g Liberty Utilities

Stephen R. Hall
Director, Rates & Regulatory Affairs
0: 603-216-3523

E: Stephen.Hall@libertyutilities.com

January 19, 2018 _f'{-’ ‘i iy L1 ~K \\\
A A < Y
Via ERF and US Mail { Tl e
; K o ‘\/ 4
o Jas, (} S g‘
Debra A. Howland oL Y Tg .
Executive Director “ly e~
New Hampshire Public Utilities Commission . ey
21S. Fruit Street, Suite 10 S
Concord, NH 03301-2429 . . ¥

Re: DE 16-383; Liberty Utilities (Granite State Electric) Corp. d/b/a Liberty Utilities
Annual Residential Customer Satisfaction Survey - 2017

Dear Ms. Howland:

On behalf of Liberty Utilities, this annual report is provided in accordance with the Stipulation
and Settlement Agreement regarding permanent rates approved by Order No. 26,005 (April 12, 2017) in
Docket No. DE 16-383. Please note this report has been filed via the Commission’s Electronic Report
Filing System.

As shown in the report, Granite State’s customer satisfaction, excluding price, was 82% in 2017.

Thank you for your attention to this matter. Please do not hesitate to contact me should you
have any questions.

Sincerely,

S 7 P

Stephen R. Hall

Enclosure
cc: Amanda Noonan

5021

15 Buttrick Rd., Londonderry, NH 03053
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OBJECTIVES & METHODOLOGY

Objectives: Methodology:

Number of Completed Interviews:  n=1,506

* Analyze current Phone vs. Online Completion Ratio:  74% / 26%

customer satisfaction

levels with Liberty FieI(?Iw.ork D.ateis.: 10/3/17 = 10/26/17
Utilities among New Statistical Significance Level: 95%
Hampshire (NH) Electric
Customers.
« Compare current Sampling:
customer satisfaction
levels with previous * Customers were randomly selected from a sample provided by Liberty
years to determine Utilities for participation in the survey. The survey sample was
wlheiher serieEeian representative of Liberty Utilities’ New Hampshire Electric customers.
significantly increased * Asisthe casein all survey samples, there is an element of sampling
S Pl GE T e, error that is known and measurable when making projections to the
population of all Liberty Utilities’ NH Electric Customers. Sampling error
e Identify areas for varies inversely with the size of the sample. With a sample size of
improvement in order to n=1,506 and a 95% level of confidence, the range of error for
rerease cetisimefan i proportions observed in this survey is +/- 2.5 percentage points.
the future.
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KEY FINDINGS




OVERALL SATISFACTION

Overall satisfaction inched up to 78% this year, up from 64% in 2015. Satisfaction without price also increased, from
79% to 82%. Satisfaction for Liberty aside from cost is back to its 2012 level.

Satisfaction with Liberty Utilities

With Cost Without Cost
% 82% % 82%
B1% 78% 77% 78% BL% 79%
73% 73%
‘ | | ‘ ‘ ‘ ‘ ‘
2012 2013 2014 2015 2016 2017 2012 2013 2014 2015 2016 2017

= Satisfaction increased this year among customers 45-64 years of age, while there was little change among
younger or older customers.
= Asin previous years, satisfaction remained higher among older customers than among customers younger than

45,
I | I I I I ™MV Indicates score is statistically significantly higher/lower than 2016
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DRIVERS OF SATISFACTION

A regression analysis was conducted to help quantify the impact of the Key Indicators on overall satisfaction with
Liberty Utilities. The results for the attributes which had a significant impact on satisfaction are shown below.

Customer service remained the top contributor to overall satisfaction, with price a strong second, followed by
communications. Compared with last year, communications increased in importance.

Impact on Satisfaction with Liberty Utilities*

34%
33%

30%

13%
- I

31%
28%

26%
0, 0,
19% 19%19% 18%
16%
o 14% 139
11% 11 13% 12% 12% 3%
o (o}
9%
7%
4%
0% 0% l 0% 0% 0%

Customer service Price Communications Payment options  Accuracy of  Provide reliable Company
bill/statement services website

W 2014 (n=1508) w2015 (n=1500) m 2016 (n=1503) m2017 (n=1,506)

I l l I I I *Based on standardized regression coefficients
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KEY INDICATORS —SLIDE 1

Satisfaction scores increased for three Key Indicators this year — providing reliable services, bill/statement accuracy

and customer service. As with New Hampshire Gas, satisfaction tended to increase most among customers with
household incomes below $50,000.

Across the board, satisfaction levels remained highest among customers 65 and older.

90/
88% ggo; 85% 87% °

Provide
reliable
services

m 2012 (n=1501)

LWTH
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Satisfaction (Very/Somewhat Satisfied)

85% 86% 87% 88%

% 81% 84% 83% 2905 D
(]

75% 76% 75% 75%

‘ 67%66%|‘ | 4%65%||

Provide
safe
services

Accuracy of

Payment
bill/statement

options

m 2013 (n=1501) m2014 (n=1508) ®W2015(n=1500) M 2016 (n=1503)

Indicates score is statistically significantly higher/lower than 2016

75%
71% gg94 71%

|| 9%60%||

Customer
service

m 2017 (n=1506)



KEY INDICATORS — SLIDE 2

Compared with 2016, ratings remained stable for all five attributes on this slide.

Compared with 2012, satisfaction was higher for Liberty encouraging conservation, as well as community
presence. Satisfaction was slightly lower for price.

70%
65%

63%

Communi-
cations

m 2012 (n=1501)

LWTH
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55%
51% I

Satisfaction (Very/Somewhat Satisfied)

65% 65%

61% .
| | 55%SI/. | |

5% 54% 539%

50%
42%
37% I

Encouraging Company
conservation website

m 2013 (n=1501)

Indicates score is statistically significantly higher/lower than 2016

H 2014 (n=1508) m 2015 (n=1500)

57% >8%

50%
47%
44%
N/ AI I I

Community
presence

m 2016 (n=1503)

55%

49% 48% 48%

31% 30%

Price

m 2017 (n=1506)




COMPANY EVALUATIONS

Satisfaction with Liberty as a company was generally stable this year, although there were increases for Liberty
being environmentally responsible and open about operations.

Satisfaction levels are higher than last year among customers 45-64 and customers who live in households with

annual incomes under $50,000.

Company Evaluation (Excellent/Good)

80%
77% °°7° 759, 77% 750,
| ‘ | | | |
Protecting Quality of Environmentally A well run
safety services responsible company

m 2016 (n=1503)

66% 987 65% T
| | | |

Responsible Open about
corporate citizen  operations

m 2017 (n=1506)

I l l I I I W \% Indicates score is statistically significantly higher/lower than 2016

research

64%

61%

Commitment to
community

60% 61%

56% 57%

Good value
for price

Vision for
the future
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OVERALL SATISFACTION & EVALUATIONS



KEY INDICATORS

|
While satisfaction ratings were generally stable this year, there were significant increases for Liberty providing reliable .
services, bill and statement accuracy and customer service. As with New Hampshire Gas, satisfaction tended to
increase most among customers with household incomes below $50,000.

Across the board, satisfaction levels remained highest among customers 65 and older.

Satisfaction (Very/Somewhat Satisfied)

0
87%88%

0 79%
75% 75%75% 75%

N
80
65%65% 65% &

0
0 58%
55% 5”’ ’ 54%53%
47% 48% 48%
42%
I I 3O%| |

66%

65%

60%

58%

Provide Provide Accuracy of Payment Customer Encouraging Communi- Community Company Price
reliable safe bill/statement options service conservation cations presence website
services services

W 2015 (n=1500) m2016 (n=1503) m2017 (n=1506)

W \% Indicates score is significantly higher/lower than the previous year

Note Where applicable, all scores shown with N/A excluded from the base
Q2 Please rate Liberty Utilities in the following areas by using a 5-point scale with 5 being “Very Satisfied” and 1 being “Very Dissatisfied”.
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OVERALL SATISFACTION e

||
H N
|
H _H B
o
After a large increase last year, satisfaction with Liberty Utilities was stable this year, inching up for one .

percentage point. Overall satisfaction was 14 points higher than in 2015 and the percentage very satisfied was
up 19 points.

Satisfaction was 17 points higher among customers 65 and older (85%) than among customers younger than 45
(68%).

Overall Satisfaction with Liberty Utilities

2015 (n=1500)
Top 2 Box 64%
2016 (n=1503) 46% T 12%V
Top2Box  77% "
2017 (n=1506) 11% 11%

Top 2 Box 78%

B Very satisfied B Somewhat satisfied W Neutral B Very/Somewhat dissatisfied

W \% Indicates score is significantly higher/lower than the previous year
Q3 Overall, how satisfied are you with Liberty Utilities?
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DRIVERS OF SATISFACTION

A regression analysis was conducted to help quantify the impact of the Key Indicators on overall satisfaction with
Liberty Utilities. The results for the attributes which had a significant impact on satisfaction are shown below.

Customer service remained the top contributor to overall satisfaction, with price a strong second, followed by
communications. Compared with last year, communications increased in importance.

Impact on Satisfaction with Liberty Utilities*
34%
33%

30% 31%

28%

26%
[0)
19% 19%19% 18%
16%
0, 14% 130
13% 13% 12% 12967
11% 11%
9%
0,
8% 7%
1%
0% 0% I 0% 0% 0%
Customer service Price Communications Payment options  Accuracy of  Provide reliable Company
bill/statement services website

m 2014 (n=1508) m2015(n=1500) m2016 (n=1503) m2017 (n=1,506)

*Based on standardized regression coefficients

Q2. Please rate Liberty Utilities in the following areas by using a 5-point scale with 5 being “Very Satisfied” and 1 being “Very Dissatisfied”.
Q3. Overall, how satisfied are you with Liberty Utilities?
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OVERALL SATISFACTION EXCLUDING PRICE

Satisfaction was four points higher when customers were asked to consider Liberty services excluding price,
82% versus 78%. The gap last year was only two percentage points, while it was 9 points in 2015. This
indicates that price has declined as a negative for Liberty since 2015, although it’s effect remains volatile.

Overall Satisfaction — Current Overall Satisfaction Excluding Price — Trending

|
. |
Impact of Price | Top 2 Box
|
|
|
| A 82%
| 79%
|
: 73% 73%
|
|
|
B Very/Somewhat :
dissatisfied |
|
|
|
Neutral = © |
00 X '
~ ©0 |
x o) |
B Somewhat 8 a |
satisfied = > |
. =3 o '
W Very satisfied e = |
|
|
|
|
|
|
|
|
|
. . . . |
Including Price Excluding Price | 2014 2015 2016 2017
W \% Indicates score is significantly higher/lower than the previous year
Q3 Overall, how satisfied are you with Liberty Utilities?
QEASTO1 Using a scale where 5 is "very satisfied" and 1 is "very dissatisfied", how satisfied are you with the services, excluding price, that you are receiving
from Liberty Utilities?
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COMPANY EVALUATIONS

After big increases in Liberty’s company evaluations last year, ratings were stable for eight of the 10 attributes
this year; satisfaction was up for Liberty being environmentally responsible and its commitment to the
community. Across the board, ratings were up substantially since 2015.

Satisfaction levels were higher than last year among customers 45-64 and customers who live in households
with annual incomes under $50,000.

. D son Company Evaluation (Excellent/Good)
7% 77% A 750
70%
68% T 69%
65% 67% 66‘y ° 67% N 65% et
0 61% 61% 60%GIA
58% 56%574
51% 52%
47% 49% 47%
| | I I | I
Quality of Protecting  Environmentally  Responsible A well run Open about  Commitmentto  Good value Vision for
services safety responsible  corporate citizen company operations community for price the future

W 2015 (n=1500) m2016 (n=1503) m2017 (n=1506)

W \% Indicates score is significantly higher/lower than the previous year

Note Where applicable, all scores shown with N/A excluded from the base
Q5 Based on a scale from 1 to 5 where 1 is “Poor” and 5 is “Excellent”, please rate how good a job Liberty Utilities does on each of the following items:

research
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CUSTOMER SERVICE



CUSTOMER SERVICE

About three in five Liberty customers contacted the company in 2017, most often by calling and speaking with a

live person. Calling and speaking with a live person and office visitation both increased this year, while website
visitation declined.

Nearly three-quarters of customers younger than 45 contacted Liberty customer service in the past year (73%),
compared with 49% of customers 65 and older.

Contacted Customer Service By...

m 2014 (n=1508) m2015(n=1500) m 2016 (n=1503) ™W2017 (n=1506)

40% T A
Vv 36%
33% 31% ° 979 28% 31%
190/4\ NG _ 23%"
16% ° o 14% 15% 109%™
7% °
H ue 0% 0% pu
Called - Person Called - IVR Visited Office Visited Website
™MV Indicates score is significantly higher/lower than the previous year

Which of the following have you done in the past year? Please select all that apply.

Q6z
I ﬂ:F I I Qbx When you called Liberty Utilities in the past year, did you...?
Qé6a

To the best of your recollection, how many times have you done each of the following within the last year?
research
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SATISFACTION WITH CONTACT METHOD

As in previous years, satisfaction with the customer service experience was higher among those who called and "
spoke with a person (77%) or visited an office (84%) than among those who used IVR (57%) or visited the
website (60%). There was a big increase in satisfaction this year among customers who visited the office.

Satisfaction with Each Contact Method

B Very/Somewhat dissatisfied
H Neutral

B Somewhat satisfied

o -77%
B Very satisfied

[58% - 60%

2016 2017 2016 2017 2016 2017 2016 2017
Called — Person Called = IVR Visited Office Visited Website

W \% Indicates score is significantly higher/lower than the previous year
Qby Overall, how satisfied are you with your experience with each of the following?
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KEY DRIVER ANALYSIS OF SATISFACTION WITH

LIBERTY UTILITIES

Model Summary

Maodel Adjusted R Std. Errar of
F R Sguare Sguare the Estimate
1 G238 BTT ET0 685
Unstandardized Standardized % of iy
Coeflicients Coefficients Ecta
B Std. Error Beta t Sin. WWeights
(Constant) A1 178 3.097 anz
Q2r1: Accuracy of billistaternent 22 045 18 2685 008 12.2%
Q2r2: Company website -.056 041 -.0a8 -1.363 74
Q2rd: Providing safe senices =137 054 =107 -2.45349 011
G2rd: Providing reliahle services 07 Rulals] 084 1.287 a8
C2ra; Encourading conservation - 03 043 on 18 AT3
Q121 Price 206 3z 246 G484 000 256%
Q2r7: Communications 174 081 8z 3.491 001 18.9%
Q2r8: Customer service 28z 048 2849 58495 000)  30.0%
C2r9: Payment options T 036 128 3265 001 13.3%
Q2r10: Community presence .0g4 0445 .0e3 1.861 063

NOTE: Variables significant at the 95% level are highlighted
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RESPONDENT PROFILE

n=1500 n=1503 n=1506
Gender
Male 45% 46% 46%
Female 55% 54% 54%
Age
18-24 years 2% 2% 2%
25-34 years 9% 13% 1™ 9% Vv
35-44 years 11% 13% 11%
45-54 years 18% 15% 17%
55-64 years 24% 23% 23%
65+ years 37% 33% 38% 1
Household Income
Under $25,000 12% 8% 11%
$25,000-$49,999 19% 14%V 17% o
$50,000-$74,999 14% 17% M 16%
$75,000-$99,999 11% 10% 10%
$100,000-5149,999 10% 12% 7%
$150,000+ 6% 8% 7%
Prefer not to say 28% 31% 28% V¥
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RESPONDENT PROFILE

n=1500 n=1503 n=1506
Ethnicity
White/Caucasian 86% 85% 85%
Asian/Pacific Islander 2% 2% 2%
Hispanic/Latino 1% 2% 1%
Black/African American 1% 1% 1%
Other 2% 2% 2%
Prefer not to say 8% 8% 9%
Education Level
Less than high school 2% 1% 2% &
High school/GED 20% 17% Vv 21%M
Professional school/training 5% 3% 5% T
Some college 14% 15% 16%
Associate’s degree 7% 8% 8%
Bachelor’s degree 21% 23% 17%V
Some graduate school 5% 5% 5%
Graduate school degree 20% 22% 19%
Prefer not to say 7% 6% 7%
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RESPONDENT PROFILE

| w5 2016 2017

n=1500 n=1503 n=1506
Children in Household
Under 18 years of age 21% 23% 19%V
Home Status
Rent 20% 26% M 21%V
Own 79% 73%\V 77% T
Home Type
Single family 79% 76% W 77%
Multi-family/Apartment 19% 21% 20%
Other/Don’t know 2% 3% 3%
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FOR FOLLOW-UP QUESTIONS, PLEASE CONTACT

LLUTH
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1365 Fourth Avenue
San Diego, CA 92101
619.234.5884
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