficiencly on the day of their

visit and 88% of cuscomers interviewed thus far in 1997 feel their
ive did an “extremely good job.”

Eight in ten (8096) customers iin February rate the represen-
tative they interacted with as doing an “extremely good job™ on
“showing concern” about them, an increase over the
rating of 75%. The actribs = with the highest percent "extremely
good job” is “courtesy and politeness,” with 92% of customers
muwmmmmmu
this aspect of their contact.

Tac following comments illustrate the reasons behind custom-
ers’ satisfaction or dissatis{action with their overall experience:

. ®  *They were very mice and polits. They had someone to belp
me with the language, to better understand how the electric
compary works. There was @ Spenish representative avail -
able to belp translate the to me about changing
wry address. 1went in on & Friday, and the next day, the bill
was changed over in wry new address.” (10 rating]

*  “They were very pleasant. They grested you like you were
the only one they were dealing with.” [10 rating]

* "I was told that something would bappen, and it didn't. Af-
ter | talked with them and they it, we were able to
work out @ mutual | think there should be more
locations to deal with Florids Power.” [9 rating]

o A zero, because of ber attitude, and a ten becasse they got
done what | needed them to do. They changed pry name for
me, but [the representative] wes just rude. | told ber | needed
mwmmdﬁtﬁﬂnﬁmy-ﬂtm
out of mry band and didn’t say to me. She took the
information off of it, and then tossed the certificate back on
the counter, and didn't say at all. She looked at me
!ﬂm:m:mmmﬂym still standing there.”

Custorher Solutions Center_

Paraset vl Comimmmnrs Giwteng 1113 Basimg
100

hm%dmmmhmmm
overall experience was “excellent.” The overall ex-
perience rating among customers is 7196 Though still well above
the rating achieved in 1996, the overall experience rating de-
clined six points berween January and February. However, this
is not a statistically significant change.

The employee performance rating for February (799%) is vir-
tually unchanged since January (80%). This means that eight in
ven customers sy the associate they spoke with did an "extremely
good job™ (a 9 or 10 rating).
ers’ satisfaction or dissatisfaction with their overall experience:

o “The overall sase of the transaction — it could bave been
made more difficult. What could bave been « multi-phone
call experience was a one-call experience.” [10 rating)

o  Because she was very polits, and knew what she was talking
M.ﬂdpnmbéxumhwmmw.udloo&
the time 10 answer my questions on the phone. I told ber she
was very belpful, and | appreciated it.” [10 rating]

*  *They answered my guestions, explained my problem. Ex-
plained to me bow to read my meter. Gay.* tips on bow to
lower mry bill,” [10 rating]

o "] thought the lady | spoke with was short and to the point.
She didn’t seem to be very polite or belpful. | would bave
Wcﬁtdihhwddhﬂpﬂm-mﬂdﬂﬂmm
power company. I've just moved bere from North Carolina,
and I'm wot familiar with the electric companies. | felt she
could have been more at liberty to discuss amy i
or special rates offered for customers.” [6 rating]

. mw:buddhmwhhnﬂiq
customer complaints. [ asked the representative 10 send some-
body out 1o read the meter. She said that it did not matter
whether someone came out to read the meter or not, the
charge will stay on the bill." [3 rating]

@ FLORIDA POWER CORPORATION




Spotlight -

Ownership Index for Customer Solutions<Center

Wchupmodhﬂymhﬂd*mw&
the Customer Solutions Center. This is 2 combined measure of
six “attributes,” which are customer of how well the
associate they interact with shows concern and is attentive, o
whar degree they feel the associate is helpful and knowledge-
able, can answer questions and follows through.

o P -
LY DI >

Walk-T

hru Energy Audits

experience

half of 1996, this measure changed very little, but the February

rating is a ten-point increase from the January rating (both the

1996 cumulative rating and the January rating were 6996).
When rating the suditor who performed the energy sudic

in their home, a strong majority (87%) of customers interviewed
in the first rtwo months of 1997 fee! the auditor did an “excel-

lent job."”

hwmmmﬁ&m.mamm
“showing concern” uul:f;hol 79% for “following through.”
These ratings represent the percentage of castomers who feel
the associate they interacted with did an “extremely good job®
on that aztribute. The index stands ar 76%. The
Ownership Index was 749 for July - December 1996, as re-
ported in the Semi-Annual Review (lssuc 5).

.—-n'.—-n e -
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Baerig bt a7 ra
Poliorivey Thrsugh Lid L
Answariog Cusslions ™ »
e

7

) e

High Bill Handling :

Phone Resolution

Two-thirds (67%) of customers who had their high bill in-
quiry taken care of by telephone say their overall experience was
“excellent.” This rating is two points above the January, 1997
rating and four points above the 1996 bo~chmark.

Thlhrhl”?.nudrdﬁthim[?ﬂ)mmm
spoke with a high bill expert in the Mass Markets department
-rttu‘gtmlhnlpohﬁthdun “extremely good job™

A lower volume of high bill field investigation contacs in
February does not permir us to report those ratings for February.
Thay will be reported ar the end of the quarrer.

FLORIDA POWER CORPORATION @



Field Coordinators

A lower volume of contacts for the month of February does
not allow us to report the ratings, however, they will be reported
at the end of the quarter. The following customer comments
illustrate their level of satisfaction with their overall
in dealing with Energy Management Field Coordinators:

"Everything was excellent. Very knowledgeable, very well
qualified.” [10 rating]

*  “She was an A-plus on all counts. She was great — I recom-
mend ber bighly. She was a professional, courteous person.”
[10 rating]

*  "Because of the time it took from the initisl call and the time
it took them to call me back and scheduls the appointment.
They came out about two weeks sfter the appointment was
scheduled. And then, they were late.” [7 rating]

*  “They never followed up. The first guy came out to inspect
the load management equi »ment to determine if there was a
That was ove: Su ago, but no one bas called

or come by to do the work.” [6 rating]

Comments from customers concerning what they feel could
have been done that would have left them more satisfied overall
include:

*  “Come out when | first told them of the problem.” [10 rating]
*  “They could bave gotten back to me quicker,” [7 rating]

*  "Do the work, or at least call and scheduls it.® [6 rating]

Survey Information
Yy

For more information, please contact Ann McGraw in th
Marketing Department at 231-4163,

'@ FLORIDA POWER CORPORATION

Over three-quarters (78%) of all customers haviig a con-
tractor perform Energy Management work during the month of
February say their overall experience with Florida Power was
“excellent.” This is a 12-point increase from the January level
and well above the 1996 benchmark of 635,

The year-to-date employee rating is 799, so nearly cight in
ten customers who interacted with a contractor thus far in 1997
feel the individual who performed the work did an “extremely
good job.” This is just slightly below the cumulative 1996 score
of 81%.

The following comments illustrate customers’ satisfaction
with Florida Power contracrors:

®  *They are great. They were bere on time and very knowledge-
able, and offered me tips and advice on ways to make it safe. |
really appreciated that, He was conscientious.” [10 rating]

®  “The professional people were very great. They were
courteons and mice. Very friendly with answering all ques-
tions. When the gentleman came out to my bome, be was
able 1o answer questions before [ even bad the chance to
ask. He was very patient and willing to answer a3 many
questions as [ bad. His bospitality was sincere and generows.”
{10 rating]

*  “He promptly answered mry concern. Gave me hints. He
mads it easy for me to understand what was yoing on. Very
satisfied with the service. They did it to mry convenience, not
theirs. The job was done quickly and efficiently.™ [10 rating]

®  *"The guy who came out was't the friendliest person in the
world. He did bis job and was very professional, but not real
personable.” [B rating]

*  “No problems with Florida Power, but | was not bapyry with
fine job, but was not very person-
whing.” [7 rating]
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Performance Goals for 1997

The 1997 Performance Goals based on FASTRACK survey results are listed
in the table below with the current yearto-date (YTD) and 1996 benchmark
scores. All the current year-to-date scores are above their 1996 benchmarks.
C.oals are assessed against the cumulative score at the end of 1997,

Overall Contact Experience

Significantly more FASTRACK customers interviewed in
March report their overall experience with Florida Power as “ex-
cellent” than did customers interviewed in February. Nearly
three-quarters (73%) of customers interviewed in March give a
9-10 rating (on 2 zero to ten scale), 67% did so in Fewuary. The

[P T y—
100 cprrent year to date rating is 70% (well above the benchmark
£ I ani ot who say the employee

percentage of customers say the emp or con-
m - LT tractor they dealt with did an “extremely good job” is 819 for
so% ol - the month of March, unchanged from the level in February. The
wirem year-to-date employee rating is 80%.
H@ Py B =
50
SO s
| L

CONFIDENTIAL




Reader Request

Customer Solutions Center
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February rating of 68%. The
rating is at 809, unchanged from February.

In March, 75% of customers who visited an Encrgy
Solutions™ Store for a non-psyment transaction ssy their over-
all experience was "excellent.” This is virtually unchanged from
the February level of 73%. The current year-to-date rating, also
73%, is unchanged from February.

Over cight in ten (849%) customers interviewed in March
rate the employee they interacted with as doing an “extremely
good job,” a decrease of six percentage points since February
(909%). The year-to-date employee rating is 86%.

Bill Payments

« 8zl
*
L 4
L
A

Six in ten (649%) customers who paid a bill at one of Florida
Power's Solutions™ Stores say their overall experience
was "excellenc.” This is virtually unchanged from the 1996 bench-
mark score of 6196, Over three-quarters (78%) of bill payment
customers say the employee who handled their payment did an
“extremely good job® during their contact, up three percentage
points from year end 1996 (75%).
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Over half (55%) of all customers who had a high bill inves-
tigated in their home in the first threc months of 1997 rate their
overall experience with Florida Power as “excellent.” While this
is virtually unchanged from the 1996 benchmark rating of 579,
it represents a drop from quarter four 1996 (71%). The per-
centage saying the employee they dealt with did an “extremely
good job” is 719 in the first quarter of 1997 (up four points
from the 679 year-end rating in 1996).

Mdﬁhmﬂ!ﬂ)mh&vﬁvﬂﬁ-hh
1997 say their proble... .r question was resolved to their satis-

Walk-Thru Energy Audits

Po vt il Comtumun Gl 9-10 Businy
e

T ¥
TR
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il i

Eight in ten (81%) customers having 2 walk-thru energy
sudit in the month of March feel their overall experience with
Florida Power was “excellent,” maintsining the steady increase
in ratings over the first quarter of 1997, The year-to-date
rating is now at 76%. The percentage of customers in March
(869%) rating the auditor who performed the energy audit as
mm&-w»mdwummm

Energy Efficiency Programs

Phoiie Resolution
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Six in ten (589) customers who called Florida Power and spoke
with a high bill expert from the Mass Markets Department in March
gay their overall with Florida Power was “excellent.”
This is s decline from === February rating of 67%.

Over three-quarters (76%) of the customers ingerviewed in March
feel the high bill expert they interaczed with did an “exremely good
job,” dropping slightly from the February rating (7996). The yearto-
dace ruting is now 7896

Among the three employee attributes that have been found
have the greasest effect on the overall rating for this
department, “using understandable words™ currently has the high-
et level of "extremely good job™ ratings in March (88%), up five
points from year end 1996. This is followed by "snswering ques-
tions,” (799%), up 11 points from year end, and “following through
on whiat they said they would do” (73%6) down sevon points from
year end 1996.

Duct Test & Repair

to quarter one 1997 (86%).
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Energy Efficiency Programs

Insulation Upgrade

1990 Banchwark: Ouarter 1, 1997
” | ™

Seven in ren (709%) customers who had an insulation up-
grade say that their overall with Florida Power was

“excellent,” This is down from year end 1996 (77%). Eight;-
six percent of customers say that the employee they dealt with
did an "extremely good job™ in the first quarter of 1997, down
slightly from 1996 (50%).

Energy Management

Support Staff

Ernployes hotrng
ns

- % 3838 §
:

(1000 Benchwrark. Quarier 1, 1997

Six in ten (58%) customers who spoke with a member of the
&uﬂmmtmmnmﬁurdﬂhdm “excellent™
experience overall with Florida Power in the first quarter of 1997,
wwmmm:m (65%). Eight in ten (81%)
customers currently say that the employee did an “extremely
good job" during their contact.

Energy Management

having
with Florida Power in
their recent interact on with an Energy Management contrac-
tor, dropping to nearly the same level as reported in January,
The current year-to-date rating has steadily in-
creased throughout the first quarter of 1997 and currently
stands at 8296,

"© FLORIDA POWER CORPORATION

Field Coordinators

|

|
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1968 Benchmark: Guaris: 1, 1997
70 | (]

Eighr in ten (80%) customers who had energy manage-
ment work performed by a field coordinator . 1 their home in
the first quarter of 1997 consider their overall experience with
Florida Power to have been “excellent.” This is higher than
1996 year end (70%). Continuing a strong showing in this
first quarrer, the employee rating is 8696 (it was 829 at the
end of 1996).

nent ar 2314163,
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Performance Goals for 1997

The 1997 Performance Goals based on FASTRACK survey re-
sults are listed in the table below with the current year-to-date

April 1997
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Florida
Power

CORPORATION

(YTD) and 1996 benchmark scores. All the current year-to-date
scores are above their 1996 benchmarks. Goals are assessed against

the cumulative score at the end of 1997.

Focus an Mass Markets

to provide some insight into opportunities to improve sponsi

their customer transactions. In April, the number of
times we have -ontrolled customers on Energy Man-
agement has increased significantly. Hence, it is impor-
tant to examine how we handle the contacts that are
The volume of calls to the Energy Mansgement Sup-
to customers calling about being controlled. Concur-
rent with this there has been a decline in customer satis-
cusing on the following four attributes should help to
improve the overall employee rating for the contacts
with this group of people: “handling your needs effi-
ciently”, “showing concern about you®, “being atten-
tive to you and your needs”, and “being helpful”.

There are also opportunities to improve our re-
iveness to customers when they deal with us for
an Audit or they speak with an Energy Management
Field Coordinator. In particular, w= are not perform-
ing up to their expectations in terms of how long it
takes for someone to call to schedule the appoint-
ment for the Audit or the Energy Management work.

Further, we can do a better job of giving the cus-
tomer a specific time at which to expect someone to
come out to their home for the Energy Management
work. We can shorten the time it takes to get some-
one out to the home for this work. Finally, our per-
formance for on-time arrivals for the Audit can also
improve. Focusing on improving our responsiveness
in these situations should result in improved scores in
the future.

CONFIDENTIAL




Performance Gouals by Department
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Streetlight Problems

Voltage &

- VOLTAGE PROBLEMS
1 . Have we responded to their problem?

#
customers say someone came Customers say they called because c:ivingaresponse within 24
out to their home and they their lights were dimming (24%), hours were less than very
spoke with the Florida Power flickering (24%), or they were without satisficd. This suggests that
representative. electricity (23%). we need to examine our re-
tomers rather quickly (8296 say we responded to their tacts to identify situations in which we can expedite

our action.
2. How do these customers rate the experience?

When they consider all aspects of their recent ex- oy ~ e ok A
perience, nearly half say they had a very good experi- T ——y
ence, rating it a 9 or 10 on the 0 to 10 rating scale.
Unfmmna:ﬂnﬂuinﬁnlqkwﬁnpmupu'i- -
ence, as shown in the figure at the right. ®

e .

STREETLIGHT PROBLEMS

1 « According to customers, what was the streetlight problem?

The dominant problem they report is that the light is burned out (mentioned by 5796). An.ther 23% say
the light is flickering, while 8% say it is on continuously.

2. What did we tell the customer when they called?

Shinnm(ﬂ%]mm-rdmymmldhowkn‘hmldukemﬁxﬂmmudw Most customers
mﬂmdﬁmﬁmﬂrm&nuhwﬁﬁmwwmﬂmn However, according to one in
fourczs%)ofdmemwedidmmetthhdmdrm:. Further, all of these customers say they did not
mdw:uﬂc:phhﬁmwhyhlﬁlumﬂdmh&ndwiﬂﬁn:h:mm
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Streetlight Problems -

continued

3 . How do these customers rate the experience?

As shown in the figure below, over half of the customers who called with a streetlight problem rated their
ience a 9 or 10 on the 0 to 10 rating scale. One in five rated it a poor experience. Not surprisingl,,
customers who have their streetlight fixed within 72 hours are significantly more positive about the experi-

ence with us,
sbout ALL ASPECTE of your recent sapariancs
regrdl g

iy Soot 8

-ﬂ’ﬁlﬂm

&&-ﬁ-#“"""
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What was good about these contads?

15 not as l.i-'.'ai.ld sl i'.u_‘.IUl{I I;T?

Are our scores being influenced by customer perceptions of us as a company?

This has been a frequent question in light of the
negative press we have been receiving about the out-
age at our Cistal River Nuclear Plant. This issuc is
often raised because the Overall Experience rating is
often lower than the Employee rating.

As mentioned in last month's newsletter, we have
added a question to specifically address this issue, and
we will reporton itin July: However, in the meantime,
there is some information we can share on this topic.

Trends In 8-10 Scores for
mwmm

:w

As shown in the figure at the bottom left, the very
favorable ratings have remained strong, continuing
to increase from December of 1996. The same is
true of the softer 6-8 positive ratings. Hence, at least
yet, it does not appear that these external events are
having an impact on customer perceptions of their
experience with us. It may also be the case that their
good experiences are helping to positively influence
their perceptions of the company as a whole. Previ-
ous research has shown that good customer contact
experiences do have a positive impact on perceptions
of the company.

ct Ann McGraw

ey aI14168.
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Performance Goals for 1997

The 1997 Performance Goals based on FASTRACK survey re-
suits are listed in the table below with the current year-to-date
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(YTD) and 1996 benchmark scores. All the current year-to-date
scores are above their 1996 benchmarks. Goals are assessed against

the cumulative score at the end of 1997,

Focus on Customer Solutions Center

After several months of scores in the low to mid 80’s,
the employee rating ar d the overall experience rating for
the CSC dedlined by a statistically significant amount in
May. In this issue of the FASTRACK newsletter we exam-
ine some of the reasons for these declines.

Although there may be several factors impacting cus-
tomer opinions, one recent change in how we are doing
business with customers when they call us seems to be
playing a role in their lower levels of satisfaction. Spe-
cifically, customers who called us in April and May w
report a power outage were able to experience the new
automated outage restoration system. As shown in the
figure at the right, in April and May more C5C callers
recall completing an automated transaction before speak-

ing with a representative.

The volume of calls to the CSC regarding outages
was roughly equal in April and May (and higher than in
March). More callers in May were repeat callers from
April, and this may be resulting in lower levels of satis-
faction.

Trends in C8C Customers Who Recall s

Automated Transaction Befors Speaking with s
Rapresentative (Q3C)

CONFIDENTIAL




It is also the case that fewer customers who called
us in May about an outage rate the representative they
spoke with and the overall experience very positively
(a 9-10 rating on the 0-10 rating scale), as shown in

Figure A.

Figurs A
Trands in 5-10 Ratings Outage Callers
Q47 and 048}
. -
-
-
- 3
»
b= - [ ™ rr
mpinyve Mooy (0T} ot Mg 13641

The verbatim comments of May CSC callers as
well as those who only used the VRU shed some light
on customer concerns regarding their recent call. No-
tably, some customers report being quoted long res-
toration times. C cuers report wanting to know why
the power is out. Examples of some customer com-
ments are:

. “Because of the phone mess. The first time [I
called], a person told me it would take 24 bours to
get power restored.”

“With power out three times in one week, some-
thing should have been done more quickly to get ser-
vice back on. One side of the street seems to bave the

while the other side is lit. It's discourag-
ing. I called the .iext day. They said it would be on
at 9 o’clock. They told the neighbor 10 o'clock. It
came on at 2:30 the following morning. 1 asked why,
she said, ‘T'm not an electrician.’”

“Because you bave to keep dialing until you get a
computer voice that gives you an answer. You aren’t
told why there is an outage. They told me it bad
been reported, the computer voice, but wever do I
speak to a buman being.”

Focus on the Customer Solutions Center (cont.)

Industry research shows that many customers who
deal with their electric company about an outage situ-
ation express a desire to know why the outage oc-
curred. According to Market Strategies, Inc. (MSI),
customers are “comforted? to know that they are part
of a problem that is affecting many customers, not
just them.

The May dara also suggests that numerous cus-
tomers were calling us back (presumably to get a res-
toration update) this month, more so than in the past,
as shown in Figure B.

Figure B

Percant of Customars Making One Call Versus
Twe or More to the CBC for their Recent Probism
or Queation (Q48C)

L]

TEEEEERE

Further, the survey data also suggests that overall
CSC customers may be reacting to some of the nega-
tive press we have been receiving with the largest de-
cline in Favorability toward the company between
April and May. Notably, there was a 23-point decline
in the 9-10 Very Favorable response during that time.

While the findings suggest that CSC callers were
reacting to the new automated outage restoration sys-
tem, they may also be reacting to extesnal company
evenrs. We will continue to examine these findings
in the next few months and update you on what we
learn.

‘ FLORIDA POWER CORPORATION
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First Half 1997 Performance

As of the June, 1997 survey, we have completed one year’s
worth of interviewing to track our performance against goals.
"the 1996 survey activities focused on providing an under-
standing of how our customers currently view their contacts
with us, identifying action steps to take to customer

improve
. ratings. Thelﬂ?mqndﬂiuhuhwudprhuﬂr

on tracking our performance, as well as identifying how vari-
ous activities we are undertaking are affecting customer opin-
ions of Florida Power.

Energy Solutions™
Porcend of Cotar ~ Gineg 710 Entieg

Overell Brpariaics Bsting

[][m]

T m_
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As of the middle of 1997, we have already met our goal
for 1997 for Energy So utions™ and Energy Solutions™ Stores.
We are very close (within one point) to meeting our Cus-
romer Solutions goal. On the Mass Markets and Energy De-
livery goals we are making good progress.

. Florida
Power

CORPORATION

The challenge for us as we enter the second half of the
rﬂrﬂﬂb:mm:ﬁnlwihnwmww.mhm
light of the fact that we are now entering our high
usage time of year. Purther, external forces (e.=.. Crystal River,
pn.mm]wiﬂmﬁnummhmmkhudm
keep our scores high so that we meet our 1997 goals.

The following chart shows the Employee Ratings for all
departments for quarter one and quarter two, ranked on
the difference between the two quarters:

=lyleizn|z|n|niz|sin]aS
SMHEIN LB EE

Mans et Sapperi Siall

Owerall Experience ratings are illustrared for all departments
on the following pages.
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Department Results
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The close relationships among the 9-10 scores on the
Overall Experience, Employee and Favorability ratings con-
tinues to exist. Over the past year, the Exployee Rating has
averaged 209 higher than the Overall Experience Rating. In
mhwmhwmwm

while the Overall Experience Rating

Rating.

We continue to explore the relationship between percep-
dons of customer contacts and overall favorability to deter-
mine their impact on overall perceptions of the company. We
will have more to report on this in the July FASTRACK.
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Department Results (continued)
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The June FASTRACK survey featured questions designed
to assess whether Energy Solutions™ Stores’ customers are
interested in using the stores for different activities. It also
included questions on the importance of visiting an Energy
Solutions™ Store. ;

Nearly three quarters of current Energy Solutions™
visitors say they would pay other utility bills at a Florida Fower
office. This reflects 929 of current FPC bill payers and 73%
of office visitors who come in for non-payment reasons. There
is a slightly higher preference for paying the phone bill at one
of our stores, but a majority of those interested in paying other
bills would also pay their cable and water bills.

Just over half say they would purchase energy-related prod-
ucts such as surge or & small back-up
energy supply at our offices. They would also purchase a small
electric appliance.

Only about one in three would purchase a long distance

calling card ar one of our stores.
Weuld you do any of the following sl & Florida Powsr Offiea?
P So iy bl g g Eairm e i
Pt B, s b, 07 aas B3]
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There is customer willingness to pay their Florida Power
bill at other convenient locations, primarily at a supermarket.

New Activities for Energy Solutions™ St

Customers were also asked to evaluate the convenience
of our office hours.

« 869 of non-bill paying visitors and 77% of bill paying
visitors say the current office hours are convenient for them.

»  Those who are not satisfied with the current hours want us o
stay open lacer on weekdays and open on Samurday.

To determine the value our offices play in customers’ opin-
jons of us, we asked them to consider how the prescnce of an
office would affect their chioice of an electric utility,

Nearly all would stay with us if we had an office nearby
and another electric utility did not, and prices were the same.
If another electric utility had prices that were 5% lower but
did not have a local office and we did have one, then it ap-

that about a third of our customers would forego the
local office in favor of a lower price.

et P P et 2 e

-—HII.T

Four of five current bill payers say they would be willing
to pay their electric bill at a local grocery store, drug store or
machine similar to an ATM machine if Florida Power no longer
allowed them to pay at an FPC office. We can encourage
some (two of three) of those who are not willing to do this by
placing an FPC employee at these locations. This suggests
that we have an opportunity to move some of our bill-paying-
only wraffic to other venues.

"© FLORIDA POWER CORPORATION
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Energy Solutions® and Departmental Performance-

Here are some of the longer term wends that are emerging
Energy Solutions™ from our analysis of the departmental level results for the
u;uu-—numm- Overall Experience Rating:

vl *  Thescore for the Solutions™ Stores peaked in May
wdhunhrﬂy in June and July, This has
» C ol Exporiance Roting uﬂt?h-mpolm,m&we
Xl mmlllbﬂduhh:[odfnr 99
]
50

lml;“ * The scores for High Bill Handling have been fluctuating
i since the beginning of 1997. The overall trend, however,
seems to be negative, as the cumulative score is declining.

sTalels * The scores for Walk-Thru Audis have been sigificanly
mle|al® higher for two months in a row, making the cumulative
score ten points higher than it was at the beginning of the

Following the decline in the overall experience and em- o
ployee ratings in May, we have rebounded the last two months | +  The Customer Solutions Center scores have stabilized for
so that our year-to-date score is back on track for meeting our mmﬂuinamfolloﬂn'dmhlq::diu.

year-end Energy Solutions™ goals.
*  The score for the Energy Management Contractors has
been relatively stable for thres months in a row.

— —
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Department Results
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Department Results (continued)

High Bill Handling Phone Resolution
Pammant ol Contmsmaey Gy 114 Bty

Focus on High Bill Customers

The summer generally means higher bills for our
customers. Since the overall rating is showing a downward
urend, we focus on these customers to determine how we can
improve on our performance.

When customers feel they have dealt with someone who
is helpful and their high bill problem is resolved, most give us
a9 or 10 rating. Wl..en cither of these or both are not
accomplished, they give a lower mating. For some of the
customers who gave a 6, 7, or B rating on their experience, if
it were not for the Florida Power rep who kept trying to find
a solution, the score might have been lower. Customers who
Eive us a 0 to 4 rating usually say that there has been no follow-
through on someone coming out to check the meter, or no
solution has been proposed. The following quotes illustrate

Customers’

wm-ﬂﬁm&dlhdh
M3wnh. They did the when they said they would
and they didn't give up.” [Gave 10 rating]

“The overall would bave been a 5, but the
m!ldkdm me feel less stressed osut about mey high

bill.* [Gave employee 10 rating and overall experience an §)

Focus on Outage Callers

In July, we looked at the calling patterns of outage custom-
ers to see if they are calling more than once. Here's what we
found about the 157 outage customers we interviewed:

¢ Most (77) called one time.

*  Many (41) called twice; 27 of these were on the same day
and 14 were on a different day.

* 15 called 3 dmes; 9 on the same day and 6 on a different day(s)

* 14 called 4 times, with 3 on the same day and 11 on a
different day(s).

* 4 called 5 times, all on a different day(s).

* 4 called 6 dmes, one on the same day and 3 on a differert day(s).

* 2 called B times, all on a different day(s).

We took a look at the customers and how they responded to
the overall ratings and the employee ratings. Whar we found is
that for the customers who called 3 or more times, fewer of

them are very poditive on the rwo key measures.

?ala«-.--.,-..,.“ hh'ﬁ- it .,_ 3%
S AT gl L~y e
(5. %

HH

In addition, we looked at customers who used the VRU
and stayed on the phone to alk with a rep. Here are some of
the reasons why they did this:

*  They wanted 1o know the cause of the outage (this is some-
thing we see a lor these days, particularly in no=~-storm
situations).

*  They wanted to ask questions, usually about why it is
taking so long to restore the power.

*  They wanted to notify us that the power comes 01 and

goes off again.

. Thtnhhkd:_u&m‘mnpumm]lpuhmm
or faster service.

In looking at the January-June, 1997 data, 39% of outage
callers who used the VRU first say they stayed « n the line o
speak with a rep. We also know that among CSC outage call-
ers who did not use the VRU first, the main reason (for 31%)
is that they “just wanted to speak to a person.” Another 15%
-rd:qmnmlly to a rep while using

there is a large segment of outage callers
hmﬁnm&duﬂqwﬂhlmﬁwlﬂﬁrm
lem. However, we don't know If this is because past experi-
ence suggests they pet better service doing so, or if they simply
dislike or don't wrust the VRU, We plan to examine this fur-
ther through the survey and some internal analysis of the out-
ages these customers have.

FLORIDA POWER CORPORATION @




“The Chicken or the Egg”: 'ﬂhl:l'l
" Comes First?

In previous editions of the FASTRACK newsletter, we have
mentioned that we know there is a relationship between cus-
tomer opinions of us as a company and the perceptions they
have of our service when they have a transaction with us. In
the July survey, we obtained some additicnal information that

the overall experience the employee rating and the
favorability rating for customers each month. 'We notice that
the 3 scores trend quite closely which means there is some

among them.
kuhnauﬁqumtbnm]dy,wﬂhdumﬂm

é‘ |

I

The majority experience lower
than they rate the employee. Some reasons for this include:

* They blame the company for employees who arrive late
or not at all.

*  They are dissatisfied with the number of outages or the
length of the outages.

*  They dislike the automated telephone system.

*  They blame the company for employees who don't do
what is needed the first ime, requiring another person
to get involved.

. mrduhhemnmdwuﬁnﬂ-

Usually, customers are pleased with the last employee they
dealt with. &m“dh“ﬁf“hm
for are out of the control of front line employees. However,
od:mmmgmd:-duqﬁniutlﬂlﬂ!hﬁnl.nd
arriving on time or calling when that is not possible.

What About Faverability?

At the start of the survey each customer rates their overall

ion of Florida Power on a zero to ten favorability scale.

is designed ro measure their overall “gut” reac-

tion to the company. However, among customers who con-
experience. If we survey customers at large, without neces-

sarily having a recent contact, their tend to be less
focused on We know this from ~evious research.
In the July survey we asked customers the reason for their

favorability rating. .

Reasons For Giving a 9-10 Very Favorable
Rating...Top Mentions...

* People are polite, nice, courteous, friendly (mentioned
by 37% of those giving a 9-10 rating)

Prompt service, respond fast, done quickly (25%)
Very helpful, cooperative, went out of the way (1996)
Work with you on the bill, payment extensions (12%)
Never had any problems (10%)

Reasons For Giving a 6-8 Somewhat
Fovorable Raoting...Top Mentions...

*  People are courteous, pleasant, very professional,
friendly, efficient (18%)

*  Never had a problem (17%)

*  More expensive, bill is too high (13%)

* Took a long time to come out, don't get fast enough
service (11%)

®  Service is good, they did their job well, they're

Tﬂlﬁﬂlﬂl
® A lot of power outages, have frequent glitches (10%)

Reasons For Giving a 5 Neutral
Rating...Top Mentions...

Rate increase, rates oo high (27%)
®  Slow to restore power (21%)
*  Not satisfied with them, corporadon needs improvement
(13%)
Brief interruptions, surges, numerous outages (119%)
*  Rather talk with a person (10%)

®  Rates are too high, prices unfair (26%)
. hmuma-ﬂmmwwm
. a while to get power back on (12%)

Dissatisfied with billing procedures (13%)

"© FLORIDA POWER CORPORATION
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“ and Departmental Performance

With only four months left in 1997, as a company we are
on target with meeting our 1997 goal. After a significant de-
cline in July in the Energy Solutions*™ score, we have re-
bounded nicely to help 15 maintain our overall level of perfor-
mance against the yea: end goal.

Performance Against 1997 Goals

Of concern, however, is the finding that two areas are
facing challenges as we enter the last quarter of the year, The
Mass Markets group has, for two months in a row, been rated
somewhat lower than in previous periods. As a result, this
group is still 3-points shy of reaching its year-end goal.

Although it does not affect the Energy Solutions™ owverall
score, the Energy Delivery year-to-date cumulative score of
81 stil! lags the year-end goal by 4 points. This business unit
has a “good month” followed by = *not so good month” which
means that the scores across the year have been essentially
flat. With the October FASTRACK survey we will launch ad-
ditional interviews for each of the operating centers to isolare
some of the customer expectations regarding service reliabil-
ity and restoration. As a result, Energy Delivery can bemer
focus actions on parts of the service area where we are not
meeting customer needs as well as we should.

CONFIDENTIAL




Customer Solutions Center

Cusiomer Sciutions Center
Porm ! Lo s Gty - 1) iy
rem

The CSC's scores in August rebounded due, in part, to
iupmvmﬂmﬁlmﬁﬂﬂﬁlm
chart shows the very positive scores for the
GCdeﬁ:ﬁwdlhupﬁumnMd
each month. While we typically focus on the very positive -
9-10 - scores, this time we 2lso take a look at the neutral and
negative — 0-5 - scor~ Given that so many scores are very

teresting. There are
can work to reduce the number of 0-5 scores: being attentive
to you and your needs, showing concern about you, and being
helpful. Clearly, it is possible to reduce the of low
scores to 09, or at most 19%6-396, based on the fact thar we are
doing this with some of the attributes,

The Stores

Although some improvement has been made recentdy, sev-
eral of the rep anributes remain low in comparison with the
scores artained in the May-June period. The common theme
among these atributes seems 1o be focusing on the customer
and their problem or issue, which in the majority of instances is
related to a collection arrangement or a reconnect being issued.

Department Results

The Stores (continued)
Four areas The Stores can focus on are:
Amaﬂqunmnm

Being helpful
l-hn:llqrmmedufﬁnmtly
Showing concern about you

- a8

Energy Bolutiona™ Siores
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High Bill Handling

This department was profiled last month. The overall
experience ratings for phone resolution and field investiga-
tons continue to soften over time as shown in the year-to-

date trend lines.
High BINl Handling Phone Resolution
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Department Results

Energy Management

The performance for the three departments we track are
very different from one another. While the overall experi-
ence rating for the Contractors has improved each month in
mbpdmmmmwhmhhw
Staff and the Field Coordinators continue to bounce around.
Currently, the Field Coordinator scores are significantly higher
than in July, while the Support Staff scores remain within a
fairly narrow range of 589 to 65% for the overall rating.
Based on the proportion of less than positive scores, there is
room for improvement on “following through on what they say
they will do” for the Support Staff and the Field Coordinators,
and “handling your needs efficiently” for the Support Seaff.
Due to the fact that these service interactions often in-
volve more than one group of employees/contractors, we need
to keep in mind that customers expect consistency from us.
The following comment illuserates this point:
“Because they weren't precise. | called, and the first per-
son referred me to a second person, and then a third person
referred me to @ busy person, to tell me the same thing the first
person told me. The first person should have been informed

enough to handle my proklems.”

Energy Manasgement Bupport Blaft
Faran oy bty 8 oy

e ]

—
-

Walk-Thru Energy Audits

After two months of very good scores, the August overall
experience rating declined significantly, due primarily to cus-
tomers reporting difficultics in gerting a visit scheduled (taking a
MhmdeMwM}um;
while for an auditor ro come out to the home. Additional analy-
sir of the Walk-Through Audit findings shows that:

*  Compared to the first seven months of the year, many
more audit castomers say it rook 15 dzys or more for
someone to call them to schedule the audit after their
initial contact with the company.

*  Only 509 of August customers say they were very
satisfied with the time they waited for someone to call
them to schadule the visit, compared with 7, 3%-88% in
previous months.

*  From the point they scheduled the visit to when someone
came out, many more customers in August say it took
more than 7 days (1996 mention, compared with 296-8%
previously).

We'll continue to monitor these findings to see if we are
able to better meet customers’ scheduling needs in the furure.

Walk-Thru Energy Audits
P of Campummury Gy B 1 By
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Ever notice how you remember little facts that you hear on game shows like Jeopardy? The reason is that when you
have to answer a question and think sbout it, you tend to recall the answer longer. Here is a short quiz to test your
knowledge of how we have done over the past year in terms of our performance on FASTRACK.

nop

For more informetion, pleass contact

The year-to-date camulative overall experience
rating for Energy Solutions™ is currently at
67. What was the starting point for this

rating in August 19967

63

60

58

When we look at the trend in Favorability, the
Overall Experience Rating, and the Employee

Rating, which of these statements is true?

The Favorability rating which reflects people’s
general opinion of Florida Power is very
different from that of the Overall Experience
and Employee Rating because these measures
are not related

The Favorability rating is higher than the other
IWO ratings

The pattern of scores for the three ratings is
very -imilar; they tend to move together
None of these are true

Werketing Strategles Department st
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Considering the results for all the departments
together, what is the number onc reason for
customers giving us a 9 or 10 rating on their
overall experience with Florida Power?

We are very fast, efficient, and are there when
they need us

We are helpful, show concern, are cooperative,
and go beyond the call of duty

We take care of everything and do the b«
we can

All of the above

None of the above

{Answers are upside down)
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OpinlmofFPCuuﬁhMU.s.nd
regional norms - Page 2

Customer loyalty softens - Page 3
FPC CAS Scorecard - Page 2-3

Perceptions of FPC's Corporate
Competence and Integrity are largely
responsible for decline in overall
customer assessments - Page |

Decline in Customer Opinion
Confirmed

Recent events have eroded residential customer opinions
of FPC according to a June survey.

Overall CAS™
s

[j :

-
= gty e P s pared
FPC's overall performance indicator known as the
Customer Assessment Score (CAS) has significantly
declined since Fall of 1996, when s benchmark

telepboaemuymmmmmwruidnm
customers was conducted.

(TIT TR SRR R ) EEAERSRERFRsRARREERS

RESEARCHSOL UTIONS from
JUNE NEWS BRIEFS oouldiaaEE
o Suspicions Confirmed - Page | c EEE; -- F'Oﬁd?

A .-,Ttlinﬁiinu__“' \

s o e

CORPORATION

The overall CAS score is & weighted index of four
pummmmmﬂhwnﬁpiﬁmtimputm
overall customer assessments. The change between Fall
1996 and June 1997 is analogous to FPC receiving a
gldn&wmomof"ﬂ-"htheﬁﬂmdagndcur

“C" in the present study.
June's telephone survey was conducted among a Cross

section of Florida Power residential customers from June
11 to 18, 1997. In total, 250 interviews were conducted.

Competence and Integrity
Issues Sway Residential
Customers

wap!iwmdinsFPC'lCmpuuemeemd
Integrity arc largely responsible for iis decline in

overall customer assessments,

Competance & integrity CAS™

aLw

* Sugreicmedy Sliarwrd b Do (s
While FPC's score on Corporate Competence and

Integrity significantly declined, the other CAS
ormance factor scores only sofiened, but did not

significantly change.

GEEEEES BERSSARREREREREARES
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BRoADCAS
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This score is determined by customer responses to
four related questions: .

e Operating In An Open And Honest Manner

« Consistency In Word And Deed

+ Ensuring Future Energy Supplies

¢ FPC's Management Competence

On each Corporate Competence and Integrity
di_uension, negative ratings of FPC have doubled
since Fall 1996 — now accounting for two customers in
ten.

FPC Stands Below Regional
Norms

Customer opinion of Florida Power now stands below
established South Atlantic and U.S, norms, This marks
- decline in FPC's standin, " relative to other utilities.

Overall Rasidentia] CAS™
e Bonth At e

i 0 0

In Fall 1996, customer opinion of Florids Power
reflected the U.S. average although it stood somewhat
below the South Atlantic norm.

The U.S. and South Atlantic CAS norms are established
by the RKS National Residential Customer Assessment
Survey. This semiannual survey is conducted among &
cross section of U.S. residential electric customers,
consisting of 2000 or more interviews of houschold
heads each year (1000+ interviews per wave).

ettt rr T T TR R R LR R L Ll Ll FRAREREIAEDE RN R RRERERRRRRN FARE RN RAR

JUNE 1997
Page 2

Four Factors Impact
Customer Opinion

Overall customer assessments, meaning Loyalty,
Value and Favorability, are influenced by four specific
factors of FPC's performance. Corporate Competence
and Integrity is one of four performance factors that

e

CAS weights are assigned to each factor according to
its ability to influence customer opinion. Perceptions
of Price (37%) has the largest impact on overall
customer assessments. Customer Interactics (27%) is
pext, followed by Corporate Competence anc Integrity
(22%). Although Power Delivery (14%) stands in
fourth place, it has a significant impact on customer
opinion as well.

A factor's relationship to overall customer
assessments (Loyalty, Favorability and Value) is
linear — as a factor score improves, so does the overall
assessment. Working to improve a CAS factor works
to improve customer opinion overall.
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FPC CAS SCORECARD | Fall 1996 | June 1997 | Change

/rice Perceptions 249 241 « 08

Customer Iateraction 317 3.10 07

Competence and Integrity 3.16 2.94 2%

Power Delivery 340 3.36 =04
Overall CAS 295 285 104 *

ignificantly lower than Fall | 996 score

Customer Loyalty Softens

Amwmofwm.mmwmmmuammmmmmﬂm:
Compared to survey findings last Fall, fewer

Customer Loyalty mﬂqﬂﬂmmuy@ywﬂhml&ciyto
Percent Very Likely To Stay: stay with Florida Power if other choices were available.
In total, 74 percent of resideatial customers say they would

be at least somewhat likely to stay with FPC. Some 15
percent believe the opposite, saying it would be very or
somewhat unlikely that they stay. One customer in ten isn’t
sure what they would do when the industry deregulates.

Additionally, fewer residential customers (31%) base their
likelibood to stay on eamed loyalty, down six points from
Fall 1996 (37%). Rather, more are riding the fence, saying
they would wait to see what happens before they would
switch (Fall 1996 60%; June 1997 67%).

8

Research Solutions Provides Monthly Insights

BROADCAS summarizes major findings flowing from a
new residential monthly tracking survey, commissioned by
Energy Solutions™ this June. This edition is the first FEGER
published newsletter of the survey's findings. Other
editions will follc w on a monthly basis. [ ivE R
Research Solutions' goal for BROADCAS is to deliver up-
to-date, actionable insights regarding FPC's residential
customers.
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ENERGCY MANAGEMENT :
" s E=X=T=R-A
e Encrgy Mrnagement Customers More ’
T - RESMCHSOLUHDNS from
e More Interruptions Not Noticesble - S ouiing
i nsloncs
» A/C und Evening Interopticns st
Huﬂnduut-hpz g
e Weekday, Water Heater Interruptions _
Preferred - Page 3 T ;
Energy Management EM Program Communicates

Customers More Favorable Concern to FPC’s Customers

Performance Fac or. Mgmt. Mgmt.
i Category e (e)*
Effective Communication 32 25
Quick Response as 27
Customer Courtesy 49 38

'TIi1L] ‘.-..-..‘.-‘.-.'-...-..i..l..l".'...I-Il'l.'..t‘..i..'..‘.I‘l.l...‘i...i..ll-l'l TIZT R RS R R R R
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Energy management customers are also more likely to
feel that FPC is concerned sbout them as individual
customers than non-participants.

Bill Credit Drives Energy
Management Participation

Participation in FPC's energy management program
appears driven by the willingness 10 receive a
credit/cdiscount on their monthly electric bill. Customers
report an average moathly credit of $8.90.

All told, most (85%) are satisfied with the program.
Primary reasons: discounted rates, lack of noticeable
impact from interruptions and positive environmental
impact.

Customers Perceive No

Changes i1 Number of
Interruptions

FPC began increasing the number of
interruptions in February, most ocustomers interviewed
in June report being as satisfied (85%) or more satisfied
(5%) with the program now than they were six moaths

ago

Yt Ity e e e e R R R R R A AR N R R R R R R DR R L SERFANSRRERRREES

JUNE 1997
Page 2

In fact, two-thirds (66%) feel that they've experienced
the same number of interruptions as they did six months

Which Interruptions Get
Noticed

i

noticed more frequently (33%).
Half say that these interruptions are convenient (56%).

grsssssand BEERERERRRIRERRARS
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Interruptions Customers
Prefer

Customers generally prefer that power interruptions
occur during the week (58%) and every other day
(55%). Water heaters cause the least inconvenience
when interrupted, while air conditioning interruptions
are the most inconvenient.

Most and Least Inconvenient

Heuting N Pool

Tolerance of liiierruptions
Increases When for Common

Good

Kwpingnle:u-icp-hudwnﬁrlﬂwtll
strong incentive for accepting more interruptions,
according to many customers (66%).

Energy Management Profile
Energy management customers in this moath’s survey
geoerally:

¢ Own their home (92%)

e Are an average of 52 years old

o Eam an average of $47,000

e Have some college education

- ..t-...‘.ll.l'....'.l.ilII..'.‘..'.".-.-.‘"I ARSSEEARSERERRRES

JUNE 1997
Page 3

Thymmnmemﬂleuwnm-lmd
management counterparts on all aspects except age.
Energy management progmm  participants are
spproximately five years older.

Energy Management
Baseline

As part of June's monthly tracking survey of residential
customers, additional interviews of FPC's enmergy
mansgement and non-energy management cuslomers
were conducted. June's survey included a randomly
selected sample of 137 energy management customers
interviewed between June 11 and 13, 1997. CAS scores
were developed for both customer groups. Energy
management Program were also asked a
-iuofquuﬁmrd:duwmnﬁmnﬁnnmd
tolerance of program change. These data will establish
a baseline of customer opinion among energy
management and non-energy Mmanagement cusiomers
that can be tracked over time. '

BroadCAS Extra or the monthly residential
_E&;ﬁhﬁuﬂ.ﬂﬂm‘
g vMr. St Caglomt 2314598, "~ -
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JULY NEWS BRIEFS

e Customer Opinion Improves (Page 1)

*  Competence and Integrity Rating
Increases Dramatically (Page 1)

¢ Perceptions of Customer Concemn
Improve (Page 2)

¢ Customer Loyalty Similar, But
Motivation Shows Some Change

(Page 2)
» Four Factors Impact on Customer
Opinion (Page 2)

Customer Opinion Improves

Residential customers in July award FPC an improving
Overall Customer Assessment Score™ (CAS™).

by BT

Taar End 99 Jama BT

FPC's Overall CAS now stands mid-way between the
Fall 1996 benchmark and Jume 1997 low point.
Although improved, July's result is not significantly
different than June's score.

CONFIDENTIAL
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The CAS is & weighted index of four performance
factors that have a significant impact on overall
customer assessments. The highest score possible is 4,
while the lowest is 1.
Thnnhnpbamlmnd]ulyhmﬂmulom
receiving 8 grade from customers of “C™ in June and a
grade of “C#+” from the current study.

July's survey was conducted among 2 randomly
selected cross section of Florida Power residential
customers from July 1 to 3, 1997. In total, 100
interviews averaging 10 minutes were conducted.

Customers rate FPC's Corporate Competence and
Integrity significantly higher in July than in June,
giving an average score of 3.10 (June 2.74). This
increase results from more favorable customer
perceptions of FPC on all attributes in this factor.

Percent of Positive Ratings
Jupe July
Operate in Open and Honest Manner 74 82
Consistency in Word and Deed 78 83
Energy Stewardship 67 75
FPC's Management Competence 72 7
Base: Customers rating FPC
Excellent or Pretty Good

AL R R R AR R L L L SEsERseARER EESEEREEEN LEL R L L]
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Op‘mimmCuﬂmIan(w score: 3.23)
mwedinlulyum.mvhsbwondthaw
established in last Fall's baseline survey (score: 3.17).
Cumuophmm!uwmummhm
while perceptions of Price have softened slightly.
Thﬁcnhngummdpiﬁmﬁydiﬁﬁmﬁm
June's results.

Perceptions of Customer
Concern Improve

As noted, opinion on FPC's Customer Interaction
ening. While opinions on each

- the most dramatic

improvement occurs in the area of customer concer.

FPC Shows Concermn
T

l-'l'l I.nrw
Improvements in effective communication (June 78%,

July 87%) and quick response to

(Jm'fmlulyumﬂﬂlomllud.hmm
Wmhmmmﬂm%lnly
92%). All percentages are based on the number of
customers reporting that FPC does an excellent or

pretty good job

JULY 1997
Page 2

Customer Loyalty Similar,
But Motivation Shows Some

Change

mmmwhmm:C&SMorm.:hy
measure of customer Loyalty continues to shows signs
of erosion. Although similar numbers as in June say
Mwﬂdhmliﬂlymmywiﬂa%dn?mir
other choices were available, the strength of their
loyalty is waning.

When asked to elaborate, fewer residential customers
rapm‘ttl:nFPChnmdlhdrln)'lltY(ZB%)
compared 1o previous readings. [Ever increasing
aumbers of customers are likely to take a “wait and
see” attitude before making a decision on their future
electric supplier (Fall 1996 60%; June 1997 67%, July
1997 73%).

FPC Has Earned My Loyally

195

Bess: Liksty vo stxy with Flovids Fowsr
Customer opinion on other key assessments,

Favorability and Value, have strengthenea slightly.

Four Factors Impact on Customer Opinion

Overall customer assessments, meaning Loyal

ty, Value and Favorability, are influenced by four specific factors of
~4 Tesmevitv is one of four performance factors that has a significant

: . Corporate { /.
mpacimmndenﬂﬂwpm‘w‘oﬂ-z_ :cptimsnf?riﬂc.Cuﬂomu’lnlwnﬂiunmdin:r
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. BroapCAS

A Majority Choose
Florida Power

Tm&ﬁdhthm
gust say they will continue to purchase electricity
from Florida Power if a competitor offers the
same service at ~ . /e to ten percent discount, with
no local offices. These findings are similar to
those coming from the RKS National Residential

Survey:

Bwitch Or Stay Por B% To 10% Lass

-.-."‘IIIIIIIIIIIIIIIIIIIIIIIIII
T .
acmputy

Comirtns mim $87 & jpompm—y o

Of those that s -y they will continue to buy FPC's
electricity, most customers (£9%) expect they will
remain with Florida Power even if FPC decides to
close local offices and opens up satellite offices in
local malls, banks or grocery stores. Of'those who
say they will purchase electricity from a competi-
tor for a 5% to 10% discount, local offices of any
kind do not affect their choice,

SERBESEEEFANBEEAERRRERERERAERERARERES

ESEARCHSOLUTIONS from
Aucmnmm R T S fr
% T oan Florida
. CAS"MIII‘-’I'H&JI&LI‘H 3 ¢
{Mll 5 .': o 'r:lnr-_n-:‘___‘ CORPORATION
. Ammmm 1
(P*l, y ".M' ) i
. c-pu-u-imm
cm-um”:) o CAS™ Scores Return to June
. M-'hd'ﬁﬁ“-ilgmm Level
CMMHJ”?)
. ’”’m‘m-w | Rnhnl.lmupuan of FPC declines in August,
Oplaion w” ' T?,:r(.-f,yr.t - “*'.'i returning to its June level:

Residential CAS*™ Score

| jEm

(g dunn dwiy - Augusi
Basim s 5 1 18 d sEEin

Mdﬂﬂ?pﬁﬂltﬂmhmmﬁ.hﬂml
Overall CAS™ score is not statistically different than July's

(Favorability, Value and Loyalty). The highest score possible
is 4, while the lowest is 1.

The change between July and August is analogous to FPC
receiving a grade from customers of “C+" in July and a grade of
*C" in the current study.

In August, FPC's customers grant a modest icrease in one
factor score and slightly lower scores on two others, with a
significantly lower score on the final factor (shown on page 3).

August's survey was conducted among a randomly selected
cross section of Florida Power residential customers from
August 1 to 5, 1997, In total, 100 interviews averaging 13
minutes were conductad,

SRR ssERRRRERRARERE &
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BROADCAS e

Caswmmwpﬁwmwwmiuwwmmﬂmwm. i
(37%) has the largest impact on overall customer assessments. Cumlmumﬁmaﬂi}hmrouowedhy
Corporate Competence and Integrity (22%). Mmmlhﬁy(liﬁlmdihrmﬂhm&m;
significant impact on customer opinion as well.
Afuctor'smlxﬁmshipwovmuwmm.hwﬂxymvﬂu}hmmhm—uwe
improves, so does the other. Waorking to improve a CAS factor works to improve customer opinion overall.

FPC CAS SCORECARD | Fail 1996 | June 1997 |; July 1997 | Total 1997
Price Perceptions 249 241 2.37 2.39
Customer Interaction 3.17 3.10 3.23 3.16
Competence and Integrity 3.16 2.94 £3.10 3.02
Power Delivery 3.40 3.36 336 - 3.36
Overall CAS 1.87

AEsssasREsIERARERRRERERBRERNS SESFEBEEENRAREIERERNEREREREREREESERRAREaRREaERE SEssssssanaEan SeddbARERREREENR RN
Rmﬂﬂgﬂm




BROADCAS

August 1997
Page 2

Competence and Integrity Rating Continues to Fluctuate

Cwm'mHC'ncmemmdwwmmmmmMy. returning

to its June level:

Corporate Competence & Integrity

Ophhndmmwulﬂwd'ﬂﬁﬁm.wﬂﬂnmhnﬁchwmm
“Mhnqmndbﬂ'm’mmpud: 82% July).

Customer Perceptions of FPC's Cost Containment
Efforts Increase

Fordnﬂrnﬁm.ammhrufmin
mwwmmmHuMw

ccatain costs:

EffortsTo Reduce & Contain Costs

OWorks hard OOess not work hard

s

Juy

FAREIEEEEREREERERRRRERRERRRERRRAN

'..l‘..l..".ll."'i..l.I".'."-'b..'. LE L LA

There is also an increasing trend for customers 1o
rupmdmum‘tmumrmmhhmamdm

previous readings.

PERCEPTION OF ELECTRIC RATES POSITIVE

RATINGS
June July August
(%4} (%) (2:)
Low 3 2 2
Reasonable 35 34 40

dssssanen aas EREEESGERRRERRREEE




August 1987

| BROADCAI'SJ Page

Four Factors Impact on Customer Opinion

Cﬁwﬁﬂmuﬁpﬂhnﬁhﬂmﬁmhaﬁﬁﬂmiﬂmmm. Perceptions
of Price (37%) has the largest impact on overall customer asScSsSments. Customer Interaction (27%) is next,
Mwmw-ﬁmm Mhﬂbﬁw(ll%}nﬂmm
plwe.lthiuww:l“npﬁ-uudl.

F:vu'lbilitymd\-'aluu)illinn:inm

A factor's relationship to overall customer assessments (Loyalty, _
- as one improves, so does the other. Waﬁuww;mmmmwﬂmw

the monthly residential tracking study, please contact
Mr. Stu Cagle at 220-2441.
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T SEPTEMBER NE VS BRIEF FHRESEARCHSOLUTIONS from

Customer Opinion Fluctuates
Wm#ﬁmﬁﬂmmhhﬂmhh&.ﬁdﬂymﬁcﬁﬂ 1996 and June
1997 readings:

FPC's customars pat modéet inceeases ia tres Residential Customer Assessment Score™

of four factor scores (Customer Interaction, Cor- 208 aad 200 i 200
porate Competence and Power Dg:?r) in _

September, as well as in the Overall Aw ‘2

slight decrease is noted on Price, the fourth and

final residential factor score.
The CAS is a weighted index of four performance
factors that have a significant on overall

Loyalty. The highest possible score is 4, while the
lowest is 1.

September's Overall CAS and factor scores are
not statistically cifferent from August's results.
mmmmmwhmmm‘smmamﬁmmmd"c*m
August and a grade of “C+" in the current study.
W'swwmmlmwm:ﬂMdMMMWm
from September 2 to 5, 1997. In total, 100 interviews averaging 10 minutes wer= conducted

Boore on 8 1 10 4 scaie

..a.Iittitl'ltIItlhi.IlliIi'..llqil.Illi.‘.l.""'l FEFFERBERRAREREREAS AERRARAEN SEFESBAEE TEARERERAERERRRERES
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September 1997
Page 2

Opinion of Power Restoration Increases Sharply

Upmpmﬁmhmmhlf{“'}aof As the number of reported outages decrease, excellent
mmcmwwdmsmmhwnylhum&n-m matings of how quickly FPC restores electricity after an
- outage increase dramatically:

Number of Outages vs.
Excelience in Restoration
Average | Quick Power
Number Restoration
OfOQutages (% Excellent) |
June 25 40
July 24 as
August 28 38
Sept. 1.8 48
Total a4 40

Awareness of Deregulation Continues to Increase

Consistent with the residential trend nationally, customer awareness
of electric industry dercgulation continues to increase:

Overall awareness of deregulation measured thus far in 1997 among
FPC's residential customers (34% June through September) contin-

ues to be slightly below the 1.5, average (40%).

"punmmw-mwummh
electricity from

FPCh;mpoﬂﬁvguvhu-l. qﬁiunfnt:inﬂﬂ:

Aware Of Plan That Allows
Electric Companies l’ncumm

B
aEEe .Qp-nt..iiil|.-l-l--|..ctlliiIi.lll!'IO!QI-Otltut'..ill-tnnillll- BT REEEERERRREES BRORBARERERER

=

one-quarter of those interviewed, however, say

Only one-quarter
that FPC bas camed their loyalty. Most customers
continue 10 say that they will wait to sec what happens

before switching electric suppliers.

[ZLL]]




September 1987

" BroapCAS —

Four Factors Impact on Customer Opinion
by four specific factors of

wmmmm.vﬁn-ﬂfm.mw
FPC's performance, mwnﬂhqﬁrhudfwrpumbﬂmﬂmhu;w
Lmp: on residential customer opimion. The others are: mamwwwm

Delivery
mmmwpdbﬂﬁm“&'whmhhﬁmwm Perceptions of Price
(37%) has the largest impact on overall customer asscssmients. Customer Interaction (27%) is next, followed by
Corporate Competence and Integrity (22%). wmmmmmhmmam.
significant impact on customer opinion as well.
AW‘:MNMMWM.FM&F@WM&M-"
one improves, so does the other. th-mw“t:mwum&iﬁmmﬂ

¥ e - i

sl N =t L

Price Perceptions T 2.4 ~2.4( 38

[ Custe nteractio 3.9 3.1 1 3.16

_g?f'q:'_mﬂ and integrit 3.1€ v2.92 3.03 300
| 3.40 3,32 3.41 3.36
CAS .95 2.8: 289 2.87

¥ Significantly lowsr than previous reporting period.
4 Significantly higher then pravious reporting period.

Customers Consistent on Value of FPC’s Electric Service

Continuing a trend established in the Fall lmwwmdM'leuy
that FPC’s electric service is an excellent value, worth the Value OF Eleciric Service

price they pay: Excsilent Ratings:
Sqnmbm'lmﬁnsﬂlﬂmﬂﬂ}hwm
previous months’ even though fewer customers in
ScpluannyrhuFPC'lrmmiﬂwammbk:

Percepticn of Electric Rates

| PositiveRstings
Positive Ratings

: ‘;’ N\ FCR MORE INFORMATION regarding FPC
- ~ BroadCAS or the monthly residential
July 36 tracking study, please contact
August 42 Mr. Stu Cagle at 220-2441.
September ~ 35

Total 38
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I FLORIDA PUBLIC SERVICE COMMISSION INQUIRY ACTIVITY
- ENERGY DELIVERY YEAR-TO-DATE REPORT 1997

TR A\
i ; 'Iini:, Ii I
8-157478 | January
18-160225 |February
26-162832 |February
29-164381  March = 6974167247 @000 Frequent Outages Apopka E & 0 N
_ : ) 5 Unavoidable
36-119597 | April C Apoplkn ' N Unavoidable
Service Related: Frequent
41-170981 |May Apopka E & O N Unavoidable
Service Related: Easement |
88-177552 |June Pll“n : ]WEEU avouiable
Service Related: Frequent
73178321  |July Outages Apopka EEO Unavoidabie
Service Related: Frequent |
76-178881  |July Outages |Apopka E & O Unavoidable
Service Related: Frequent
B1-179468 |July s H______ K opka E& O E&O
B3-178572 | July : _f{Outages = Apopka E& O
ok Service Relaiad: | I e
B89-180598 ﬁ BOB00-57718 Tree E&O
_
Towder Construcion Service mﬁll_nm'h_"\ —‘*n_-
93-166873 |March _{4209404257 _ |Connecling iniisiService [BuenaVistaE&O | |y
56-173743  [May =] Connecting initial Servics | Buena Vista E30 | SR
— e
61-176161  |June improperly Disconnecled  [Buena Vieta E&O Unavoidable
Service Related: Failure To s > il
Respond To Customer
115-184031 |August Inquiries Buena Vista EAO
! Rice, Deborah ~ |Service Related: Frequent
| |120-184828 |August Outages Buena Vista EA0
aaa7




FLORIDA PUBLIC SERVICE COMMISSION INQUIRY ACTIVITY
ENERGY DELIVERY YEAR-TO-DATE REPORT 1997

'“Ph b
Mu- :"'ﬁ‘” oN| m
Sarvice Related: Frequent
174-178313 5851347562 Outages DelandE& O N Unavoidabla
'Wnght, Patncia Service Relited:
16-158774  |February 52760-26535 |Frequent Outages Jamestown E&0 N Unavoidabie
'Wiliord, Steve | Service Related:
17-160212  |February 66702-08538 |Frequent Outages Jamestown E&0 __IN Unavoidabls
Morton, Allan Service Related:
23-161833  |February |76505-85684 Frequent Outages Jamestown E20 ___IN Unavoidable
Odom, Judy Service Related: Frequent
32-165325 [March  |04805-52712 Outages o fJamestownEZO | = i Unavoidable
April 76556-2601 Jemesiown E & O
35-167791 7 Outages & N Unavoidable
v Coling, John Service Relaled: Frequent LG -
46-171584  |May 95817-13670 [Owages  llamestownE&O et s N |Unavoidable
: MM Service Related: Frequent
53-172656 |May 9966 s JOURS. - _|JamestownEZO | - . |Unavoidable
m Service Related: Frequent
[84-177008  |June . (Qutages ___ _ [JemestownEZO | Y-256044(3) |
mﬁq Service Related: Frequent
66-177043  |June 65393-01441 _[Outages Jamestown E&O Vo AR 2 (S ;
[Crawford, Clay Service Related: Frequent
91-180709  |July 39585-09113 . [Outages Jamestown E& O N __ |Unavoidable
Weldon, Peter Service Related: Frequent
98-189200 |July 33874-35871 _ __|Outages Jamestown E & O _ ____ |Unavoidable
| Betty Service Related: ™ e
85-179903  |July 91982-06735 Trimming Jamestown E& O Unavoidable
Femandez, Maria Service Related: Frequent
99-182004 |August 36230-90632 _|Outages Jamesiown E & O Unvoidable
Lewis, Steve Service Related: Frequent
101-182188 |August 67287-76438 Outages Jamestown E & O Unvoidable
Richardson, Rodney Service Relaled: Frequent
102-182233 |August 25824-14978 Outages Jamestown E & O
w897

** Repe: Pagr 4




FLORIDA PUBLIC SERVICE COMMISSION INQUIRY ACTIVITY
ENERGY GELIVERY YEAR-TO-DATE REPORT 1997

COMPLAINT £ UNAVOIDABLE

103-182411 | August 36901-59201 Outages - ___|JamestownES& O - B Unavokiabie
Kammer, Raymond Service Related: Frequent

105-182528 | August _|36893-35238 Outages ___ |JamestownE & O . __|Unavoidable
Wautis, Mariens Service Related: Frequent

107-182778 |August  [36894-70242 . [Outages =~ |JamestownERO | |Unavoidable
Davidson, Conan Service Related: Frequent

Weo o071 |August  |74428-33639 ___|Outages e |JamestownE& O | .
Garcia, Luz Baling Related: Meter Not

114-183960 |August 97224-42363 Within Standards _[Jamestow: ¥ & O

Service |

Doyle, Lynn Light/Outdoor Lighting ’

1153809  |January 07401-75142 Outage |Lake Wales E 8 0 Lake Wales 80 N
’mm Biling Related: Inaccurate |

100-182106 |August 07456-46011 Meter Readings Lake WalesE 8 O
Taylor's Country Comer | Service Relaled: Frequent

110-183211 54389-34489 Lake Wales E 8 O

77178957  |July 41540-21355 _|Outages Monticelio E & O Unavoidable
71323-72400 Service Related: Frequent

78178054 [duly @ WP Martha Outages oo. . _|MonliceloE&O | N _ {Unavoidable
% Service Related: Frequent

96-178056 |July  [9081851512  |Outages —-new . |Monticelo E& O o 1. |Unavoidable
Collier, James Service Relaled: Frequent |.

94-181782  |August _|2416563974 =~ [Outages ___[MonticeloE&O | 00 N

113-183888 19733-55583 Standards Not let Monticelio E & O

13-154063 |January |93268-50491 __|Problem OcalaE&O A . g Nt
Smith, Robert Related:

24-162083  |February |57078-44670 .. |FrequontOutages  OcslaE&O | Iy Unavoidable
Vaughn, Lanry Service Related:

25162810 |February _  |42366-71153 . ffrequentOutages __ [OcaldE&O0 | |y _{Unavoidable

"'mn-y.m-u, Service Related: Delay in _
50-172402  |May 48254-71381 Connecting Initial Service  |Ocala E& O OcalaE &0
/897



FLORIDA PUBLIC SERVICE COMMISSION INQUIRY ACTIVITY
ENERGY DELIVERY YEAR-TO-DATE REPORT 1957

54-172973

59175131

60-175254

79-178363

47172120
72-178147
87-179653
112-183879

14-155634

97-181854

69-177730

108-180815




FLORIDA PUBLIC SERVICE COMMISSION INQUIRY ACTIVITY
CUSTOMER SOLUTIONS CENTER YEAR-TO-DATE REPORT 1997
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FLORIDA PUBLIC SERVICE COMMISSION INQUIRY ACTIVITY
CUSTOMER SOLUTIONS CENTER YEAR-TO-DATE REPORT 1987

COMPLAINT

NUMBER |

7-158871

12-158182

27-163850

44-171218

52-172052

6176339 _

65-177009 Wi?}l . Improperly Disconnected Call Center

m - - - - - - — " - . e ————————————— -
Kormacid, Leonard Biliing Related: Excessive
90- 179620 July J0049-25181 _mw

“M




FLORIDA PUBLIC SERVICE COMMISSION INQUIRY ACTIVITY
CUSTOMER SOLUTIONS CENTER YEAR-TO-DATE REPORT 1997

9157881

11-157748

19-160673

21-1616011

28-1639151
31-1651221
34-166873
36-168477
38-168957
40-170335

(4171151

51221-45187

January
January  |32187-71346

Failon, Leland

Crench, Batlty
88609-32516

e e  ma—— =

) 4125!-5&71 _
|Bogrash, Elena
19131-78383

49-172130

T11508
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FLORIDA PUBLIC SERVICE COMMISSION INQUIRY ACTIVITY
CUSTOMER SOLUTIONS CENTER YEAR-TO-DATE REPORT 1997

FIIFFEEFERT

Z TH E— Unaveicatio
Credt o Unavoidable
Celt | N Unavoidable
2. (e SEe—— Unavoidable
Credt  [Credt Avoidable
Ot | L |ueevosste
Croch. | {unavodatie
<. R N A
ot | __|unavoidatio _
Credit i o) SRR S| BT e ki

9/a/97
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FLORIDA PUBLIC SERVICE COMMISSION INQUIRY ACTIVITY

T B

SOLUTION STORES YEAR-TO-DATE REPORT 1997

E o ¥ m

118-184719 | August

[Neal, Robert

8_ |February |55408-16541

5-173736  May ~  |34809-89774

et Sl L e B o i

e Tl
. {? ir'.-!'l?r‘ﬂﬂ . ,( :

Biing Related: Not Disco
it . N

Billing Related: Payment Ne
Posted

. AREA OF

Sebring/Call Cir/

N Avoidable
3 |SottionStores N |Unavoida




FLORIDA PUBLIC SERVICE COMMISSION INQUIRY ACTIVITY

22-161638

30-164807

< e PSR e

VR

MASS MARKETS YEAR-TO-DATE REPORT 1997

42-171165

39715-31131

45-171281

Portnoy, E3
5417787113

48-172148

Darona, Eduard
92683-61494 _

63-176755

67-177114 _
75178772

92:180807 _

116-184345

§F

July
111-183458 |August
August

Kimmitt, Deanne

B/97
**Repeat




FLORIDA PUBLIC SERVICE COMMISSION INQUIRY ACTIVITY
CUSTOMER SOLUTIONS CONSUMER AFFAIRS
YEAR-TO-DATE REPORT 1997

“*Repeat Page l




FPSC Infra eport - Janu ulings
Complainant: Alicia Summerlin - 25344-75522

Complaint: Customer says the following:

1. She has been complaining for several months about her meter not being
read. :

2. She continues to get estimated bills for different months.

a Due to the continued estimated bills, she was being undercharged
according to FPC.

4. On May 29, 1996, her meter was switched. She called the company and
asked why? ....the reason she was told was “they placed a new meter that could
be electronically read from the street.”

5. June and July’s bills still were estimated bills.

6.  Customer called the company again. She was told the scanner was not
picking up the meter reading.

7. On October 14, 1896, another meter was put in place.

8. Customer received a call from the company stating that she had been
undercharged. She would get an adjusted bill which reflected the amount that
she had been undercharged.

9.  Customer wants a break down of charges of the actual readings and not a
lump sum charge.

10. Customer can never get a clear answer as to her bills.

Summary: Ms. Summerlin's meter was estimated from September, 1895 to
February 2, 1996 when FPC obtained a good reading. FPC installed an ERT
mete: on May 29, 1896. Unfortunately, there was a malfunctioning chip in the
newly installed meter resulting in additional estimated bills for the months of
August through October, 1996. The ERT was changed out on October 13, 1986
and a rebill was sent to the customer on October 18, 1896. On October 3V,

1996, FPC received the FPSC Inquiry.

Rule Viclation: 25-6.100 (3) & 6.099 - “When there is sufficient cause,’
estimated bills may be submitted provided that with the third consecutive
estimated bill the company shall contact the customer expiaining the reason for
the estimated billing and who to contact in order to obtain an actual meter




reading. An actual meter reading must be taken at least once every six months.”
and “Unless special circumstances warrant, meters shall be read at monthly -
intervals on the approximate corresponding day of each m: ‘er-reading period.

Complainant: -James Mackey - 83040-64595

Complaint: Mr.Mackey says that his service was disconnected ‘~day because
the company says that Calton Bulider requested service disconnection. He says
that he applied for service three weeks ago and pald a deposit and he wants the

service restored immediately.

Summary: Customer called Florida Power on November 26, 1986 to advise that
* service had been disconnected per the previous occupant's request (the builder).

A new account was established for the Mackey's, deposit was billed aivJ 8
u&y'uwudmm

advised Florida Power that they were living at the
immediately. She said that she called on November 8, 1906 to have service

placed in their name on November 21, 1996 and that Equifax screening was
performed and the deposit was waived. Anlnvntigmlnnollln.w-
Equifax report reveals that Florida Power did make an inquiry on November 8,
1996andumﬂhgblqlu.md0puﬂhmquimdhwmw-.
Although FPC has no record of Mrs. Maskey's call on November 8, 1996, the
service charge and initial deposit was waived.

Rule Violation: 25-8.020 - Record of Application of Service. “Each utility shall
accept and keep a record of sach application for service within its service area.
The record shall show the name and address of the aclicant, date of

+s where service is not

application, date service is desired and, in those inste
initiatea promptly, the reason for the delay. Such rec 3 shall be preserved
until service is made available or as otherwise provided under Rule 25-6.015(2).

L]

Complainant: Mrs. Elbert Dixon 30706-73058

curity light out on Decemb.- 26.

Complaint: Customer says she reported her se
FPC this moming and was told

The light has not been repaired yet so she callzd
it would not be repaired today.

Summary: Records indicate that Mrs. Dixon
Flo ida Power on December 28, 1996 and agz.~ 2n
receipt of the FPSC Inquiry, the light was rezz.-2d.

Rule Violation: Company Policy - Florida P& responded in a mannes that
was not consistent with company policy which states “Replacement of lamps of

corted the street light outage o
December 31, 1696. After




Company maintained fixtures will be made by the Company within 72 hours after
the Customer notifies the Company that the lamp is bumed out.”

Complainant: Guy R. Gramiey - 84225- 01020

Complaint: Customer said that the company lost her November payment of
$336. She did not realize this until she received her December bill. She called
and was told to fax a copy of the canceled check. She faxed front and back
copies of the check to Elaine Rogers on November 15th. She called and Chuck
tnldhernottowuwmuwmﬂdhmﬁmmmmmnod&ngnr
of disconnection. Customer’s 72 year old mother resides in the home and while
customer was traveling on business two weeks later, the power was
disconnected. Customer called from New Jersey and was told to start the
process over again as the company could not find her faxed copy of the check.
Her mother had to search the home in the dark for the check and go to a
neighbor’s home to refax it. Customer was told that there would be no
reconnection fee charged. The $336 credit showed on her bill but then the
company added in the reconnection fee. Customer believes that as the
company so mishandied her account that the connection fee should be waived
and that she should be reimbursed for the $85 in long distance fees incurred as
well as $150 for the holiday food that was lost in her refrigerator. She was rudely
treated and no one ever apologized for the mess made of her account.

Summary: On November 15, 1996, Mrs. Gramiey called FPC to advise she had
mailed her payment. The representative advised that payment was not received
and that she should fax a copy of the cancelec check to Elaine Rogers in the
Credit Department. The representative then noted the credit extension with
these comments. On December 3, 1896, neither payment nor a copy of the
canceled check was received so service was disconnected at 9:30 a.m. Mrs.
Gramiey called FPC at 6:00 p.m. The representative issued a reconnect end
requested a faxed copy of the check. A copy of the check was received at 6:42
p.m. on December 3, 1996. Power was restored at 7:00 p.m. that evening. On
December 4, 1996, Mrs. Gramley contacted FPC and requested to speak to a
supervisor. The FPC supervisor explained that the payment was misposted to
the wrong account and was immediately transferred to Mrs. Gramiey’s account.
She also apologized for the inconvanience and offered to removed the $27
service charge. Mrs, Gramley received her November bill on December 186,
1987 which included the $27 service charge. The service charge was 1 ymoved
on December 23, 1997 and the FPSC inquiry was received on December 30,

1996.




Rule Violation: 25-6.100 (2) (c) (9) - Customer Billing: *(2) By January 1, 1983,
each customer’s bill shall show at least the following information:
(c) The dollar amount of the bill including separately: (9) Past due balances

shown separately.”




FPSC LOGGED CUSTOMER REFERRALS - 1997
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i Account FPSC wied | . Prior | Respondea
MNo. |Dais | CustomerName |  Number Type Anafyst By | Satsfied ' Contact By
1| /897 Jomdan, Peter |65004-99200 | Gi-08 John Carol Yoo |Yes _idass Wiy
2] &/5/97 Emerson, Lewls 34875-00378 _ |G)-99 Hest Pump Prog. | Shirley | Carol Yos No Mass Mk |
3l a97iianc, Barbarm 90481-71080  |GI-03 Ruth Rita Na Yo Aita
8/7/97  Vetere, Poter 39074-38072 | GI-99 Depoakt Ellen Mefissa Yes [No Meissa
&/787| Rivera. Yajsira 16118-73370  |Gi-03 [ Noela Medissa Yes i Molissa
8|  &/BU7ILewis, Cocilia 23866-23560  |QI-03 i Ruth Carol Yeu Yot |Carol
7| &/11/97|Seller, Linda 56800-74555 | Gi-99 New Acct |Auth Meiissa Yeos to _Malissa
8l 812/97|Jordan, Jamos 10122-80825  |GI-99 Inside Trouble | Rty Kimberly |EAD
9| 8/12/97|Fish, Jos & Cindy 41254-51910  |GI-99 Tree Trim Ruth Metizza Yos Yos |EAD
10 shaer Mr, |§7838-73848  |GI-99 Can't Rsach FPC _ |Gam Cavol No No | Cavol
1] 81497 Mr. T0860-34484 | GI-80 Lighiwaichman Ellen Melissa  [No Yes |E&0
121 8/14/97 Neal, Mr. Not FPC Cust. | GI-99 Mowing of Ease. | John Melissa  |Yee No [ Transmission
| 131 8N5/97/Anderson, Angela 18788141068 |GI-09 New Acct RAuth Melissa  |No Yos | Motissa
14 8N5/97/Salisbury, Hasvey (1479944602 (G199 Bl Due Date | EBen Kimbedy _ |Yes No | Kimberty
15/ 8/15/497:Cmaw, Thomas 17070-72260 | GI-99 Disconnect HNoela Kimberty Yes |Na |Cradit
18/ B/1897: Anonomous Unknown Gl-@GMowing of Subst _ (Carmen | Carol Unknown _|Unknown _ Transmission
17 &/18/97 Glimors, Alben (STPS4-00045  |GI-03 Tim 'Vag 'No "Tim
18] 8/19/97 Kids Love Us Chikd Off__ |82314-32302 /G190 Surge Prot. Svo | Kame Connie |Yes INo ‘Mass Miag
18! 820497 Huynh, Jhuy Thi 118426-30074 | GI-99 Disconnect 'Ruth Kimbedy  |Yes No {Kimbarty
20| 2097/King, Bennett 27262-10044 G99 Billing inquiry Ellen Moiissa Yes No Moirssa
21! 82207 Bengyak Kimbedy  |78488-40314  |GI-03 Mel.ssa You Na Meisea
22| 822/97|Fizzell, MaiitSa 1798540005 | GI-09 |8am Carol Yos No 'Cared
23/ 8/25/7)Barow, Caren 2758563300  |GI-99 Venly Pmi Rovd  |Ruth Carol Yos No | Carol
24| mmmL '20623-06238  |Gi-00 Late Feo Elen Kimbery  [No |Yos Kimbery
| sl bt |75013-80073  |GI-03 EBen Carol Yes Yos 'Carol
26| azaw7! n, Kathy  '52082-54790  |GI-90 Inc. of Dep ‘EBen Carol |Yos Yes ‘Carol
27! _8/2097|Gawta, Francls 17863-80148  |G1-89 Cut for Nonpay Shiley  |Carol |Yes |Yes Carol
28| _ 82997 Payne, Ken 8170045288 |Gi-08 John ™ |Unknown | Yes ‘Mass Mig
2997 ;mm 27942-10587 | Gi-90 Verty Pmt Rovd | John im.. Yes Yos Mebissa
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CUSTOMER _ UNTACTS
COMPLAINT RESOLUTION - AUGUST 1997

EXECUTIVE OFFICE CALLS
No.| Date | Customer Name [Direct - Concern| Cail Taken By | cat Durstion | Pricr Comact Depl. |Cust Satisfied
1_| 8/1/97 | Applelield, Mark Fuel Retund Carol N S P
_2 | 8/4/97 |Ledger, Elaine Deposit - Initial Carol SMinutes |Yes | N0 =
3 | &/4/97 |Madsen, Mss. Final Refund Carol e B -
4_| /587 [Hunt, John Reconnect Service [Kimberly 70 Minutes |Yes ) N
5 | /897 |Comnelius CONP Kimberly OMinvtes | | lyes
_6_| 8/6/97 |Crifley, Jofirey CONP Kimberly 20Minutes | | B N
7 | 8/8/97 |Davis, Cindy E. CONP Kimberly 30 Minutes | _lves
8 | &/8/97 |Faraci, Louis Deposit Refund  |Melissa 25Mintes | | |
_9 | &/6/57 |Faracl, Louis Deposit Refund Melissa 25 Minutes |[Yes =~ | | Yes
10 | &/6/97 |Kujawa, Waker CONP Melissa | A — i e s
13 |0no7 foavis Mo ST cleNmo lcam |
14 | 897 \Jungbe, Carlos ~~ /[Property Damage | Kimber 20 Minutes |
15 | 8/8/97 |Watson, Henriett - |Outage/Prop.Damaged Rita . ___|®5Minules |Yes No
16 |&/11/97|Johnson, Ron Formerinquiy |Melissa 15 Minutes [No_ Yes
17 | &/12/97 | Clapp, Belie __|Adamslanding  [Meiissa 10 Minutes
18 |&/12/97 Fish, Mrs. /| Tree Trimming Kimberly 15 Minutes
19 |&12/97 |Haag, Rocky CONP/RECO Melissa
20 |8/12/97 Rash, Mr. v |Outages Carol
21 ' 81397 Hawk, Judi Claims Carol :
22 |813/97 |Kujawa, Mrs. lcex Carol | l

Cleo, 1 ExTcasim
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CUSTOMER JNTACTS
COHPLAHT RESOLUTION - AUGUST 1997

EXECUTIVE OFFICE CALLS
No.| Date Customer Name | Direct - Concern| Call Taken By | cal Duration | Prr Contact Cust. Satisfied
2 w1y , dobn EFT (447" [kimbedy |12 Minutes N _
_24 |9/14/87 Comby, Nancy _{CONP ___|Unknown
_25 |9/14/97 |Lopez, 'Kim CONP  _  |Melissa/Kimberly|20 Minutes ;
_26 |&14/97|Rath, Palricia _|Rude Employee  |Carol .
a !'."E.E_;_ o -_-vlﬁ,pﬂ,'_,w __|{Camol
28 | 8/15/97 |Coleman, Ray Driver  |Meiissa
29 | &/15/97|Haas, Natalis PSC Inquiry Melissa .
30 | &/15/97 |Paulson, Mr Damage Property | Kimberly I'lﬂluimlas
31 | 8/18/97 |Noel, Robent Outages |Melissa 15 Minutes
32 |8/19/97 Cunnings, Alired Outage/Prop.Uamagd Kimberly 10 Minutes
33 | 82097 |Cooper, Miller Reconnect  |Kimbery 18 Minutes
_34 | B/20/97 [Sags, Mr. _|Tree Timming | Carol
35 |8/21/97 |Adikins, Ronda _fCEX_  [Cardl |17 Minutes
% e21ue7 Fleicher Truck Using Road | Melissa 5 Minutes | Yes Yes
37 |821/97 [Kom, Saul .{Outage ~ |Carl
_38 | /21/97 |Smith, Canle _ TreaTrimming  |Carol -
39 |w2se7 dohn LateNotice _ _ [Carol
_40 | 8/25/97 |Frick, Mary Both Outage - __|Carl 27 Minutes
41 | 8/25/97 |Spung, Paul Claims ) < Minutes
42 | 8/28/97 | Santana, Frankiin TreeTrimming  |Rita |6 Minules — .
43 | 8/20/97 |Baysicie Machin Deposit __|Carol
44 | 8/28/97 |Bochman, Michele CONP Carol 20 Minutes
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EXECUTIVE OFFIC _ETTERS - 1997

718
No. n-:-u tssued To: n;:uu Complainant's Name Type Repiied By: nnuc—J Avold?
59 7/8/97 Kimberly 71097 | Westling, David Underground |Sue Cleary
€ | 7897 | Melssa Brown, Wm. A Honel oy (e,
81 nm7 Melissa 7197 ok information | Melissa
62 THue? Caol 7/2997 _|Thomes, Elleen Biing  |Carol
63 71897 Kimberly 72497 _ |Hendsix, Fran Biing [Wimbery | L
84 8597 | Melissa anvez |[5£q__ o Usiye  |Sue Cleary
65 | 81197 |  Cami 82097 lBoarddemes  [““Ouage [Caro .
66 @11/97 |  Kimberly Scanion Gerald ] {".'"T"""!"ﬂ i
14 81197 | Melissa | @n2m7 | Sv.Charge |Meiissa
68 1197 Cavol Earle ROl e Zi0 2 ()
) 1087 Kimberty Q/ﬁ‘ Tumer, David _'Kﬂiﬂij
70 &sm7 Meltssa Huder, R.C.
I 1397 Carol 8/26/87 |Jenks, J.S. _F Claims | T.Moorehouse 15
72 /1497 Kimberty |Sime, Walter 2
73 &1e/97 Carol Truslove, Cindy
74| @2597 | Meissa | &27m7 |Logel, Genevieve Y Biing | Melissa
75| anaer Melissa /1897 Bertha Bling  |Melissa
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EXECUTIVE OFFIC ETTERS - 1997
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