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SOCALGAS REBUTTAL TESTIMONY OF ROSALINDA MAGANA
(CUSTOMER SERVICES - INFORMATION)
I.

SUMMARY OF DIFFERENCES

4
5
6

Table RM-1
Comparison of SoCalGas and Other Intervenors
TY 2019 Operations & Maintenance (O&M) Expenses

7
8
9
10
11
12

13
14

* Due to errors discovered when responding to various data requests and in the course of review, SoCalGas
corrects its Test Year (TY) 2019 O&M forecasted value from $25,048 to $24,981 to reflect this correction.

Table RM-2
Comparison of SoCalGas and ORA TY 2019 IT Capital Expenses

II.

15

INTRODUCTION
My testimony adopts the Customer Services - Information revised direct testimony of

16

Andrew Cheung (Exhibit SCG-20-R) 1. This rebuttal testimony regarding Southern California

17

Gas Company’s (SoCalGas) request for Customer Service – Information (CS-I) addresses the

18

following testimony from other parties:
x

19

The Office of Ratepayer Advocates (ORA) as submitted by Ms. Crystal
Yeh. 2

20

1

December 2017, Revised SoCalGas Direct Testimony of Andrew S. Cheung (Customer ServicesInformation), Ex. SCG-20-R (Ex. SCG-20-R (Cheung)).

2

April 13, 2018, Prepared Direct Testimony of Crystal Yeh, SoCalGas Customer Services – Field &
Meter Reading; Office Operations; Information; and Technologies, Policies & Solutions, Ex. ORA-17
(Ex. ORA-17 (Yeh)).
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x

1

The National Diversity Coalition (NDC), as submitted by Ms. Faith
Bautista. 3

2
x

3

The Small Business Utility Advocates (SBUA), as submitted by Ms.
Lillian Rafii. 4

4
5

Please note that the fact that I may not have responded to every issue raised by others in

6

this rebuttal testimony, does not mean or imply that SoCalGas agrees with the proposal or

7

contention made by these or other parties. The forecasts contained in SoCalGas’ revised direct

8

testimony are based on sound estimates of its revenue requirements at the time of testimony

9

preparation.

10

In my rebuttal testimony, I will address ORA’s misinformed recommendations.

11

Specifically, I will address why customers are interested in receiving energy information from

12

the perspective of climate change, and are interested in receiving this information through

13

multiple communication channels 5. Additionally, I will address why ORA’s claim that the

14

Customer Service and Engagement team is already properly staffed, is incorrect. Lastly, I will

15

address NDC and SBUA’s recommendations for incremental activities proposing additional

16

analysis and services.

17

A.

ORA

18

ORA issued its report on the results of operations for San Diego Gas & Electric Company

19

and Southern California Gas Company Test Year (TY) 2019 General Rate Case (GRC) CS-I on

20

April 13, 2018. The following is a summary of ORA’s positions:
x

21

Customer Strategy and Engagement: ORA did not take issue with the 5-

22

year average (2012 – 2016) as the basis for the TY 2019 forecast for

23

Customer Strategy and Engagement expenses. However, ORA accepts

3

May 14, 2018, Prepared Testimony of Faith Bautista on the 2019 General Rate Case Applications of San
Diego Gas & Electric Company (U 902 M) and Southern California Gas Company (U 904 G), Ex. NDC01 (Ex. NDC-01 (Bautista)).
4

May 14, 2018, Opening Testimony of Lillian Rafii On Behalf of Small Business Utility Advocates, Ex.
SBUA (Ex. SBUA (Rafii)).

5

The term “channel” refers to a specific medium by which a message is conveyed to its intended
audience. A non-exhaustive list of channels through which SoCalGas communicates to customers
includes print, web, digital, email, broadcast and social media messaging.
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1

only certain incremental adjustments requested by SoCalGas. 6 ORA

2

recommends a TY 2019 revenue requirement of $5.944 million,7 which is

3

$1.158 million below SoCalGas’ incremental funding request.
x

4

ORA does not take issue with SoCalGas’ TY 2019 forecast for the

5

following areas:

6

o

Customer Assistance Programs, $3.438 million 8

7

o

Customer Segment Services, $10.018 million 9

x

8

ORA does not take issue with SoCalGas’ TY 2019 forecast for the Shared
Services area, $4.490 million. 10

9
x

10

ORA does not oppose SoCalGas’ business rationale for any of the
proposed capital projects, $12.483 million.11

11
12

ORA did not take issue with SoCalGas’ Aliso and Fueling our Future (FOF) cost

13

adjustments to the forecast for the Customer Strategy and Engagement workpaper. Instead,

14

ORA disagrees with the upward adjustments for incremental activities. ORA asserts that

15

SoCalGas’ incremental activities are for the purpose of improving its own public relations (PR)

16

and image. 12 Additionally, ORA claims that SoCalGas lacks quantitative justification for the

17

incremental activity, and that this organization is already adequately staffed.

18

B.

19

The NDC submitted testimony to San Diego Gas & Electric Company (SDG&E) and

20

NDC

SoCalGas on May 14, 2018.

21

NDC supports SoCalGas’ request to expand minority communication campaign

22

analysis, 13 but recommends that SoCalGas must conduct its multicultural and language surveys
6

Ex. ORA-17 (Yeh) at 28:6-10.

7

Ex. ORA-17 (Yeh) at 28:5-6.

8

Ex. ORA-17 (Yeh) at 34:8-9.

9

Ex. ORA-17 (Yeh) at 35:3-6.

10

Ex. ORA-17 (Yeh) at 36:5-6.

11

Ex. ORA-17 (Yeh) at 39:6-8.

12

Ex. ORA-17 (Yeh) at 26:14-17.

13

Ex. NDC-01 (Bautista) at 20:12-19.
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1

yearly, and expand the range to include Asian communities and customer assistance

2

campaigns. 14

3

C.

4

The Small Business Utility Advocates submitted testimony to SDG&E and SoCalGas on

5

SBUA

May 14, 2018 and takes the following positions:
x

6

Recommends that SDG&E and SoCalGas commit to fund at least 10 full-

7

time-equivalent (FTEs) that are trained and specifically dedicated to

8

supporting small businesses with customer service and outreach. 15
x

9

Recommends that the California Public Utilities Commission

10

(Commission) require both SDG&E and SoCalGas to create at least one

11

department or organization dedicated to shaping Sempra’s company wide-

12

interaction and policies to improve service for small business customers

13

and to connect them with tools, resources, programs, services, and

14

integrated demand-side management (IDSM) offerings. 16
x

15

Recommends the Commission require Sempra to conduct a detailed study

16

and report on challenges and hurdles faced by small commercial

17

customers in adopting energy solutions with concrete recommendations to

18

address these hurdles, and report the results of this study in the next

19

GRC. 17

20

III.

REBUTTAL TO PARTIES’ O&M) PROPOSALS

21

A.

Non-Shared Services O&M

22

The non-shared O&M costs for Customer Service – Information includes costs for

23

Customer Strategy and Engagement, Customer Assistance and Segment Services. Each area is

24

discussed separately.

25
26

Tables RM-3 and Table RM-4 summarize the impact of ORA’s proposals on TY 2019
estimated expenses for SoCalGas Customer Service – Information non-shared O&M.
14

Ex. NDC-01 (Bautista) at ii.

15

Ex. SBUA (Rafii) at 9.

16

Ex. SBUA (Rafii) at 9.

17

Ex. SBUA (Rafii) at 15.
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1
2
3

Table RM-3
Comparison of SoCalGas & Other Intervenors
CS-I Non-Shared TY 2019 O&M Expenses Summary

4
5
6
7
8

*In the course of review errors were discovered in the calculation of adjustments to recorded costs for
2012-2016, SoCalGas corrects its TY 2019 O&M forecasted value from $20,558 to $20,555 to reflect
this correction.

9
10

Table RM-4
CS-I Non-Shared O&M Expenses Workpaper Level Summary

11
12
13
14
15
16
17
18
19

*In the course of review errors were discovered in the calculation of adjustments to recorded costs for
2012-2016, SoCalGas corrects its TY 2019 O&M forecasted values for the following areas:
- Customer Strategy and Engagement – from $7,102 to $7,138
- Customer Assistance – from $3,438 to $3,435
- Customer Segment Services – from $10,018 to $9,982

1.

Disputed Cost: Customer Strategy and Engagement

ORA takes issue with the TY 2019 O&M forecast for Customer Strategy and

20

Engagement, and recommends that SoCalGas’ incremental request of $1.158 million be

21

disallowed over the base 5-year average forecast after adjustments for FOF and Aliso Canyon.

22

SoCalGas used a 5-year average (2012 – 2016) to form the basis for its TY 2019 forecast and

23

then added costs required to fund incremental activities. As discussed more fully below, while

24

SoCalGas provided direct testimony in support of its proposed incremental activities, ORA

25

selectively ignores that information. ORA also misinterprets information provided in response to
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1

a data request to arrive at a conclusion that is not supported in fact. Further, ORA

2

misunderstands that the new and expanded activities described by SoCalGas in its direct

3

testimony are additional activities not previously captured in historical costs, and are necessary

4

to meet the needs and expectations of customers in TY 2019.

5

As such, SoCalGas disagrees with ORA’s recommendation because the incremental

6

activities will not be realized without incremental funding. These new activities, as described in

7

my prepared direct testimony include:
x

8
9

Increased communications on the impacts of climate change, and
programs and products available to low-income customers and
Disadvantaged Communities (DACs). 18

10
x

11

Provide additional creative services graphic design, scheduling, and

12

production of printed and electronic material necessitated by the increased

13

communications activities; 19
x

14

Enhanced research and analyses to help better inform customer
communication preferences, service offerings, content, and trends; 20

15
x

16

Increased education in response to public interest and media exposure over

17

gas safety, climate change policy, appropriate appliance use, carbon

18

monoxide poisoning awareness, and earthquake response by customers; 21

19

and
x

20

information across more social media channels. 22

21
22
23

Expanded social media and text messaging to communicate relevant

Moreover, ORA’s disallowance would eliminate the incremental research that the NDC is
in support of. 23

18

Ex. SCG-20-R (Cheung) at ASC-17:29-30.

19

Ex. SCG-20-R (Cheung) at ASC-18:1-3.

20

Ex. SCG-20-R (Cheung) at ASC-18:4-5.

21

Ex. SCG-20-R (Cheung) at ASC-18:6-8.

22

Ex. SCG-20-R (Cheung) at ASC-18:10-11.

23

Ex.NDC-01 (Bautista) at 20:12-19.
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1
2

a.

3
4

ORA’s conclusion that SoCalGas is trying to improve its own
public relations and image to customers is without merit.

ORA baldly claims that the incremental resources sought by SoCalGas are designed
solely to improve SoCalGas’ own public relations and image stating:

5
6
7
8
9
10

…among other activities that come across as SCG trying to improve its own PR
and image to customers. ORA does not believe it is appropriate nor necessary for
SCG to ask for significant extra funding to this end, as the purpose of CS-I should
ultimately be for activities that benefit the customer or are directly relevant to
helping customers’ energy use align with SCG’s greenhouse gas and SLCP (short
lived climate pollutant) reduction targets. 24

11

Specifically, ORA disagrees with the incremental $0.130 million for one additional

12

Market Advisor, $0.100 million for one additional Communications Advisor, and $0.046 million

13

of non-labor expenses for customer communication and outreach focused on DACs and climate

14

change imperatives from the Customer Marketing and Communications group. 25 ORA further

15

recommends disallowing $0.100 million for an additional Project Manager responsible for

16

developing customer communications materials, including brochures, letters, fliers, and

17

graphical illustrations for the Creative Services group. 26

18

ORA makes the above recommendations based on the incorrect assumption that the

19

incremental activities are for SoCalGas’ own PR and image. However, the “proactive

20

approach” 27 for these activities described in my direct testimony is not for the purpose of

21

promoting the company name or brand. Rather, it is to provide information on offerings

22

available to end-use customers from the perspective of climate change. 28 Since climate change

23

policies are drivers of the many energy-related programs and services designed to benefit

24

consumers, the environment, and the economy, it is important for all customers to better

25

understand the correlation between the energy-related programs and climate change. SoCalGas

26

offers customer programs and services, such as, but not limited to: Energy Savings Assistance

27

Program, Low-Income Home Energy Assistance Program, Middle Income Direct Install
24

Ex. ORA-17 (Yeh) at 26:16-21.

25

Ex. ORA-17 (Yeh) at 29:10-13.

26

Ex. ORA-17 (Yeh) at 30:7-10.

27

Ex. SCG-20-R (Cheung) at 19:9.

28

Ex. SCG-20-R (Cheung) at 19:8-12.
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1

Program, Comprehensive Mobile Home Program, California Alternative Rates for Energy,

2

California Solar Initiative – Thermal Water Heating, and Self-Generation Incentive Program.

3

The overarching goal of these programs is to support California’s initiatives for the purpose of

4

reducing climate change impacts. Most recently, the Senate Bill (SB) 350 Clean Energy and

5

Pollution Reduction Act of 2015, has legislated significant changes to several energy offerings

6

that will impact energy rates and customer behavior. However, current communications are

7

specific to the end-use offerings such as programs, services, or products and do not clearly link

8

to climate change. As such, proactively creating this linkage provides customers with

9

information on how they can impact climate change.

10

Climate change imperatives will also have impacts on new offerings. The incremental

11

resources in Customer Strategy and Engagement are needed to help manage the expected

12

increase in workload specific to climate change messaging necessary to offer programs and

13

services related to/for biogas. Per California Public Utilities Code (PUC) §399.20(f)(2)(D), and

14

as stated in my revised direct testimony:

15
16
17

The commission shall encourage gas and electrical corporations to develop and
offer programs and services to facilitate development of in-state biogas for a
broad range of purposes. 29

18

It is important to note that ORA did not take issue with the requested increases to support

19

the Renewable Gas Customer Outreach business unit. However, ORA fails to understand the

20

correlation between the Customer Strategy and Engagement organization and internal business

21

units. As described in my direct testimony, the Customer Strategy and Engagement (CSE)

22

organization is responsible for managing SoCalGas’ customer communications across all

23

segments and mediums. 30 Any increase in activities in any business unit can have direct impacts

24

to the Customer Strategy and Engagement organization. To best support PUC §399.20(f)(2)(D)

25

objectives, it will be necessary to increase communications related to the development of biogas,

26

serving to educate customers about the available products or services in line with climate change

27

initiatives. In a recent SoCalGas customer panel, over four-fifths of residential panelists

28

indicated that they care about climate change with about half indicating that they care a great

29

deal. Similarly, two-in-five business panelists indicated they care a great deal about global
29

Ex. SCG-20-R (Cheung) at ASC-47:3-5.

30

Ex. SCG-20-R (Cheung) at ASC-13:11-12.
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1

climate changes. 31 SoCalGas understands that it is important for all customers to receive

2

relevant information on the many choices available for energy management. The incremental

3

funding will allow customers to receive such information.

4

Contrary to ORA’s assertion that SoCalGas is seeking to fund activities that would not

5

directly benefit customers, SoCalGas will be providing customers factual information on how to

6

minimize their environmental impact and how to use energy more efficiently. The format for the

7

increased communications on climate change will be similar to SoCalGas’ Safety messaging and

8

Winter Demand messaging, which have the objective to provide information, education, and

9

outreach to all customers. 32 For example, safety messaging provides information about best

10

practices to help keep customers safe around natural gas. Similarly, SoCalGas’ Winter Demand

11

Campaign, provides education on many energy topics such as: energy conservation, information

12

on how to manage their natural gas usage in addition to raising awareness on appliance safety

13

tips, how to properly heat your home with natural gas appliances, changing furnace filters and

14

installing CO 2 detectors. 33 More explicitly, the information provided in the above referenced

15

communications provide information, education, and outreach on offerings for the benefit of the

16

end-use customer and not for the purpose of promoting SoCalGas’ brand. In a similar fashion,

17

the incremental resources requested will allow preparation of communications with content

18

focused on informing all customers, including those in DACs, about their energy management

19

choices such as programs, services, and products consistent with supporting climate change

20

imperatives.

21

SoCalGas maintains that the incremental resources to help provide customers information

22

on offerings with the perspective of climate change is an appropriate request that would provide

23

direct benefits to all customers.

31

See Appendix B: August 2017 and March 2018Residential and Business Customer insight panel.
SoCalGas customer panelist response to the question “To what degree do you care about the issue of
global climate change?”
32

June 18, 2018, SoCalGas Rebuttal Testimony of Rosalinda Magana (Customer Service - Information),
Ex. SCG-220 (Ex. SCG-220 (Magana)) at Appendix B: 2017 customer marketing and communication
material samples.
33

Ex. SCG-220 at Appendix C: 2017 customer marketing and communication material samples.
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1

b.

2

ORA ignores incremental requests for DAC communications.

ORA ignores that $0.100 million for a Communications Advisor, and $0.046 million of

3

non-labor expenses for Customer Communications and Outreach are for the benefit of DACs.

4

The incremental resources will help leverage SoCalGas’ current outreach and education

5

resources for the benefit of DACs. Per SB 350, §454.52(a)(1)(H) priority for DACs is required

6

and necessary to help minimize localized air pollutants and other greenhouse gas emissions. 34

7

SoCalGas has the opportunity to help guide customers located in disadvantaged communities to

8

specific programs such as: CSI – Solar Thermal, Self-Generation Incentive Program, Energy

9

Efficiency, and other DAC-targeted programs. Providing information on customer offerings to

10

the most disadvantaged communities will help customers better manage their energy usage.

11
12

c.

ORA’s conclusion that Customer Strategy and Engagement is
sufficiently staffed should be rejected.

13

ORA claims that staffing levels are sufficient to cover TY 2019 proposals stating that:

14
15
16
17

In response to a Data Request (DR), 35 SCG provided the organizational charts of
the existing positions for every work group in this cost center… for Marketing
and Communications. This work group already has sufficient communication
advisors. 36

18
19
20

ORA opposes the requested incremental funding is [sic] because SCG already has
sufficient staffing in [Creative Services]… There are already Project Specialists
and Identity & Creative Services Advisors that could perform needed functions. 37

21
22
23

ORA opposes the requested incremental funding as SCG has sufficient staffing in
[Customer Insights & Analytics]… There are already multiple research analysts
in this work group that could perform the needed analysis. 38

24
25

ORA opposes [sic] the requested incremental funding because SCG already has
sufficient staffing and resources in [Digital Engagement]. 39

34

California Legislative Information, SB-350 Clean Energy and Pollution Reduction Act of 2015 (Last
Amended on September 11, 2015), available at
https://leginfo.legislature.ca.gov/faces/billNavClient.xhtml?bill_id=201520160SB350.

35

ORA-SCG-142-CY3, Question 1, Attached as Appendix A.1.

36

Ex. ORA-17 (Yeh) at 29:11-30:17.

37

Ex. ORA-17 (Yeh) at 30:15-31:16.

38

Ex. ORA-17 (Yeh) at 32: 3-4.

39

Ex. ORA-17 (Yeh) at 32:12-15.
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1
2

SoCalGas requires additional funding to support incremental activities and work
requirements beyond historical levels.

3

ORA is incorrect. As stated in my revised direct testimony, the five-year forecasting

4

methodology utilized a levelized cost attributable to cyclical activities and unusual operating

5

conditions, but did not reflect other incremental costs that were not reflected in historical cost

6

data. 40 In other words, SoCalGas’ five-year forecast methodology only reflects funding levels

7

that are necessary to maintain activities that it is currently performing and unusual operating

8

conditions such as significant personnel movement resulting from specific company

9

reorganizations and realignments. Furthermore, ORA arbitrarily uses the variance between the

10

2017 forecast and the 2017 adjusted-recorded costs to justify their recommendations. ORA

11

concludes that the historical level of labor is adequate to cover SoCalGas’ TY 2019 established

12

core business activities as well as proposed incremental activities. ORA’s logic is flawed as

13

incremental activities were not slated to begin until 2018. Therefore, the 2017 adjusted-recorded

14

actuals do not adequately represent the necessary funding level to support TY 2019 incremental

15

and core activities.

16

In response to data request ORA-SCG-142-CY3, Question 1a (Q1a) and Question 2a

17

(Q2a), SoCalGas submitted Customer Strategy and Engagement’s organizational chart showing

18

the number of employees that are part of this area. The organizational chart did not provide FTE

19

information on GRC-funded activities. Nonetheless, ORA misuses the headcount information

20

and assumes that the Customer Strategy and Engagement organization is properly staffed to

21

perform core and new incremental activities in this group. Additionally, SoCalGas’ response to

22

ORA’s data request indicated that no existing FTEs (including 2017) are performing incremental

23

activities forecasted in TY 2019 for the Customer Marketing & Communications, Creative

24

Services, or Digital Engagement groups. 41 While FTEs with similar responsibilities exist in the

25

Customer Insights & Analytics group, an additional FTE is necessary to leverage the increasing

26

amount of customer data to provide greater granularity on how to best address customer needs. 42
40

Ex. SCG-20-R (Cheung) at ASC-17:6-11.

41

Ex. SCG-220 (Magana) at Appendix A.1: SoCalGas’ response to data request ORA-SCG-142-CY3,
Q1, Q2, Q4.
42

Ex. SCG-220 (Magana) at Appendix A.1: SoCalGas’ response to data request ORA-SCG-142-CY3,
Q3; Ex. SCG-20-R (Cheung) at ASC-20:1-ASC-21:19.
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1

Overall, the requested FTEs are necessary to conduct and perform incremental activities that are

2

increasing customer awareness on environmental and climate change policies, targeting low-

3

income customers and disadvantaged communities, and that provide comprehensive information

4

on benefits, and program offerings. These incremental activities are over and above the current

5

activity levels as described in the following section.

6
7

d.

8

ORA fails to understand the level of activity of the Customer
Strategy and Engagement area.

SoCalGas does not see how a facial review of organizational charts for the Customer

9

Strategy and Engagement organization, reveals the level of activity for the current staffing of the

10

Customer Marketing & Communications, Creative Services, Customer Insights & Analytics, and

11

Digital Engagement groups. Organizational charts provide information regarding head count,

12

but little else. As stated in my revised direct testimony, the Customer Strategy and Engagement

13

organization has the responsibility for managing SoCalGas’ customer communications across all

14

segments and channels, regardless of how the activity is funded. Customer Strategy and

15

Engagement is tasked with multiple responsibilities. An overarching responsibility is managing

16

SoCalGas’ customer communication across all segments inclusive of GRC and non-GRC funded

17

activities. A matrix of these Customer Strategy and Engagement activities for 2017 are provided

18

in Appendix D. 43 Absent incremental funding of $1.158 million above the five-year average for

19

current activities, the capability to complete the incremental activities will be extremely limited.

20
21

e.

22

ORA fails to recognize customers increasing demand for
information through multiple channels.

ORA claims to be unaware of customers increasing demand for exchange of information

23

through multiple channels. ORA further claims that no study was cited, nor was any quantitative

24

explanation or a concrete example given as to how this conclusion was reached. 44 Contrary to

25

ORA’s knowledge, SoCalGas has experienced an increase in demand for information through

26

multiple channels. It is also important to note that communication channels are not abandoned.

27

Specifically, the social media channels have experienced accelerated growth historically

28

and are continuing to grow. While information on the social media growth between 2015 and
43

Ex. SCG-220 (Magana) at Appendix D: Customer Strategy & Engagement 2017 Business
Communication Activities.
44

Ex. ORA-17 (Yeh) at 30:12-14.
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1

2016 were described in Appendix A of my prepared direct testimony, ORA overlooks this

2

information. Additionally, these figures have been updated in this rebuttal testimony (see Figure

3

RM-1) for the 2014-2017 period. 45 By the end of 2017 activity levels in SoCalGas’ Facebook,

4

Instagram, Twitter and YouTube channels showed growth of 30%, 47%, 255%, and 123%

5

respectively, when compared to 2015. 46 This also represents an overall year over year growth of

6

21%, 18%, and 16% from 2014 to 2017. 47

7
8

Figure RM-1
2014-2017 SoCalGas Social Media Channel Activity Levels

9
10

Growth patterns can also be seen through SoCalGas’ My Account and Business My

11

45

Ex. SCG-220 (Magana) at Appendix I: SoCalGas Recent Digital Channel Activity.

46

Id.

47

Id.
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1

Account tools. 48 The number of customers creating new logins show a steady increase year over

2

year. As newer generations begin to solicit gas services, this growth is likely to continue.

3
4

Figure RM-2
2015-2017 SoCalGas My Account Activity

5
6
7

Figure RM-3
2016-2017 SoCalGas Business My Account Activity 49

8

48

My Account and Business My Account is a digital portal that provides customers with the ability to
handle their most common transactions via the internet. Services available include the ability to view and
pay bills, setup automated payment plans or request payment extensions, schedule and update service
requests, view and analyze energy usage, and update user contact information. My Account services can
be accessed online using any web browser, or on a smartphone using SoCalGas apps or a web browser.
See Ex. SCG-220 (Magana) at Appendix I: SoCalGas Recent Digital Channel Activity.
49

Ex. SCG-220 (Magana) at Appendix I: SoCalGas Recent Digital Channel Activity.
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1

Further, customers are using a variety of channels at any given time. Younger age groups

2

demonstrate an expectation of multi-channel coverage when interacting with a utility. They

3

show greater usage and preference for a wider variety of channels, indicating that utilities cannot

4

simply rely on traditional channels such as phone and email to provide a great customer

5

experience. 50 When Pew Research Center began tracking social media adoption in 2005, just 5%

6

of American adults used at least one of these platforms. By 2011, that share had risen to half of

7

all Americans, and today 69% of the public use some type of social media. 51 Due to these

8

trends, ORA’s proposed funding levels for Customer Strategy and Engagement are inadequate to

9

meet future customer expectations and requirements as communications channels continue to

10

expand and the use of digital and social media channels becomes more prolific. Therefore,

11

ORA’s claim is baseless and should be rejected.

12
13
14

f.

15

ORA ignores the justification provided for Customer Insights
and Analytics on the customer benefits of data collection and
analysis from the availability of big data and growth analytics.

ORA challenges SoCalGas’ request for an additional $0.090 million for one FTE Data

16

Analyst, and requests of $0.110 million and $0.046 million in non-labor for communications

17

campaign analysis. ORA states that SoCalGas failed to cite a study to justify how the conclusion

18

was reached, nor did SoCalGas provide any quantitative explanation or even a concrete example

19

of why the rise in the amount of data collection and analysis from the availability of big data and

20

the growth of digital technology in recent years has led to new opportunities for companies to

21

analyze and leverage the collected data to benefit the customers they serve. 52

22

However, ORA ignores information provided by SoCalGas in prepared direct testimony.

23

My prepared revised direct testimony identified the historical and forecasted growth measured

24

through expenditures in big data analysis and the stated potential from this growth as big data

25

50

Ex. SCG-220 (Magana) atAppendix E: Channel Preferences of the Future: Emerging Trends Among
Customers,” Lisa Schulte, E Source (October 2016).
51

Ex. SCG-220 (Magana) atAppendix F: Pew Research Center. “Social Media Fact Sheet,” February 5,
2018.
52

Ex. ORA-17 (Yeh) at 31:7-14.
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1

and analytics can help firms make sense of and monitor habits, preferences, and sentiment. 53 My

2

prepared revised direct testimony also identified the Integrated Customer Data Analytics (ICDA)

3

project, 54 as an example of a big data source within SoCalGas where increased data volume

4

generated from Advanced Meter interval data, 55 and customer self-service transactional data can

5

be leveraged to perform advanced analytics and predictive data modeling to provide greater

6

granularity on how best to address customer needs. Thus, ORA’s observation should be

7

dismissed as the provided information sufficiently justifies these incremental activities.

8
9
10

g.

11

ORA’s recommendation to hire ad hoc contract resources to
support incremental analytics efforts is only a temporary
solution and should be rejected.

ORA goes on to state that, “If existing research analysts are unable to perform the data

12

analysis SCG describes, ORA’s forecast still allows for additional resources above the BY 2016

13

to be used to provide professional training to existing research analysts or hire ad hoc contract

14

resources.” 56 However, the existing research analysts’ backgrounds and work is focused on

15

conducting quantitative and qualitative market research. Current staff of the Customer Insights

16

& Analytics group are responsible for all SoCalGas customer research and typically are

17

conducting multiple ongoing research studies. A different technical focus and skill set are

53

Ex. SCG-20-R (Cheung) at ASC-21, n.22. “Within telecommunications, for instance, big data and
analytics are applied to help retain and gain new customers as well as for network capacity planning and
optimization. Meanwhile, the media industry has been plagued by massive disruption in recent years
thanks to the digitization and massive consumption of content. Here, big data and analytics can help firms
make sense of and monitor their readers’ habits, preferences, and sentiment. Vendors targeting the big
data and analytics opportunity would be well-served to craft their messages around these industry
priorities, pain points, and use cases.” Further, “[Big Data Analytics] technology investments will be led
by IT and business services, which together will account for more than half of all big data and business
analytics revenue in 2017 and throughout the forecast. Services-related spending will also experience the
strongest growth with a five-year corporate annual growth rate of 14.4%.” Ex. SCG-220 (Magana) at
Appendix G: International Data Corporation. “Big Data and Business Analytics Revenues Forecast to
Reach $150.8 Billion This Year, Led by Banking and Manufacturing Investments, According to IDC,”
March 14, 2017.
54

Ex. SCG-20-R (Cheung) at ASC-21, n.23.

55

SoCalGas’ largest source of data is the hourly usage reads from our Advanced Meters. Every day, each
of the approximately 6 million advanced meters in our territory send data to our Data Warehouse,
resulting in approximately 6 million rows added daily. This usage data allows our customers to
understand and manage their own usage patterns.
56

Ex. ORA-17 (Yeh) at 32:4-7.
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1

necessary to conduct complex data analysis, advanced analytics and modeling (e.g. predictive

2

modeling) and cannot easily be trained where years of education and experience are necessary to

3

effectively conduct such analyses. Customer Insight and Analytics have been traditionally

4

focused on market research and basic analysis of study results, which does not include advanced

5

analytics or predictive data modeling. ORA’s recommendation to hire ad-hoc contract resources

6

would only be a costly and temporary solution. Industry experts have identified that utilities are

7

adopting and employing advanced modeling techniques to discover insights in the data. Along

8

with this task, utilities are beginning to complement their existing workforces with data-savvy

9

(data scientists) talent that bring advanced analytics, modeling and visualization skills to bear on

10

these efforts. 57 SoCalGas’ requested FTE within Customer Insights and Analytics is necessary

11

to yield the opportunities provided by the advancement of analytics.

12
13
14
15

h.

16

ORA fails to address the fact that incremental funding for
Aclara annual software fees and annual Bill Tracker SMS Fees
are necessary as Advanced Metering Infrastructure (AMI)
operating impacts integrate into base business operations.

ORA’s recommendation will disallow all incremental costs outside of FOF and Aliso

17

adjustments. However, ORA’s recommendation fails to address all the incremental non-labor

18

costs related to the migration of on-going maintenance and support from the Advanced Meter

19

Project to the CS-I and CS-OO witness areas. These costs, as stated in my revised direct

20

testimony represent:
x

21

$0.168 million of incremental funding for Aclara annual CE/EP software

22

licensing fees to support Ways to Save, our online tools that allow customers to

23

view and manage their natural gas consumption. 58 These are on-going committed

24

expenses that are now being transitioned from AMI to GRC O&M.
x

25

$0.088 million of incremental funding for Bill tracker SMS fees to provide

26

customers their bill tracker alerts through outbound SMS texts, which help

27

customers track their ongoing natural gas usage, through comparisons of their

57

Ex. SCG-220 (Magana) at Appendix H: Bain & Company. “How Utilities Are Deploying Data
Analytics Now,” August 31, 2016.
58

Ex. SCG-20-R at ASC-23:5-7.
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1

usage to their prior month/year and projections of their monthly bill. 59 These are

2

on-going committed expenses that are now being transitioned from AMI to GRC

3

O&M.

4

Reiterating my revised direct testimony, by TY 2019, SoCalGas’ AMI deployment will

5

be complete and the costs associated with the post-deployment phases will no longer be recorded

6

to the AMI balancing account. AMI operating impacts will be integrated into base business

7

operations for the first time and are incremental to my base forecast. As part of the AMI

8

deployment and in collaboration with other SoCalGas initiatives, new energy presentment and

9

analysis tools have been made available through the “Ways to Save” section of both the

10

socalgas.com “My Account” customer portal as well as through the SoCalGas Mobile App. 60

11

Funding for the on-going operation and support of the customer-facing Ways to Save

12

online tools, the Customer Contact personnel “Bill Analyzer” tool, and weekly Bill Tracker

13

Alerts, will be provided through the digital engagement team within CSE, and through the

14

Customer Contact Center referenced in the Customer Service Office Operation revised direct

15

testimony of Michael Baldwin (Exhibit SCG-19-R). ORA does not take issue with the related

16

costs in the Customer Contact Center Support area of the Customer Services - Office

17

Operations 61 and should not take issue with the similar related costs in the Digital Engagement

18

area. These costs explicitly support the mission of the CS-I area as depicted by ORA, which

19

provide “assistance to customers and help customers manage their energy usage more efficiently

20

and effectively” 62 and should be approved.

59

Ex. SCG-20-R at ASC-23:8-11.

60

A summary of the tools available through Ways to Save have been summarized in the Direct Testimony
of Rene Garcia on Advanced Metering Infrastructure (Ex. SCG-17-R). Residential and Business
customers with AMI can access their hourly and daily natural gas usage data through the “Analyze
Usage” tool available within this online tool suite. Through the Analyze Usage tool, customers can also
download their advanced meter usage data in both the standard “CSV” and/or the “Green Button”
download format to facilitate sharing with third parties of their choosing. The Ways to Save tool suite also
includes other complementary energy and bill analysis tools, such as a “Compare Bills” feature that
allows customers to analyze factors causing their bills to increase or decrease when compared to prior
billing periods.

61

Ex. ORA-17 (Yeh) at 14:6-8.

62

Ex. ORA-17 (Yeh) at 26:12-14.
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1

2.

NDC

2

NDC supports SoCalGas’ request to expand minority communication campaign

3

analysis, 63 but recommends that SoCalGas be required to conduct its multicultural and language

4

surveys yearly, and expand the survey range to include Asian communities and customer

5

assistance campaigns. 64

6
7
8

a.

9
10

NDC ignores SoCalGas response to data requests regarding
campaign analysis and SoCalGas’ current activities evaluating
marketing and outreach effectiveness.

NDC notes a lack of insight into the effectiveness of marketing to the growing minority
communities that must be remedied, 65 stating that:

11
12
13
14
15

Every two years, SoCalGas is required to conduct a Pipeline Awareness research
study to assess customer awareness of gas pipeline safety information. The
survey is available in Spanish, and as part of the study, Spanish survey results are
compared to English results. Aside from this comparison, SoCalGas does not
conduct any regular analysis of the effectiveness of their Spanish campaigns. 66

16

However, NDC ignores SoCalGas’ response to data requests, which plainly indicated that

17

SoCalGas tracks the performance of campaign messaging tactics uniformly across all customer

18

sectors. SoCalGas obtains insight into the effectiveness of its marketing efforts, including efforts

19

with minority and low-income customers, through the analysis of metrics and performance for

20

each communication channel conducted at the culmination of the campaign, and that the results

21

of the analysis are considered during the planning of following campaign strategies. 67

22
23
24
25

b.

26
27

SoCalGas’ incremental forecast for Spanish language
campaign analysis is for qualitative analysis, which is
appropriate to help identify preferred messaging, enhance
customer education, and increase program participation.

NDC also misstates SoCalGas’ data request response regarding the type of Spanish
analysis planned. NDC states in their testimony:
63

Ex. NDC-01 (Bautista) at 20:12-13.

64

Ex. NDC-01 (Bautista) at ii.

65

Ex. NDC-01 (Bautista) at 20:7-8.

66

Ex. NDC-01 (Bautista) at 19:16-20:1.

67

Ex. SCG-220 (Magana) at Appendix A.2: SoCalGas’ response to data request NDC-SEU-DR-08, Q.10
and NDC-SEU-DR-06, Q.5.
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1
2
3

In data requests, SoCalGas explains that they plan to conduct their Spanishlanguage quantitative analysis yearly, which NDC supports as an appropriate
frequency for multi-language and multicultural surveys. 68

4

SoCalGas indicated in data request response NDC-SEU-DR-08 Question14 (Q.14) that it

5

is requesting resources to expand in this area by conducting yearly Spanish-language qualitative

6

analysis to better understand customer knowledge and awareness. Qualitative research is

7

exploratory, and is used to go deeper into issues of interest and explore nuances related to the

8

problem at hand. 69 Further, it can help shed light on the feelings, values, and perceptions that

9

underlie and influence behavior as well as identify customer needs, 70 and is more appropriate to

10

understanding how to effectively communicate information. By conducting Spanish language

11

qualitative research, SoCalGas will gain a better understanding of this minority customer

12

segment to help identify preferred messaging, enhance customer education, and increase

13

program participation in DACs. Additional funding would be necessary to expand the scope of

14

efforts to include quantitative research through language-specific surveys, as well as to expand

15

any analysis to include the main Asian languages that have been proposed by NDC.

16

3.

17

SBUA

SoCalGas recognizes the unique needs of small businesses for customer service and

18

outreach but disagrees with the recommendations from SBUA regarding the prescribed

19

commitment of FTE resources because resources are already available within SoCalGas that

20

serve the small and medium business (SMB) customer segment. SoCalGas also disagrees with

21

the recommendation to conduct a detailed study and report on challenges and hurdles faced by

22

small commercial customers in adopting energy solutions, as SoCalGas currently conducts

23

research and analysis to better serve its SMB customers. Additionally, many of the drivers
68

Ex. NDC-01 (Bautista) at 20:15-17 (emphasis added) (citations omitted).

69

Quantitative research is conclusive in its purpose as it tries to quantify the problem and understand how
prevalent it is by looking for projectable results to a larger population. Here, data collection typically
occurs through large scale surveys (online, phone, paper), audits, and points of transactional interactions.
Qualitative research is, by definition, exploratory, and it is used when we don’t know what to expect, to
define the problem or develop an approach to the problem. It’s used to go deeper into issues of interest
and explore nuances related to the problem at hand. Common data collection methods used in qualitative
research are focus groups, in-depth interviews, observation, and ethnographic participation/observation.

70

Qualitative Research Consultants Association (QRCA), When to Use Qualitative Research, available at
https://www.qrca.org/page/whentouseqr?.
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1

identified by SBUA are based on energy reduction and energy efficiency needs 71 of small

2

business customers, which are within the scope of the CPUC’s energy efficiency proceeding. If

3

SBUA’s recommendation is to be considered by the Commission, the topic should be examined

4

in the Energy Efficiency Proceeding or related applications.

5
6
7
8

a.

9

SBUA’s recommendation to incrementally fund 10 FTEs and
to create at least one department or organization to improve
services for small business customers is unfounded as resources
are available within SoCalGas and serving SMB customers.

SBUA states that:

10
11
12
13
14
15
16
17
18
19

I recommend that the Commission require SDG&E and SoCalGas to each commit
to fund at least 10 full-time equivalent employees (FTE) that are trained and
specifically dedicated to supporting small businesses with customer service and
outreach. Of these 20 FTE at least two (one at SDG&E and one at SoCalGas)
should be senior level employees, such as an account managers or supervisors. I
further recommend that the Commission require both SDG&E and SoCalGas to
create at least one department or organization that is specifically dedicated to
shaping Sempra’s company-wide interactions and policies to improve services for
small business customers and to connect them with tools, resources, programs,
services and integrated demand side management (IDSM) offerings. 72

20

SoCalGas supports marketing, communication, and outreach efforts to small and medium

21

business customers through its Customer Strategy and Engagement organization, leveraging its

22

Customer Marketing & Communication, Creative Services, Customer Insights & Analytics, and

23

Digital Engagement teams, providing communications through multiple channels building

24

awareness of, and improving access to, existing and new utility services, programs and

25

resources, as well as targeted research and analysis to understand customer service needs and

26

preferences. As part of these activities, SoCalGas regularly conducts business customer panels,

27

comprised of strictly small and medium customers, to understand their energy needs and

28

interests. SoCalGas’ Customer Segment Services organization provides support services

29

strategy and customer services for the mass markets and SMB customers, which include, but are

71

Ex. SBUA (Rafii) at 10-11 regarding SoCalGas’ Energy Efficiency Business Plan.; Ex. SBUA (Rafii)
at 14-15 regarding energy management systems, customizable network of hardware, software and/or
services that help improve energy efficiency by allowing you to monitor and control devices via a
computer, smartphone or tablet.

72

Ex. SBUA (Rafii) at 9.
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1

not limited to, outreach to effectively communicate programs, services, rate education, air quality

2

regulations and mandated messages to the SMB segment.

3

Further, SoCalGas offers numerous programs across various CPUC proceedings to its

4

broad customer base, which include small and medium business customers, that provide energy

5

solutions for renewable energy use and energy efficiency. Such programs include, but are not

6

limited to, Energy Efficiency, California Solar Initiative (CSI)-Thermal, and the Self-Generation

7

Incentive Program. In addition, SoCalGas provides energy solutions through services such as

8

Business My Account, dedicated business customer service representatives, and field technicians

9

that deliver energy expertise on any number of energy related topics such as bill and rate related

10

information, general service, and safety information to business customers. 73

11

To expand support in helping customers align their energy needs with the current

12

environmental policies, I have requested one incremental FTE in the Customer Segment Services

13

in my direct testimony to provide market analysis to Customer Segment Services teams, which

14

serve our SMB customers, to help develop education material, customer analysis, and other

15

offerings to support climate change policies.

16
17
18
19

b.

SBUA’s recommendation to conduct a detailed small
commercial customer study is unnecessary given SoCalGas’
response to SBUA’s data request regarding outreach,
marketing, and education efforts that target small businesses.

20

SBUA states that:

21
22
23

To truly reach small commercial customers, SDG&E and SoCalGas should
implement education and outreach campaigns that specifically target small
businesses. 74

24

SoCalGas conducts marketing and outreach campaigns that either target, or are specific

25

to small business customers across multiple GRC proceedings. SoCalGas notes that in response

26

to SBUA’s data request regarding studies, reports, or other data on SoCalGas’ outreach,

27

marketing, and education efforts for small business customers, SoCalGas identified its SMB

73

Ex. SCG-220 (Magana) at Appendix A.3: SoCalGas’ response to data request SBUA-SEU-DR-002 Q.9.

74

Ex. SBUA (Rafii) at 8.

RM-24

1

energy efficiency marketing and outreach campaign, which specifically targeted SMB

2

customers. 75

3

Further, SBUA states that:

4
5
6
7
8
9

To address the particularly low adoption rates of small commercial customers in
energy solutions, I recommend that the Commission require Sempra to conduct a
detailed study and report on the challenges and hurdles faced by small
commercial customers in adopting energy solutions with concrete
recommendations to address these hurdles, and to report the results of this report
in the next GRC.76

10

In response to the same data request, SoCalGas identified that it regularly conducts

11

business customer panels to understand the needs and interest of small and medium business

12

customers. 77 SoCalGas clarifies that this customer panel wholly consists of small and medium

13

business customers, providing the specific perspective and insight of this customer segment for

14

their energy use and needs. SoCalGas also stated that it analyzes the efforts of targeted

15

campaign communications by tracking the performance of messaging tactics, with a sample of

16

the campaign summary with results of the 2016 SMB energy efficiency marketing campaign. 78

17

Given these current research and analysis efforts, SBUA’s request is unnecessary.

18

4.

19

a.

20
21

Customer Assistance
ORA and Other Intervenors

No party took issue with SoCalGas’ TY 2019 forecast of $3,438,000 million for the
Customer Assistance area. 79 The Commission should adopt SoCalGas’ forecast as reasonable.

75

Ex. SCG-220 (Magana) at Appendix A.4: SoCalGas’ response to data request SBUA-SEU-DR-003 Q.14.

76

Ex. SBUA (Rafii) at 15.

77

Ex. SCG-220 (Magana) at Appendix A.4: SoCalGas’ response to data request SBUA-SEU-DR-003 Q.14.

78

Ex. SCG-220 (Magana) at Appendix A.4: SoCalGas’ response to data request SBUA-SEU-DR-003 Q.14.

79

Ex. ORA-17 (Yeh) at 34:8-9.
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1

5.

2

Customer Segment Services
a.

3

ORA and Other Intervenors

No party took issue with SoCalGas’ TY 2019 forecast of $10,018,000 million for the

4

Customer Segment Services area. 80 The Commission should adopt SoCalGas’ forecast as

5

reasonable.

6

B.

Shared Services O&M

7
8
9

Table RM-5
Comparison of SoCalGas & Other Intervenors
CS-I Shared TY 2019 O&M Expenses Summary

10
11
12
13
14

*Due to errors discovered when responding to various data requests, SoCalGas corrects its TY 2019 O&M
forecasted value from $4,490 to $4,426 to reflect this correction.
1.

15

Shared Services – Customer Service- Information
a.

16

ORA & Other Intervenors

None of the parties took issue with SoCalGas’ TY 2019 forecast for the CS-I Shared

17

Services work groups. 81 Accordingly, SoCalGas recommends that the Commission adopt the

18

TY 2019 forecast for CS-I Shared Service of $4.490 million as reasonable.

19

IV.

20
21
22

REBUTTAL TO PARTIES’ IT CAPITAL PROPOSALS
Table RM-6
Comparison of SoCalGas & Other Intervenors
CS-I IT Capital TY 2019 Expenses Summary

23

80

Ex. ORA-17 (Yeh) at 35:3-6.

81

Ex. ORA-17 (Yeh) at 36:5-6.
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1

A.

2

CS-I IT Capital Projects
1.

3

ORA and Other Intervenors

None of the parties oppose SoCalGas’ business rationale for any of the proposed IT

4

capital projects. 82 Accordingly, SoCalGas recommends that the Commission adopt the TY 2019

5

forecast of IT capital projects justifications as reasonable.

6

V.

CONCLUSION

7

To summarize, ORA’s proposed disallowances for SoCalGas TY 2019 estimated

8

expenses should be rejected. Unlike ORA, SoCalGas has properly documented TY 2019

9

estimated expenses for CS-I through prepared direct testimony, workpapers, rebuttal testimony

10

and responses to data requests. Moreover, the incremental activities for Customer Assistance

11

Programs, Customer Segment Services, Clean Transportation Customer Support, Clean

12

Transportation Outreach, and Renewable Gas Outreach are uncontested by all parties.

13

Through this rebuttal, SoCalGas has properly addressed the proposed disallowances

14

proposed by ORA and the incremental activities proposed by NDC and SBUA. SoCalGas has

15

provided justification to support the proposed incremental activities as being for the benefit of

16

informing customers about the energy options available to them to help best manage energy

17

consumption. Therefore, SoCalGas’ estimated expenses for CS-I should be approved in full.

18

This concludes my prepared rebuttal testimony.

82

Ex. ORA-17 (Yeh) at 38:6-8; 39:6-8.
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1
2

VI.

WITNESS QUALIFICATIONS
My name is Rosalinda Magana. I assumed sponsorship of this area from Andrew

3

Cheung. My business address is 555 W. Fifth Street, Los Angeles, California. I am currently

4

employed by SoCalGas, a Sempra Energy regulated California utility, as the Distributed Energy

5

Resource Strategy Manager responsible for developing program compliance, customer impact

6

analysis and coordination with other Distributed Energy Resource programs. I joined SoCalGas

7

in 1994, and have held various positions in Customer Service, Low-Income Energy Efficiency

8

Programs, Self-Generation Incentive Program, and Commercial and Industrial customer

9

programs and outreach.

10

I received a Bachelor of Science degree in Business Administration with an emphasis in

11

Economics from Universidad Autonoma de Yucatan, Mexico. I hold a Project Management

12

Professional Certificate from University of California, Los Angeles, and Energy Innovations &

13

Emerging Technologies Professional Certificate from Stanford University. I have not previously

14

testified before the California Public Utilities Commission.

15
16

RM-28

$33(1',;$

'DWD5HTXHVW25$6&*&<4444

50$

ORA DATA REQUEST
ORA-SCG-142-CY3
SOCALGAS 2019 GRC – A.17-10-008
SOCALGAS RESPONSE
DATE RECEIVED: FEBRUARY 26, 2018
DATE RESPONDED: MARCH 12, 2018
Exhibit Reference: SCG-20-R
SCG Witness: Andrew Cheung
Subject: Customer Services-Information
Please provide the following:
1. Referring to Ex. SCG-20-R, page ASC-20, lines 1-7, “To help manage the increased
communications and DAC-specific messaging-I am requesting the following: 1 FTE:
Market Advisor responsible for coordinating all DAC-specific messaging updates. 1 FTE:
Communications Advisor responsible for managing the increase in communications
regarding the role of natural gas in relation to the state’s climate change policies.”
a. Please provide an employee organizational chart for this section (Customer
Marketing and Communications) for the last recorded year.
b. Are there existing FTEs that have the above mentioned roles?
c. Regarding the “increase in communications”, what tasks does that entail? Are any
of these tasks automated?
SoCalGas Response 01:
a. Company-wide organizational charts were provided as part of the MDR Section A
- General Requirements response to Q19 in the file ‘SCG MDR Sec A Q19 Org
Charts.pdf’. SoCalGas used that file to provide the organizational chart for the
Marketing and Communications team; there were no organizational changes in
recorded year 2017. See attachment “ORA-SCG-142-CY3 Q1-4a
Attachment.pdf.”
b. There are no existing FTEs that have the above-mentioned roles. Currently
activities related to DAC-specific messaging and also communications regarding
the role of natural gas in relation to state climate change polices are managed on an
ad-hoc basis by the Marketing and Communications team. The additional FTEs
are necessary based on the drivers as described in Exhibit SCG-20-R, page ASC19 beginning on line 6 through page ASC-20, line 10.
c. Tasks of the requested Communications Advisor include, but are not limited to, the
customer education responsibilities as described in Exhibit SCG-20-R, page ASC14, lines 2-4 and 14-20. These tasks are not automated.

RM-A.1-2

ORA DATA REQUEST
ORA-SCG-142-CY3
SOCALGAS 2019 GRC – A.17-10-008
SOCALGAS RESPONSE
DATE RECEIVED: FEBRUARY 26, 2018
DATE RESPONDED: MARCH 12, 2018
2. Referring to Ex. SCG-20-R, page ASC-20, lines 21-27, “To help manage the increased
work, I am requesting the following resources: 1 FTE: Project Manager responsible for
developing customer communications materials, including brochures, letters, fliers,
graphical illustrations and customer notifications door hangers, to address climate change
policies. 1 FTE: Production Advisor responsible for coordinating and managing the
schedule of customer communications materials.”
a. Please provide an employee organizational chart for this section (Customer
Marketing and Communications) for the last recorded year.
b. Are there existing FTEs that have the above mentioned roles?
SoCalGas Response 02:
a. Company-wide organizational charts were provided as part of the MDR Section A
- General Requirements response to Q19 in the file ‘SCG MDR Sec A Q19 Org
Charts.pdf’. SoCalGas used that file to provide the organizational chart for the
Creative Services team; there were no organizational changes in recorded year
2017. See attachment “ORA-SCG-142-CY3 Q1-4a Attachment.pdf.”
b. There are no existing FTEs in the above-mentioned roles. As the Creative
Services team supports the activities of the Marketing and Communications team,
the additional FTEs are necessary to support the increased work based on the
drivers described in response to Question 1b above as well as in Exhibit SCG-20R, ASC-20, lines 12-27.

RM-A.1-3

ORA DATA REQUEST
ORA-SCG-142-CY3
SOCALGAS 2019 GRC – A.17-10-008
SOCALGAS RESPONSE
DATE RECEIVED: FEBRUARY 26, 2018
DATE RESPONDED: MARCH 12, 2018
3. Referring to Ex. SCG-20-R, page ASC-21, lines 6-10, “The following increase in
resources will be required: “1FTE: Data Analyst responsible for proactively leveraging
SoCalGas’ customer data, including SoCalGas’ Integrated Customer Data Analytics, by
performing advanced analytics and predictive data modeling to provide greater granularity
on how best to address customer needs”
a. Please provide an employee organizational chart for this section (Customer
Marketing and Communications) for the last recorded year.
b. Are there existing FTEs that have the above mentioned role?
SoCalGas Response 03:
a. Company-wide organizational charts were provided as part of the MDR Section A
- General Requirements response to Q19 in the file ‘SCG MDR Sec A Q19 Org
Charts.pdf’. SoCalGas used that file to provide the organizational chart for the
Customer Insights & Analytics team; there were no organizational changes in
recorded year 2017. See attachment “ORA-SCG-142-CY3 Q1-4a
Attachment.pdf.”
b. Yes, there are existing FTEs within the Customer Insights & Analytics team who
are performing the tasks described in the above-mentioned role. An additional
FTE resource is necessary based on the drivers as described in Exhibit SCG-20-R,
on page ASC-20 beginning on line 29 through page ASC-21, line 19.

RM-A.1-4

ORA DATA REQUEST
ORA-SCG-142-CY3
SOCALGAS 2019 GRC – A.17-10-008
SOCALGAS RESPONSE
DATE RECEIVED: FEBRUARY 26, 2018
DATE RESPONDED: MARCH 12, 2018
4. Referring to Ex. SCG-20-R, page ASC-22, lines 24-27, “To manage and expand
SoCalGas’ social media offerings, the Digital Engagement team will require the following
additional resources: 1 FTE: Program Specialist responsible for administering the
increased social media communications.”
a. Please provide an employee organizational chart for this section (Customer
Marketing and Communications) for the last recorded year.
b. Are there existing FTEs that have the above mentioned role?
SoCalGas Response 04:
a. Company-wide organizational charts were provided as part of the MDR Section A
- General Requirements response to Q19 in the file ‘SCG MDR Sec A Q19 Org
Charts.pdf’. SoCalGas used that file to provide the organizational chart for the
Digital Engagement section updated for recorded year 2017. See attachment
“ORA-SCG-142-CY3 Q1-4a Attachment.pdf.”
b. There are no existing FTEs that have the above-mentioned role. The required FTE
resource will be supporting additional activities based on the drivers described in
Exhibit SCG-20-R, page ASC-21, beginning on line 21 through page ASC-22, line
28.

RM-A.1-5

$33(1',;$
'DWD5HTXHVWV1'&6(84DQG 1'&6(84

50$

1'&6(8'$7$5(48(67
62&$/*$66'* (*5&±$
'$7(5(&(,9('$35,/
'$7(5(6321'('$35,/
 +RZLVWKHHIIHFWLYHQHVVRIRQJRLQJFRPPXQLFDWLRQVWRPLQRULW\FXVWRPHUVFXUUHQWO\
WUDFNHGPHDVXUHGDQGHYDOXDWHGDWHDFKRIWKHXWLOLWLHV"$OVRGHVFULEHDQ\VXUYH\VDQGWKH
UHVXOWVWKDW6'*(RU6R&DO*DVKDYHXVHGWRHYDOXDWHXQGHUVWDQGLQJDPRQJQRQ(QJOLVK
ODQJXDJHDQGPXOWLFXOWXUDOFXVWRPHUVVLQFH 6'*(DW/&' ([SODLQKRZWKH
XWLOLWLHVFXUUHQWO\³PHDVXUHFXVWRPHUNQRZOHGJHDQGDZDUHQHVVDFURVVGLIIHUHQWNH\
GHPRJUDSKLFDQGVRFLRHFRQRPLFVHJPHQWV´ 6&*5DW$6& 
8WLOLWLHV5HVSRQVH
6'* (&RPPXQLFDWLRQVWRPLQRULW\DQGLQODQJXDJHFRPPXQLFDWLRQVDUHPHDVXUHGLQWKH
VDPHPDQQHUDV(QJOLVKODQJXDJHFRPPXQLFDWLRQV)RUGLJLWDOFRPPXQLFDWLRQVWKHVWDQGDUG
PHDVXUHVRIRSHQUDWHV HPDLO FOLFNWKURXJKDQGXVHRIZHEVLWH WLPHRQVLWHERXQFHUDWHHWF 
DUHXVHGWRHYDOXDWHHIIHFWLYHQHVV)RUWUDGLWLRQDOFRPPXQLFDWLRQVXVLQJSULPDULO\SULQW
SXEOLFDWLRQVDQGGLUHFWPDLOYLVLWVWRZHEVLWHVOLVWHGDV³FDOOVWRDFWLRQ´DQGUHSO\FDUGVDUHXVHG
IRUPHDVXUHPHQW7KHPDMRULW\RIPLQRULW\DQGLQODQJXDJHFRPPXQLFDWLRQVLQUHFHQW\HDUV
KDYHEHHQLQVXSSRUWRIWKH&XVWRPHU$VVLVWDQFHSURJUDPV &$5((6$ RUWKHPRUHUHFHQW
728'HIDXOW3LORWERWKRIZKLFKDUHIXQGHGWKURXJKSURFHHGLQJVRWKHUWKDQ*5&
7KHUHZHUHQR0XOWLFXOWXUDODQG/DQJXDJHVXUYH\VFRQGXFWHGEHWZHHQDQG
3OHDVHUHIHUWRWKHUHVSRQVHWR1'&6(8'54XHVWLRQIRUWKHFULWHULDDQGPHWULFV
6'* (XVHVWRHYDOXDWHWKHHIIHFWLYHQHVVRIWKHFXUUHQWPDUNHWLQJDQGRXWUHDFKHIIRUWV
VSHFLILFDOO\RUSULPDULO\WDUJHWHGWRZDUGPLQRULW\DQGORZLQFRPHUDWHSD\HUV
6R&DO*DV3OHDVHVHHWKHUHVSRQVHRI6R&DO*DVWR1'&6(8'54XHVWLRQ6R&DO*DV
HYDOXDWHVDQGPHDVXUHVWKHHIIHFWLYHQHVVRIDOOFRPPXQLFDWLRQVE\WUDFNLQJWKHSHUIRUPDQFHRI
FDPSDLJQPHVVDJLQJWDFWLFVXQLIRUPO\DFURVVDOOFXVWRPHUVHFWRUV$QDO\VLVRIPHWULFVDQG
SHUIRUPDQFHIRUHDFKPHGLDFKDQQHODUHFRQGXFWHGDWWKHFXOPLQDWLRQRIWKHFDPSDLJQDQG
UHVXOWVRIWKHDQDO\VLVDUHFRQVLGHUHGGXULQJWKHSODQQLQJRIIROORZLQJFDPSDLJQVWUDWHJLHV
$VQHFHVVDU\6R&DO*DVFRQGXFWVTXDQWLWDWLYHDQGTXDOLWDWLYHFXVWRPHUUHVHDUFKDQGGDWD
DQDO\VLVWRHYDOXDWHDQGDQWLFLSDWHFXVWRPHUQHHGVDQGH[SHFWDWLRQV(YHU\WZR\HDUV 
DQG 6R&DO*DVFRQGXFWVDPDQGDWHG3LSHOLQH$ZDUHQHVVUHVHDUFKVWXG\ZLWK
FXVWRPHUVWRDVVHVVDZDUHQHVVRI6R&DO*DVQDWXUDOJDVSLSHOLQHVDIHW\LQIRUPDWLRQ0HWULFVPD\
LQFOXGHLQFLGHQFHRIDZDUHQHVVVRXUFHVRIDZDUHQHVVDQGVSHFLILFPHVVDJHVUHFDOOHG)RUWKLV
VWXG\UHVXOWVIURPFXVWRPHUVZKRWDNHWKHVXUYH\LQ6SDQLVKDUHFRPSDUHGWRUHVXOWVRI
FXVWRPHUVZKRWDNHWKHVXUYH\LQ(QJOLVK

50$

1'&6(8'$7$5(48(67
62&$/*$66'* (*5&±$
'$7(5(&(,9('0$5&+
'$7(5(6321'('0$5&+
 :KDWFULWHULDDQGPHWULFVGRHV6R&DO*DVXVHWRHYDOXDWHWKHHIIHFWLYHQHVVRIWKHFXUUHQWPDUNHWLQJ
DQGRXWUHDFKHIIRUWVVSHFLILFDOO\RUSULPDULO\WDUJHWHGWRZDUGPLQRULW\DQGORZLQFRPHUDWHSD\HUV"
3URYLGHGRFXPHQWDWLRQRIWKHVHHYDOXDWLRQV

8WLOLWLHV5HVSRQVH
6R&DO*DVXWLOL]HVYDULRXVPHWULFVGHSHQGHQWRQWKHW\SHRIPDUNHWLQJDQGRXWUHDFKPHVVDJLQJ
ZKHQHYDOXDWLQJWKHHIIHFWLYHQHVVRIPDUNHWLQJDQGRXWUHDFKDFWLYLWLHVLQFOXVLYHRIHIIRUWVWRZDUG
PLQRULW\DQGORZLQFRPHFXVWRPHUV)RUH[DPSOHSULQWZHEGLJLWDOHPDLOEURDGFDVWDQG
VRFLDOPHGLDPHVVDJLQJFKDQQHOVPHWULFVPD\LQFOXGHQXPEHURIPHGLDLPSUHVVLRQVHPDLO
RSHQUDWHVZHEKLWVWR6R&DO*DVODQGLQJSDJH V FOLFNWKURXJKUDWHVSDLGDQGRUJDQLFVHDUFK
UHVXOWVOLNHVVKDUHVDQGFRPPHQWV:KHUHDSSOLFDEOHPHWULFVPD\EHPHDVXUHGDJDLQVW
KLVWRULFDOYDOXHVWRGHWHUPLQHSHUIRUPDQFH
3OHDVHVHHRQHH[DPSOHRIWKHW\SHRIHYDOXDWLRQWKDW6R&DO*DVFRQGXFWVLQWKHDWWDFKPHQW
x

1'&6(8'54$WWDFKPHQWSGI

50$

50$

50$

50$

50$

$33(1',;$
'DWD5HTXHVW6%8$6(8'54

50$

60$//%86,1(6687,/,7<$'92&$7(6'$7$5(48(67
6%8$6(8'5
6'* (62&$/*$6*5& $
6'* (B62&$/*$65(63216(
'$7(5(&(,9('$35,/
'$7(5(6321'('0$<


VPDOOEXVLQHVVHVDQGUHODWHWRLQFUHDVLQJWKHXVHRIUHQHZDEOHHQHUJ\RULQFUHDVLQJHQHUJ\
HIILFLHQF\PHDVXUHV3OHDVHLQGLFDWHWKHDPRXQWRIUHYHQXHGHGLFDWHGWRVXFKSURJUDPV$UH
DQ\RIWKHVHHQHUJ\VROXWLRQVVSHFLILFDOO\WDUJHWHGWRRUWDLORUHGIRUVPDOOEXVLQHVVHV"

8WLOLW\5HVSRQVH

6R&DO*DVREMHFWVWRDSRUWLRQRI
3UDFWLFHDQG3URFHGXUHRQWKHJURXQGVWKDWLWLVYDJXHDQGDPELJXRXVDV
DPRXQWRIUHYHQXHGHGLFDWHG
6R&DO*DV
UHVSRQGVDVIROORZV





57DEOH$6& 6R&DO*DVRIIHUVYDULRXVSURJUDPVDFURVVYDULRXV&38&SURFHHGLQJVWR
LWVEURDGFXVWRPHUEDVHZKLFKLQFOXGHVPDOODQGPHGLXPEXVLQHVVFXVWRPHUVWKDWSURYLGH
HQHUJ\VROXWLRQVIRUUHQHZDEOHHQHUJ\XVHDQGHQHUJ\HIILFLHQF\6XFKSURJUDPVLQFOXGHEXW
DUHQRWOLPLWHGWR(QHUJ\(IILFLHQF\&DOLIRUQLD6RODU,QLWLDWLYH &6, 7KHUPDODQGWKH6HOI
*HQHUDWLRQ,QFHQWLYH3URJUDP,QDGGLWLRQ6R&DO*DVSURYLGHVHQHUJ\VROXWLRQVWKURXJK
VHUYLFHVVXFKDV%XVLQHVV0\$FFRXQWGHGLFDWHGEXVLQHVVFXVWRPHUVHUYLFHUHSUHVHQWDWLYHVDQG
ILHOGWHFKQLFLDQVWKDWGHOLYHUHQHUJ\H[SHUWLVHRQDQ\QXPEHURIHQHUJ\UHODWHGWRSLFVVXFKDVELOO
DQGUDWHUHODWHGLQIRUPDWLRQJHQHUDOVHUYLFHDQGVDIHW\LQIRUPDWLRQWREXVLQHVVFXVWRPHUV$
QRQH[KDXVWLYHOLVWRIH[DPSOHVRIHQHUJ\VROXWLRQVDYDLODEOHWRVPDOODQGPHGLXPEXVLQHVV
FXVWRPHUVDUHGLVFXVVHGEHORZ

 %XVLQHVV0\$FFRXQW %XVLQHVV0\$FFRXQWLVDVHOIVHUYHWRROGHVLJQHGWRSURYLGH
6R&DO*DVEXVLQHVVFXVWRPHUVWKHDELOLW\WRYLHZDQGSD\ELOOVRQOLQHDVZHOODVWRROV
7R
WKDWJLYHVEXVLQHVVFXVWRPHUVWKHDELOLW\WRFRPSDUHFXUUHQWDQG
SDVWQDWXUDOJDVXVDJHDQGSURYLGHVHQHUJ\PDQDJHPHQWWRROVWKDWKHOSLQHQHUJ\
FRQVHUYDWLRQ%XVLQHVV0\$FFRXQWVHUYLFHVDUHIXQGHGWKURXJKWKH*5&

 (QHUJ\(IILFLHQF\3URJUDPV 
RIIHUUHVLGHQWLDO
DQGQRQUHVLGHQWLDOFXVWRPHUVVROXWLRQVIRUXVLQJQDWXUDOJDVHQHUJ\PRUHHIILFLHQWO\
7KHVHVROXWLRQVLQFOXGHUHEDWHVDQGLQFHQWLYHVIRUHOLJLEOHHTXLSPHQWDQGSURMHFWVWKDW
VDYHHQHUJ\ILQDQFLQJRXWUHDFKDVZHOODVWUDLQLQJDQGHGXFDWLRQRQUHOHYDQWWRSLFVLQ
HQHUJ\HIILFLHQF\6R&DO*DVRIIHUVLWV&RPPHUFLDO'LUHFW,QVWDOO3URJUDPZKLFK
VSHFLILFDOO\WDUJHWVVPDOODQGPHGLXPEXVLQHVVFXVWRPHUV7KHVHDFWLYLWLHVDUHIXQGHG
RXWVLGHRIWKH*5&WKURXJKWKH(QHUJ\(IILFLHQF\SURFHHGLQJ



0HGLXP !WKHUP\HDUDQGWKHUP\HDUFRQVXPSWLRQ FRPPHUFLDO LQGXVWULDOFXVWRPHUVVPDOO
WKHUP\HDUFRQVXPSWLRQ FRPPHUFLDO LQGXVWULDOFXVWRPHUV
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 6HOI*HQHUDWLRQ,QFHQWLYH3URJUDP 6*,3  7KH6HOI*HQHUDWLRQ,QFHQWLYH3URJUDP
6*,3 SURYLGHVLQFHQWLYHVWRVXSSRUWH[LVWLQJQHZDQGHPHUJLQJGLVWULEXWHGHQHUJ\
UHVRXUFHV6*,3SURYLGHVUHEDWHVIRUTXDOLI\LQJGLVWULEXWHGHQHUJ\V\VWHPVLQVWDOOHGRQ
WKHFXVWRPHU VVLGHRIWKHXWLOLW\PHWHU)XQGLQJIRU6*,3FRPHVWKURXJKLWVRZQ
SURFHHGLQJ

 &DOLIRUQLD6RODU,QLWLDWLYH &6, 7KHUPDO7KH&6,7KHUPDO3URJUDPRIIHUVFDVKUHEDWHV
RQVRODUZDWHUKHDWLQJV\VWHPVIRUVLQJOHIDPLO\UHVLGHQWLDOFXVWRPHUVPXOWLIDPLO\DQG
&RPPHUFLDOSURSHUWLHV)XQGLQJIRUWKH&6,7KHUPDOSURJUDPFRPHVWKURXJKLWVRZQ
SURFHHGLQJ
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PDUNHWLQJDQGHGXFDWLRQHIIRUWVWKDWDUHXQLTXHO\DQGVSHFLILFDOO\WDUJHWHGWRVPDOOEXVLQHVVHV

8WLOLW\5HVSRQVH

)RUWKHSXUSRVHRIWKLVUHVSRQVH6R&DO*DVGHILQHV
UHVSRQVHWR4XHVWLRQRI6%8$6(8'56R&DO*DVFRQGXFWVGLIIHUHQWW\SHVRIDQDO\VLV
IXQGHGWKURXJKYDULRXV&38&SURFHHGLQJVWKDWSURYLGHLQVLJKWVRQPHVVDJLQJSURGXFWVDQG
VHUYLFHVWKDWPD\EHQHILWVPDOOEXVLQHVVFXVWRPHUV$VDQH[DPSOH6R&DO*DVUHJXODUO\
FRQGXFWVEXVLQHVVFXVWRPHUSDQHOVRQDYDULHW\RIWRSLFVVXFKDVFRPPXQLFDWLRQFKDQQHO
SUHIHUHQFHV%XVLQHVV0\$FFRXQWXVHHQHUJ\HIILFLHQF\UHEDWHVWUDLQLQJVDQGVHPLQDUVWR
XQGHUVWDQGWKHHQHUJ\QHHGVDQGLQWHUHVWVRIVPDOODQGPHGLXPEXVLQHVVFXVWRPHUV$VDPSOHRI
WKHVHUHVXOWVDUHSURYLGHGLQWKHIROORZLQJDWWDFKPHQW
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IROORZLQJFDPSDLJQVXPPDU\DQGUHVXOWVIRUWKH6PDOO0HGLXP%XVLQHVVHQHUJ\HIILFLHQF\
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 6%8$6(84$WWDFKPHQWB5HGDFWHGSGI
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6%8$6(84$WWDFKPHQWSGI





'RRUKDQJHU

2WKHU



50$

%DVH5HFDOOUHFHLYLQJFRPPXQLFDWLRQVIURP6R&DO*DV Q 
0$5B$VLGHIURP\RXUPRQWKO\QDWXUDOJDVELOOZKDW6R&DO*DV FRPPXQLFDWLRQVGR\RXUHFDOOUHFHLYLQJ"



7H[WPHVVDJH

'LUHFWPDLO

(PDLO



2IWKHEXVLQHVVSDQHOLVWVZKRUHFROOHFWUHFHLYLQJFRPPXQLFDWLRQVLQWKHSDVWPRQWKVQHDUO\LQ
UHFDOOUHFHLYLQJHPDLOVIURP6R&DO*DV

7\SHVRI6R&DO*DV&RPPXQLFDWLRQV5HFDOOHG

6%8$6(84$WWDFKPHQWSGI

,PSRUWDQW

 







8QLPSRUWDQW









50$







 

 




9HU\XQLPSRUWDQW











%DVH$OO5HVSRQGHQWV Q  
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2WKHU

, GSUHIHUQRWWRUHFHLYHDQ\KDQGRXWV

'HWDLOHGKDQGRXWVRQVSHFLILFSURJUDPV

$KDQGRXWOLVWLQJDYDLODEOHSURJUDPVDQG
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WKH(5&KRZHYHURQO\RIWKRVHSDQHOLVWVKDYHDWWHQGHG

$ZDUHQHVVRI6R&DO*DV7UDLQLQJDQG6HPLQDUV

6%8$6(84$WWDFKPHQWSGI











50$

%DVH$ZDUHRIWUDLQLQJVHPLQDU Q 
0$5B+RZGLG\RXKHDUDERXW6R&DO*DV¶:RUNIRUFH(GXFDWLRQDQG7UDLQLQJSURJUDP"

2WKHU

6RFLDOPHGLD

:RUGRIPRXWK

%URFKXUH

)O\HU

:HEVLWH


2IWKHEXVLQHVVSDQHOLVWVZKRDUHDZDUHRI6R&DO*DV¶:RUNIRUFH(GXFDWLRQDQG7UDLQLQJSURJUDP
QHDUO\KDOIEHFDPHDZDUHRILWWKURXJKWKH6R&DO*DVZHEVLWH

7UDLQLQJ6HPLQDUV6RXUFHRI$ZDUHQHVV

6%8$6(84$WWDFKPHQWSGI















5DQN 







5DQN 









5DQN 
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%DVH$OO5HVSRQGHQWVQ 
4:KDWLV\RXUSUHIHUUHGPHWKRGRIUHFHLYLQJFXVWRPHUFRPPXQLFDWLRQVIURP6R&DO*DV"3OHDVHUDQN\RXUWRSFKRLFHV

$XWRPDWHG SKRQH PHVVDJH 

7H[W 

3KRQH  \RX FDOO 

6R&DO*DV ZHEVLWH 

0DLO

(PDLO

0HWKRGRI5HFHLYLQJ&XVWRPHU&RPPXQLFDWLRQV







7ZRWKLUGVRIEXVLQHVVFXVWRPHUVUDQNHGHPDLODVWKHLU
SUHIHUUHGPHWKRGRIUHFHLYLQJFXVWRPHUFRPPXQLFDWLRQV

6%8$6(84$WWDFKPHQWSGI




5DQN 










5DQN 
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%DVH$OO5HVSRQGHQWVQ
G W

4 %HORZLVDOLVWRIFRPPXQLFDWLRQVRQSURJUDPVVHUYLFHVDQGDFWLYLWLHVWKDW6R&DO*DV SURYLGHVWRLWVEXVLQHVVFXVWRPHUV :KLFKDUHPRVW
LPSRUWDQW"

5DQN 

6HPLQDUV DQG ZRUNVKRSV RIIHUHG RQ HQHUJ\ DQG HQHUJ\ WHFKQRORJ\ 

7UDGH 3UR 'LUHFWRU\ RI EXVLQHVVHV ZKR LQVWDOO VHUYLFH HQHUJ\HIILFLHQW HTXLSPHQW  

6XSSRUW ZLWK H[SDQGLQJ EXVLQHVV DQG EXVLQHVV FRPSHWLWLYHQHVV  

,QIRUPDWLRQ RQ EXVLQHVV VHPLQDUVWUDGH VKRZV 


6R&DO*DV FRPPXQLW\ RXWUHDFK HYHQWV DQG DFWLYLWLHV 

$LU TXDOLW\ FRPSOLDQFH WUDLQLQJ DQG VHUYLFHV 












,QIRUPDWLRQ UHJDUGLQJ UHQHZDEOH WHFKQRORJLHV  

$VVLVWDQFH ZLWK VROYLQJ HQHUJ\UHODWHG SUREOHPV RU FKDOOHQJHV 

,QIRUPDWLRQ RQ WKH VDIH XVH RI QDWXUDO JDV

([SODQDWLRQ DQG DQDO\VLV RI 6R&DO*DV UDWHV WDULIIV DQG ELOOV

$YDLODELOLW\ RI \RXU QDWXUDO JDV XVDJH GDWD

5HEDWH LQIRUPDWLRQ

%XVLQHVV 0\ $FFRXQW  7KH VRFDOJDVFRP ZHEVLWH IRU EXVLQHVV FXVWRPHUV

3URJUDPV6HUYLFHVDQG$FWLYLWLHV3URYLGHGE\6R&DO*DV

2IDOOWKHSURJUDPVVHUYLFHVDQGDFWLYLWLHV6R&DO*DV
SURYLGHVWKHLUEXVLQHVVFXVWRPHUVRQHWKLUGFRQVLGHU
%XVLQHVV0\$FFRXQWWREHWKHPRVWLPSRUWDQW

6%8$6(84$WWDFKPHQWSGI

 PRQWK WR   PRQWKV
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 PRQWKV WR   PRQWKV







%DVH$OO5HVSRQGHQWVQ 
4 7HOOXVZKHQ6R&DO*DV VKRXOGVKDUHWKHIROORZLQJLQIRUPDWLRQZLWKFXVWRPHUV

)LUVW  GD\V

$YDLODEOHWUDLQLQJVDQGVHPLQDUV

&RQVHUYDWLRQLQIRUPDWLRQ

%LOOVXPPDU\FRPSDULVRQV

(QHUJ\VDYLQJWLSV

(QHUJ\HIILFLHQF\SURJUDPV

(TXLSPHQWUHEDWHV

*DVVDIHW\LQIRUPDWLRQ

3D\PHQWRSWLRQV





















 

 


 PRQWKV WR  PRQWKV







7\SHVRI,QIRUPDWLRQ3URYLGHG%\6R&DO*DV

8SWRLQEXVLQHVVFXVWRPHUVZDQW6R&DO*DVWRVKDUH
SD\PHQWRSWLRQVJDVVDIHW\LQIRUPDWLRQDQGHTXLSPHQW
UHEDWHVZLWKWKHPLQWKHILUVWPRQWKVRIVWDUWLQJVHUYLFH

















7RS
%R[

6%8$6(84$WWDFKPHQWSGI

6%8$6(84$WWDFKPHQWB5HGDFWHGSGI

6R&DO*DV
60%(QHUJ\(IILFLHQF\$ZDUHQHVV
&DPSDLJQ6XPPDU\


2YHUYLHZ

6R&DO*DVZRXOGOLNHWRLQFUHDVHJHQHUDODZDUHQHVVRIWKHYDULRXVHQHUJ\HIILFLHQF\UHEDWHVDQGLQFHQWLYHV
DYDLODEOHIRUVPDOOWRPHGLXPVL]HGEXVLQHVVHVZLWKLQWKHVHUYLFHWHUULWRU\DVZHOODVQRFRVWDQGORZFRVWVHUYLFHV
DYDLODEOHWKURXJK6R&DO*DV5HEDWHVDUHDYDLODEOHIRUDYDULHW\RILWHPVLQFOXGLQJSLSHLQVXODWLRQERLOHUV
FRPPHUFLDOIRRGVHUYLFHHTXLSPHQWZDWHUKHDWHUVDQGPRUH7KHUHDUHDOVRQRFRVWVHUYLFHVIRUHTXLSPHQW
PDLQWHQDQFHDQGORZFRVWSDUWVVDOHVWKURXJK6R&DO*DV

*RDOV 2EMHFWLYHV

7KH6R&DO*DV60%(QHUJ\(IILFLHQF\$ZDUHQHVVFDPSDLJQLVGHVLJQHGWRDFFRPSOLVKWKHIROORZLQJREMHFWLYHV

 5DLVHDZDUHQHVVRIDYDLODEOHHQHUJ\HIILFLHQF\UHEDWHVDQGLQFHQWLYHV
 (GXFDWHDERXWWKHYDULHW\RIHQHUJ\HIILFLHQF\UHEDWHVDYDLODEOHWRVPDOOWRPLGVL]HEXVLQHVVHV
 ,QIRUPDERXWQRFRVWHTXLSPHQWPDLQWHQDQFHDQGORZFRVWSDUWVDYDLODEOHWKURXJK6R&DO*DV

7DUJHW0DUNHW6HJPHQWV

 (QWUHSUHQHXUVDQGGHFLVLRQPDNHUVDWVPDOOWRPLGVL]HEXVLQHVVHV
D ,QGXVWULHVLQFOXGHIRRGVHUYLFHFRLQRSGU\FOHDQHUVODXQGU\KRWHOV RWHOVILWQHVVDQG
UHFUHDWLRQFHQWHUVDQGEHDXW\VDORQV
 $XGLHQFHVNHZV

6WUDWHJLHV

7KLVLVWKHILUVW\HDUIRUWKLVSURJUDPVRZHDUHORRNLQJWREXLOGNQRZOHGJHIRUIXWXUHLQLWLDWLYHVZKLOHDFWLYDWLQJRQ
WKHIROORZLQJNH\VWUDWHJLHV

 'HYHORSQHZLQWHJUDWHGFDPSDLJQWRLQFUHDVHDZDUHQHVV
 'ULYHWUDIILFWRDGHGLFDWHGFDPSDLJQSDJHWKDWHGXFDWHVEXVLQHVVHVDERXWDYDLODEOHUHEDWHVDQGLQFHQWLYHV
 2SWLPL]HWDFWLFDOFRPPXQLFDWLRQVWKURXJKDQLQWHJUDWHGSDLGPHGLDDSSURDFK

7DFWLFV
7RVXSSRUWWKHGHILQHGVWUDWHJLHVVSHFLILFWDFWLFDOH[HFXWLRQVDUHUHFRPPHQGHGWRGHSOR\FRPPXQLFDWLRQV
FRQVLVWHQWO\DFURVVWDUJHWHGSDLGFKDQQHOVWRUHDFKVPDOOWRPLGVL]HEXVLQHVVGHFLVLRQPDNHUV

'HYHORSDQLQWHJUDWHGPXOWLFKDQQHOSDLGPHGLDSODQWKDWGHVLJQHGWRJHQHUDWHDZDUHQHVVHQJDJHZLWKWKH
WDUJHWDXGLHQFHVDQGGULYHZHEVLWHYLVLWVWRHQFRXUDJHFRQWHQWFRQVXPSWLRQ
  ,QWHJUDWHUDGLRSULQWGLJLWDOUHPDUNHWLQJSDLGVHDUFKDQGVRFLDOHIIRUWVWRGHYHORSDFRPSUHKHQVLYH
LQWHJUDWHGVWUDWHJ\WKDWIDFLOLWDWHVFURVVSODWIRUPDXGLHQFHWDUJHWLQJ
D /HYHUDJHUDGLRWRLQFUHDVHDZDUHQHVV
E 8WLOL]HDSSURSULDWHEXVLQHVVDQGWUDGHSXEOLFDWLRQVWRIXUWKHUGULYHDZDUHQHVV
F (PSOR\GLJLWDOIRURQOLQHHQJDJHPHQWGULYLQJXVHUVWRDGHGLFDWHGFDPSDLJQSDJHRQWKH
VRFDOJDVFRPZHEVLWH
G (PSOR\SDLGVHDUFKDQGUHPDUNHWLQJWRIXUWKHUGULYHHQJDJHPHQW







50$

6%8$6(84$WWDFKPHQWB5HGDFWHGSGI

6R&DO*DV
60%(QHUJ\(IILFLHQF\$ZDUHQHVV
&DPSDLJQ6XPPDU\


Key Performance Indicators
7DFWLF
5DGLR
3ULQW
'LJLWDO
$XGLR3RGFDVW
'LJLWDO'LVSOD\
0RELOH
3DLG6RFLDO
3DLG6HDUFK

2EMHFWLYH
$ZDUHQHVV
$ZDUHQHVV
$ZDUHQHVV

0HDVXUHPHQW
,PSUHVVLRQV
,PSUHVVLRQV
,PSUHVVLRQV

,QWHUHVW
,QWHUHVW
,QWHUHVW
,QWHQW

&OLFN7KUX5DWH
&OLFN7KUX5DWH
&OLFN7KUX5DWH
&RVW3HU&OLFN
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*RDO




$FWXDO








  )%  /, 



$33(1',;%
$XJXVWDQG0DUFK
5HVLGHQWLDODQG%XVLQHVV&XVWRPHULQVLJKWSDQHO
6R&DO*DVFXVWRPHUSDQHOLVWUHVSRQVHWRWKHTXHVWLRQ
³7RZKDWGHJUHHGR\RXFDUHDERXWWKHLVVXHRIJOREDOFOLPDWHFKDQJH"´

50%













ϮϬϭϳ͗ϴϯй
ϮϬϭϴ͗ϴϯй



50%





dŽƉϮŽǆ



%DVH$OO5HVSRQGHQWV Q  $OO5HVSRQGHQWV Q  
5(6&,3± $8*B7RZKDWGHJUHHGR\RXFDUHDERXWWKHLVVXHRIJOREDOFOLPDWHFKDQJH"
5(6&,3± 0$5&+B7RZKDWGHJUHHGR\RXFDUHDERXWWKHLVVXHRIJOREDOFOLPDWHFKDQJH"

1RWDWDOO

1RWWRRPXFK

6RPHZKDW

$JUHDWGHDO

2YHUIRXUILIWKVRIUHVLGHQWLDOSDQHOLVWVFDUHDERXWFOLPDWHFKDQJHZLWKDERXWKDOILQGLFDWLQJWKDWWKH\FDUH
DJUHDWGHDO

*OREDO&OLPDWH&KDQJH 5(6
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%DVH$OO5HVSRQGHQWV Q  $OO5HVSRQGHQWV Q  
%,=&,3± $8*B7RZKDWGHJUHHGR\RXFDUHDERXWWKHLVVXHRIJOREDOFOLPDWHFKDQJH"
%,=&,3± 0$5&+B7RZKDWGHJUHHGR\RXFDUHDERXWWKHLVVXHRIJOREDOFOLPDWHFKDQJH"

1RWDWDOO

1RWWRRPXFK

6RPHZKDW

$JUHDWGHDO

7ZRLQILYH EXVLQHVVSDQHOLVWVFDUHDJUHDWGHDODERXWFOLPDWHFKDQJH

*OREDO&OLPDWH&KDQJH%,=

ϮϬϭϳ͗ϳϲй
ϮϬϭϴ͗ϳϲй

dŽƉϮŽǆ





$33(1',;&
&XVWRPHU0DUNHWLQJDQG&RPPXQLFDWLRQ0DWHULDO6DPSOHV

50&

50&

50&

50&

50&

50&

50&

50&

50&

50&

50&

50&

50&

50&

50&

50&

50&

50&

50&

50&

50&

50&

50&

50&

50&

50&

50&

50&

50&

50&

50&

50&

50&

50&

50&

50&

50&

50&

50&

50&

50&

50&

$33(1',;'
&XVWRPHU6WUDWHJ\ (QJDJHPHQW
%XVLQHVV&RPPXQLFDWLRQ$FWLYLWLHV

50'

0HDVXUHPHQWVRI&XVWRPHU
([SHULHQFH6WXG\FXVWRPHULQVLJKW
SDQHOVGDWDUHVHDUFKDQGFRQWLQXHG
LQYHVWLJDWLRQRI FXVWRPHUQHHGV
DQG LQWHJUDWLRQRIILQGLQJVZLWK
PDUNHWLQJDQGFRPPXQLFDWLRQ
DFWLYLWLHV

5HVSRQVLEOH IRUPDLQWDLQLQJSKRWR
DQGYLGHR PHGLDGDWDEDVHDQG
UHTXLUHGOLFHQVLQJ
FRS\ULJKWWUDGHPDUN
FRPSOLDQFHVXSSRUWLQJFXVWRPHU
HYHQWVUHDGLQJDFFHVVLELOLW\IRU
SULQWHGFRPPXQLFDWLRQV

'HYHORSPHQWRIPDUNHWLQJ
FRPPXQLFDWLRQVWUDWHJLHVSODQV
RYHUVLJKWDQGH[HFXWLRQRI
FDPSDLJQVJHQHUDWHQHZ
FRPPXQLFDWLRQPHVVDJHV IRU
YDULRXVFRPPXQLFDWLRQ FKDQQHOV
EURDGFDVW SULQWHPDLOVRFLDO 

&RPPXQLFDWLRQFRQWHQW
2XWUHDFKHGXFDWLRQDQG
FROODWHUDOIRUSURJUDPV VXFKDV
(QHUJ\8SJUDGH&DOLIRUQLDΠ
&DOLIRUQLD6RODU7KHUPDO
,QLWLDWLYH DQG6HOI*HQHUDWLRQ
,QFHQWLYHSURJUDPV ZKLFK
LQFOXGHEURDGFDVWGLJLWDODQG
SULQWFROODWHUDO

&RPPXQLFDWLRQFRQWHQW
&RPPXQLFDWLRQDQG
HQJDJHPHQWWUDFNLQJRIWKH
QDWXUDOJDVFRQVHUYDWLRQ
QRWLILFDWLRQFDPSDLJQV
WKURXJKEURDGFDVWVRFLDO
PHGLDGLJLWDOHPDLODQG
GLUHFWPDLO

50'

&RPPXQLFDWLRQFRQWHQW 
3URJUDPHGXFDWLRQDQGUHVRXUFH
PDWHULDOVFROODWHUDOIRUDYDLODEOH
5HQHZDEOH*DVDQG1DWXUDO*DV
9HKLFOHSURJUDPV

&RPPXQLFDWLRQFRQWHQW 
6RFLDOPHGLDSRVWRXWUHDFK
HYHQWVELOOPHVVDJHDVZHOODV
RXWRIKRPHDGYHUWLVLQJ
IRFXVHGRQUHDFKLQJ
VSHFLDOL]HGDXGLHQFHHOLJLEOH
IRUWKHSURJUDPV

&RPPXQLFDWLRQFRQWHQW
,QFUHPHQWDOVDIHW\HGXFDWLRQDQG
RXWUHDFKWDLORUHGIRUVSHFLILF
WDUJHWHGDXGLHQFHVRUWRSLFVVXFK
DV6HZHU/DWHUDO,QVSHFWLRQ
3URJUDP 6/,3 'LVWULEXWLRQ
5LVHU,PSOHPHQWDWLRQ3URJUDP
'5,3 HWF

5HQHZDEOH*DV 1DWXUDO*DV
9HKLFOHV

&RPPXQLFDWLRQFRQWHQW
,QIRUPDWLRQDOQRWLFHVDQG
VSHFLILFVDIHW\PHVVDJHVWR
SRWHQWLDOO\LPSDFWHG FXVWRPHUV
LQLQVSHFWLRQ ]RQHVHGXFDWLRQDO
DQG SUHVHQWDWLRQRXWUHDFK
PDWHULDOVWRH[SODLQ36(3
SURFHVVDQGDFWLYLWLHVWR
FRPPXQLWLHV

&RPPXQLFDWLRQFRQWHQW 
&DPSDLJQVLQFOXGLQJGLUHFWPDLO
DQGHPDLOV6RFLDOPHGLDSRVWV
RXWUHDFKHYHQWVELOO
PHVVDJHLQVHUWVDQGPDVVPHGLD
HIIRUWVLQFOXGLQJUDGLRGLJLWDO
DQGRXWRIKRPHHGXFDWLQJ
HOLJLEOHFXVWRPHUVRQSURJUDP

3XEOLF$ZDUHQHVV

&XVWRPHU3URJUDPVʹ0HGLFDO
%DVHOLQH *DV$VVLVWDQFH)XQG

3LSHOLQH6DIHW\(QKDQFHPHQW
3ODQ

&XVWRPHU3URJUDPV&$5(

6XSSRUW$FWLYLWLHV

'HPDQG5HVSRQVH

&RPPXQLFDWLRQFRQWHQW
&DPSDLJQVLQFOXGLQJGLUHFW
PDLODQGHPDLOV6RFLDOPHGLD
SRVWVRXWUHDFKHYHQWVELOO
PHVVDJHLQVHUWVDQGPDVV
PHGLDHIIRUWVLQFOXGLQJUDGLR
GLJLWDODQGRXWRIKRPH
HGXFDWLQJHOLJLEOHFXVWRPHUV
RQSURJUDP

&XVWRPHU3URJUDPV(QHUJ\
6DYLQJV$VVLVWDQFH

6WDWHZLGH3URJUDPV

&RPPXQLFDWLRQFRQWHQW 
5HEDWH LQFHQWLYHDZDUHQHVV
PDVVPDUNHWDQG
VPDOOPHGLXPEXVLQHVV
FDPSDLJQVYDULRXV PDWHULDOV
IRUUGSDUW\YHQGRUV WUDGH
SURIHVVLRQDORUJDQL]DWLRQV
SDUWQHUVKLS SURJUDPVYDULRXV
((SURJUDPV2Q %LOO
)LQDQFLQJSURJUDP HWF

&XVWRPHU3URJUDPV(QHUJ\
(IILFLHQF\ (( 

7KHVHDUHRQO\DQ
DSSUR[LPDWLRQDQGDUHQRW
D FRPSUHKHQVLYHOLVWRI
WKHZRUNYDULRXVEXVLQHVV
RZQHUVZLWKLQ6R&DO*DV
IXQG7KHW\SHRI ZRUN
DQGFOLHQWVYDU\
GHSHQGLQJRQEXVLQHVV
QHHGV WLPLQJDQGRWKHU
GULYHUV7KHVHEXVLQHVV
RZQHUV LQFOXGHERWK
*5&DQG*5&H[FOXGHG
DFWLYLWLHV

'HILQLQJGLJLWDOVWUDWHJ\IRU
FXVWRPHULQWHUDFWLRQVWKURXJK
GLJLWDODQGRQOLQHFKDQQHOV
PDLQWDLQXSJUDGHDQG LPSURYH
LQWHUQDODQG H[WHUQDOZHEVLWHV
PRELOH DQGRQOLQHSODWIRUPV

'LJLWDO(QJDJHPHQW

&RPPXQLFDWLRQFRQWHQW
x6HDVRQDOPHVVDJLQJDQGRXWUHDFKFDPSDLJQVRQWRSLFVVXFKDVZLQWHUGHPDQGDQGJHQHUDOVDIHW\
x*HQHUDOQDWXUDOJDVVDIHW\PHVVDJHVGLJDOHUWPHVVDJHVZLQWHUJDVELOOVDSSOLDQFHVDIHW\JHQHUDOFRQVHUYDWLRQDQGHQHUJ\VDYLQJVPHVVDJHV
x,QWHUQDOFRPPXQLFDWLRQWKURXJKLQWUDQHWZHEVLWHVDQGHPDLOWRFRPSDQ\HPSOR\HHV

&XVWRPHU,QVLJKW $QDO\WLFV

&UHDWLYH6HUYLFHV

&XVWRPHU0DUNHWLQJ 
&RPPXQLFDWLRQV

&XVWRPHU6WUDWHJ\ (QJDJHPHQW

%XVLQHVV&RPPXQLFDWLRQ$FWLYLWLHV

&XVWRPHU6WUDWHJ\ (QJDJHPHQW

$33(1',;(
&KDQQHO3UHIHUHQFHVRIWKH)XWXUH
(PHUJLQJ7UHQGV$PRQJ&XVWRPHUV´/LVD6FKXOWH(6RXUFH
2FWREHU 

50(

&;65%D __2FWREHU

50(

$VVRFLDWH$QDO\VW&XVWRPHU([SHULHQFH

/LVD6FKXOWH

(PHUJLQJ7UHQGV$PRQJ&XVWRPHUV
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50(
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(6RXUFH__

50(

+HUHZHPDNHVRPHSUHGLFWLRQVDERXWIXWXUHFKDQQHO
SUHIHUHQFHVDVZHOODVRXWOLQHFXUUHQWSUHIHUHQFHV
GHPRQVWUDWHGLQWKH(6RXUFH5HVLGHQWLDO&XVWRPHU,QVLJKWV
&HQWHUDQG(6RXUFH2PQLFKDQQHO6XUYH\

)RUXWLOLWLHVVHHNLQJWRSURYLGHDJUHDWFXVWRPHUH[SHULHQFH
XQGHUVWDQGLQJFXVWRPHUFKDQQHOSUHIHUHQFHVDQGKRZWKHVH
FKDQQHOVDUHXVHGGHSHQGLQJRQWKHW\SHRILQWHUDFWLRQLV
LQYDOXDEOH$QWLFLSDWLQJDQGRSWLPL]LQJ\RXUFXVWRPHU
FKDQQHOVZLOOKHOSPDLQWDLQDJUHDWH[SHULHQFHDVQHZ
FKDQQHOVHPHUJHDQGFXVWRPHUGHPRJUDSKLFVVKLIW

 RGD\WKHUHDUHPRUHZD\VRILQWHUDFWLQJZLWKDFRPSDQ\
7
WKDQHYHUEHIRUH6LPSO\RZQLQJDVPDUWSKRQHSURYLGHV
FXVWRPHUVZLWKP\ULDGFKDQQHOVWRUHDFK\RX²ZKHWKHULWEH
YLDDSKRQHFDOOWR\RXUFXVWRPHUVHUYLFHGHSDUWPHQWDQ
LQWHUDFWLRQWKURXJK\RXUPRELOHDSSDSRVWWR\RXUVRFLDO
PHGLDSDJHRUDYLVLWWR\RXUFRUSRUDWHZHEVLWH&XVWRPHUV
KDYHWKHPHDQVWRLQVWDQWO\DVN\RXTXHVWLRQVRUUHSRUW
LVVXHVDQGFDQSLFNDQGFKRRVHFKDQQHOVGHSHQGLQJRQZKDW
WKH\¶UHWU\LQJWRDFFRPSOLVK0RUHDQGPRUHFXVWRPHUV
H[SHFWDVHDPOHVVRPQLFKDQQHOH[SHULHQFHZLWKHYHU\
FRPSDQ\WKH\LQWHUDFWZLWK

Future Channel Preferences

(6RXUFH__

(6RXUFH

'HPRJUDSKLF
VKLIWV

7UDQVDFWLRQ
W\SH

$JHDQGWHFK
VDYYLQHVV

50(

(6RXUFH__

7UDQVDFWLRQW\SH&HUWDLQFKDQQHOVDOLJQEHWWHUZLWKVSHFLILF
WUDQVDFWLRQV&XVWRPHUVDUHQRWJRLQJWRDSSURDFKUHSRUWLQJDQ
RXWDJHLQWKHVDPHZD\DVWKH\ZRXOGVHHNLQIRUPDWLRQRQHQHUJ\
HIILFLHQF\8QGHUVWDQGLQJDQGRSWLPL]LQJFKDQQHOVXVHGIRUHDFK
WRXFKSRLQWZLOOSURYLGHDZHOOIXQFWLRQLQJRPQLFKDQQHOFXVWRPHU
H[SHULHQFH

6KLIWLQJGHPRJUDSKLFV6LPLODUO\XQGHUVWDQGXQLTXHFKDQQHO
SUHIHUHQFHVDPRQJVSHFLILFHWKQLFLWLHVDQGUDFLDOJURXSVSUHGLFWHGWR
JDLQLQFUHDVLQJPDUNHWLQIOXHQFHZLWKLQ\RXUVHUYLFHDUHD)RU
H[DPSOH+LVSDQLFFXVWRPHUVLQWKH86GLVSOD\XQLTXHFKDQQHO
SUHIHUHQFHVDQGDUHH[SHFWHGWRRFFXS\DQLQFUHDVLQJO\ODUJHU
SURSRUWLRQRIWKH86SRSXODWLRQ

$JH/RRNDWSUHIHUHQFHVDPRQJ\RXQJHUDJHJURXSV7KHVH
SRSXODWLRQVDGRSWQHZWHFKQRORJ\HDUOLHUDQGZLOOJDUQHULQFUHDVLQJ
LQIOXHQFHLQWKHPDUNHWSODFH7KHFKDQQHOVWKDWWKH\SUHIHUZLOOPRVWO\
OLNHO\JDLQWUDFWLRQDFURVVODUJHUSRSXODWLRQV$GGLWLRQDOO\UHJDUGOHVV
RIDJHWKRVHZKRVKRZDKLJKHUGHJUHHRIWHFKVDYYLQHVVFDQEH
XVHGWRSUHGLFWIXWXUHWUHQGVZLWKWKRVHLQWKHPLGWHFKUDQJH
FRQILUPLQJWKHLUJUHDWHUDGRSWLRQWRWKHPDLQVWUHDP

:KHQDWWHPSWLQJWRSUHGLFWIXWXUHFKDQQHOSUHIHUHQFHVVHYHUDO
FRQVLGHUDWLRQVVKRXOGEHWDNHQLQWRDFFRXQW

Future Channel Preferences (cont.)



2QOLQHFKDWLVPRUHLPSRUWDQWWRFXVWRPHUVWKDQXWLOLWLHV
EHOLHYH,QWKH2PQLFKDQQHO6XUYH\WKHUHZDVDJDS
EHWZHHQXWLOLW\UHVSRQGHQWVDQGFXVWRPHUUHVSRQGHQWV
UHJDUGLQJWKHLPSRUWDQFHRIRQOLQHFKDW:KLOHXWLOLWLHVUDQNHGLW
WKHOHDVWLPSRUWDQWRIWKHHLJKWVXUYH\HGFKDQQHOVFXVWRPHUV
SODFHGFKDWDKHDGRIPRELOHDSSVVRFLDOPHGLDDQGWH[WLQJ
)RXURXWRIFXVWRPHUVKDYHLQWHUDFWHGZLWKDFRPSDQ\ LQ
50(
DQ\LQGXVWU\ LQWKLVPDQQHULQWKHSDVWWKUHHPRQWKV

2QOLQHFKDWPRELOHDSSVWH[WLQJDQGVRFLDOPHGLDZLOO
JDLQLQSRSXODULW\EXWXVDJHZLOOEHWDUJHWHGWRDFWLRQV
WKDWDUHLQWXLWLYHWRWKHWHFKQRORJ\3UHIHUHQFHVYDU\JUHDWO\
GHSHQGLQJRQWKHWDVNEHLQJFRPSOHWHGDQGXWLOLWLHVQHHGWREH
DZDUHRIGLIIHUHQWGHPDQGVIRUGLIIHUHQWLQWHUDFWLRQV)RU
LQVWDQFHWH[WLQJVHHVJUHDWHUGHPDQGDPRQJFXVWRPHUVIRU
GLUHFWWDVNVVXFKDVUHSRUWLQJDQRXWDJHRUFKHFNLQJWKHVWDWXV
RIDQDSSRLQWPHQWWKDQWDVNVVHHNLQJPRUHLQGHSWKLQIRUPDWLRQ
Q
VXFKDVHQHUJ\XVDJHQXPEHUVRUSURJUDPGHWDLOV

2PQLFKDQQHOH[SHFWDWLRQVZLOOFRQWLQXHWRULVH<RXQJHU
DJHJURXSVGHPRQVWUDWHDQH[SHFWDWLRQRIRPQLFKDQQHO
FRYHUDJHZKHQLQWHUDFWLQJZLWKDXWLOLW\7KH\VKRZJUHDWHU
J
XVDJHDQGSUHIHUHQFHIRUDZLGHUYDULHW\RIFKDQQHOVLQGLFDWLQJ
WKDWXWLOLWLHVFDQQRWVLPSO\UHO\RQWUDGLWLRQDOFKDQQHOVVXFKDV
SKRQHDQGHPDLOWRSURYLGHDJUHDWFXVWRPHUH[SHULHQFH

/RRNLQJDWFXUUHQWFKDQQHOXVDJHDQGFXVWRPHUSUHIHUHQFHV

GHULYHGIURP(6RXUFHPDUNHWUHVHDUFKZHFDQPDNHVHYHUDO

SUHGLFWLRQVRIZKLFKFKDQQHOSUHIHUHQFHVXWLOLWLHVFDQH[SHFWWR
VHHDPRQJWKHLUFXVWRPHUV

Predictions

(6RXUFH__

(6RXUFH





(6RXUFH

Predictions (cont.)

(PDLO
(PDLOLVDQLPSRUWDQWFKDQQHOIRU$VLDQUHVSRQGHQWV$V
$VLDQ
$VLDQSRSXODWLRQVLQFUHDVHLQERWKWKH86DQG&DQDGDWKHLU
SUHIHU
SUHIHUHQFHVZLOOEHFRPHPRUHSURQRXQFHGLQWKHRYHUDOO
PDUNH
PDUNHW5&,&GDWDIURPUHYHDOVWKDWWKLVJURXSVHOHFWHG
HPDLO
HPDLODVLWVPRVWSUHIHUUHGFKDQQHOIRUDOOXWLOLW\LQWHUDFWLRQV
50(
VXUYH\
VXUYH\HGH[FHSWIRURXWDJHUHSRUWLQJ
(6RXUFH__

+LVSDQLFVH[SUHVVJUHDWHUSUHIHUHQFHIRUHPHUJLQJ
+LVSD
FKDQQHOV+LVSDQLFVDUHRQHRIWKHWZRIDVWHVWJURZLQJ
FKDQQ
PLQRULWLHVLQWKH86DQGWKHLUSUHIHUHQFHVKROGLQFUHDVLQJ
PLQRU
LQIOXHQFHRQFRQVXPHUSUHIHUHQFHVRYHUDOO7KLVJURXSVKRZV
LQIOXHQ
PDUNH
PDUNHGO\KLJKHUSUHIHUHQFHVIRUPRELOHDSSVDQGWH[W
PHVVDJLQJWKDQRWKHUUHVSRQGHQWVGR
PHVVD

:HEVLWHZLOOUHPDLQDQLPSRUWDQWFKDQQHOIRUFXVWRPHUV
:HEV
FRQWDFWLQJXWLOLWLHVHVSHFLDOO\IRUWDVNVWKDWDUHHDV\WR
FRQWD
VHOIVHUYH :HEVLWHSUHIHUHQFHLVKLJKIRUDFWLRQVVXFKDV
VHOIV
SD\LQJDELOODQGVHHNLQJXVDJHDQGSURJUDPLQIRUPDWLRQ
SD\LQJ
2YHUDOOLWZDVWKHPRVWXVHGPHDQVRILQWHUDFWLRQZLWKDXWLOLW\
2YHUD
LQWKHSDVWWKUHHPRQWKV
LQWKH

3KRQHZLOOUHPDLQWKHSUHIHUUHGPHDQVRIUHSRUWLQJDQ
RXWDJH$FFRUGLQJWRGDWDIURPWKH5HVLGHQWLDO
RXWDJ
&XVWRPHU,QVLJKWV&HQWHU
5&,& SKRQHLVWKHGRPLQDQWZD\
&XVWR
FXVWRPHUVFXUUHQWO\SUHIHUWRUHSRUWRXWDJHV6L[W\RQHSHUFHQW
FXVWRP
RIFXVWRPHUVSUHIHUSKRQHFRQWDFWLQWKLVVLWXDWLRQGLVWDQWO\
RIFXV
IROORZHGE\DSSUR[LPDWHO\RQHLQILYHSUHIHUULQJHPDLORUWH[W
IROORZ
7KRXJK\RXQJHUDJHG+LVSDQLFDQG$VLDQFXVWRPHUVDUH
7KRXJ
OHVVOLNHO\WRSUHIHUWKLVFKDQQHOWKDQWKHLUFRXQWHUSDUWVDUHLW
OHVVOL
LVVWLOOWKHLUWRSFKRLFHE\DODUJHPDUJLQ
LVVWLOO



50(

(6RXUFH__

,QFOXGHGLQWKHVXUYH\LVDQDVVHVVPHQWRIFKDQQHOSUHIHUHQFHVIRUHLJKWIUHTXHQWLQWHUDFWLRQVFXVWRPHUVKDYHZLWK
WKHLUXWLOLW\LQFOXGLQJRXWDJHUHSRUWLQJPDNLQJSD\PHQWVDQGVXEPLWWLQJDFXVWRPHUVHUYLFHTXHVWLRQ:LWKWKHDGGLWLRQ
RIVHYHUDOQHZHUFKDQQHOVWRWKHVXUYH\LQKLVWRULFDOWUHQGVDUHXQDEOHWREHGUDZQ+RZHYHUWKHGDWDGR
KLJKOLJKWSUHIHUHQFHGLIIHUHQFHVE\GHPRJUDSKLFDQGJHRJUDSK\ 86FHQVXVUHJLRQVWDWHRUVHUYLFHWHUULWRU\ DVZHOO
DVKRZFKDQQHOSUHIHUHQFHVYDU\E\WUDQVDFWLRQ

7KH5HVLGHQWLDO&XVWRPHU,QVLJKWV&HQWHUDOORZVXWLOLWLHVWRJDWKHULQIRUPDWLRQDERXWWKHLUUHVLGHQWLDOFXVWRPHUV¶
HQHUJ\XVDJHEHKDYLRUVDQGDWWLWXGHVDURXQGHQHUJ\FRQVXPSWLRQ7KHGDWDDUHGUDZQIURP7KH1LHOVHQ&RPSDQ\¶V
(QHUJ\%HKDYLRU7UDFNDQQXDORQOLQHVXUYH\RIDSSUR[LPDWHO\86UHVLGHQWLDOFXVWRPHUVFRQGXFWHGLQ
SDUWQHUVKLSZLWK(6RXUFH

Customer Preferences





5HSRUWDQRXWDJH



0DNHDSD\PHQW



 


*HWHQHUJ\
FRQVXPSWLRQLQIR






*HWHQHUJ\
HIILFLHQF\LQIR





(PDLO
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(6RXUFH__

(6RXUFH

6WDUWVWRSWUDQVIHU
2UGHUQHZ
6XEPLWDFXVWRPHU 6FKHGXOHFKHFN
VHUYLFH
SURGXFWVVHUYLFHV VHUYLFHTXHVWLRQ VWDWXVRIVHUYLFH
DSSRLQWPHQW



:HEVLWH

%DVH&XVWRPHUVZKRXVHHOHFWULFLW\RUQDWXUDOJDVLQWKHLUSULPDU\UHVLGHQFH Q  4XHVWLRQ$$:KLFKZD\VZRXOG
\RXSUHIHUWRFRQWDFW\RXUHOHFWULFLW\RUQDWXUDOJDVSURYLGHUUHJDUGLQJWKHIROORZLQJ" VHOHFWDOOWKDWDSSO\ 1RWH2QO\WKUHHRIWKH
HLJKWFKDQQHOVUHVSRQGHQWVFRXOGVHOHFWDUHVKRZQLQWKLVDQDO\VLV













3KRQH

,QJHQHUDOHPDLOSKRQHDQGWKHXWLOLW\ZHEVLWHDUHWKHWKUHHPRVWSUHIHUUHGFRQWDFWFKDQQHOVIRUFXVWRPHUVZKHQ
UHDFKLQJRXWWRWKHLUXWLOLW\+RZHYHUWKHVHSUHIHUHQFHVDUHKHDYLO\GHSHQGHQWRQWKHDFWLRQEHLQJWDNHQ7KLVYDULDQFH
HPSKDVL]HVWKHQHHGIRUXWLOLWLHVWRSURYLGHDQRPQLFKDQQHOH[SHULHQFHWKDWDOORZVFXVWRPHUVWRFRQQHFWZLWKWKHLU
XWLOLW\LQWKHPDQQHUWKH\SUHIHUQRPDWWHUZKDWWKH\DUHDLPLQJWRDFKLHYH

Top Channel Preferences

3HUFHQWDJHRIUHVSRQGHQWV  
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(6RXUFH



(6RXUFH__



1RQHRIWKHVH

6RFLDOPHGLD

3RVWDOPDLO

0RELOHDSS

7H[WPHVVDJH

8WLOLW\ZHEVLWH

(PDLO

3KRQH



3HUFHQWDJHRIUHVSRQGHQWV  



















%DVH&XVWRPHUVZKRXVHHOHFWULFLW\RUQDWXUDOJDVLQWKHLUSULPDU\UHVLGHQFH± Q  ± Q  ± Q  ±
Q  ± Q   Q  4XHVWLRQ$$:KLFKZD\VZRXOG\RXSUHIHUWRFRQWDFW\RXUHOHFWULFLW\RUQDWXUDOJDV
SURYLGHUUHJDUGLQJWKHIROORZLQJVXEPLWDFXVWRPHUVHUYLFHTXHVWLRQ" 6HOHFWDOOWKDWDSSO\ 



7KHFKDUWWRWKHULJKWVSHFLILFDOO\
LOOXVWUDWHVWKHVHWUHQGV ZKHQLWFRPHV
WRFXVWRPHUVHUYLFHLQWHUDFWLRQV

+RZHYHUWKHVHWHFKQRORJLHVVWLOOIDOO
ZHOOEHKLQGSUHIHUHQFHVIRUSKRQH
HPDLODQGWKHZHEVLWHVXJJHVWLQJ
WKH\ZLOOQRWRYHUWDNHPRUHWUDGLWLRQDO
XWLOLW\LQWHUDFWLRQPHWKRGVLQWKHQHDU
IXWXUH

<RXQJHUDJHJURXSVGHPRQVWUDWHD
JUHDWHUGHVLUHIRUDQRPQLFKDQQHO
H[SHULHQFHLQGLFDWLQJWKLVLVDNH\
FXVWRPHUH[SHULHQFHVWUDWHJ\IRU
XWLOLWLHV7KRVHXQGHUH[SUHVVD
KLJKHUSUHIHUHQFHIRUWH[WLQJPRELOH
DSSVDQGVRFLDOPHGLDFKDQQHOVWKDQ
ROGHUJURXSVGRZKHUHSUHIHUHQFHVIRU
WKHVHFKDQQHOVGURSVLJQLILFDQWO\DV
DJHLQFUHDVHV

Rising Channel Preferences: Younger Age Groups

$JHJURXS
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:HEVLWH
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3HUFHQWDJHRIUHVSRQGHQWV  










%DVH&XVWRPHUVZKRXVHHOHFWULFLW\RUQDWXUDOJDVLQWKHLUSULPDU\UHVLGHQFHKLJKWHFK Q  PLGWHFK Q  ORZWHFK
Q  4XHVWLRQ$$:KLFKZD\VZRXOG\RXSUHIHUWRFRQWDFW\RXUHOHFWULFLW\RUQDWXUDOJDVSURYLGHUUHJDUGLQJWKH
IROORZLQJVXEPLWDFXVWRPHUVHUYLFHTXHVWLRQ" 6HOHFWDOOWKDWDSSO\ 1RWH5HVSRQGHQWVQRWDVVLJQHGWRD&RQQH[LRQVVHJPHQW
QRWLQFOXGHG'HJUHHRIWHFKVDYY\GHWHUPLQHGE\1LHOVHQ¶V&RQQH;LRQV6HJPHQWDWLRQ+LJKWHFKVHJPHQWVDUHWKHWHFKQRORJ\
WUHQGVHWWHUV²WKH\DUHWKHPRVWOLNHO\RIDOOVHJPHQWVWREHWKHILUVWWRWU\HYHU\QHZWHFKQRORJ\PLGWHFKVHJPHQWVDUHDELWPRUH
VHOHFWLYHDERXWWKHQHZWHFKQRORJLHVWKH\ZLOOWU\DOWKRXJKLWLVXQFOHDULIVDYY\RUVDODU\LVGULYLQJWKHKDUGFKRLFHV²WKH\DUH
IUHTXHQWO\KHDY\XVHUVRIRQHSDUWLFXODUSURGXFWRUVHUYLFHZKLOHODJJLQJLQRWKHUSURGXFWVORZWHFKVHJPHQWVDUHWKRVHZLWKELJ
GUHDPVDQGORZEXGJHWV²PDQ\ZRXOGDGRSWPRUHWHFKQRORJ\SURGXFWVLIWKH\FRXOGDIIRUGWR

50(


7HFKQRORJ\LVLQWURGXFHGLQWRFXVWRPHUV¶
OLYHVFRQVWDQWO\VRORRNLQJDW³PLGWHFK´
LQGLYLGXDOVLVDJRRGZD\WRSUHGLFWWKH
FKDQQHOVWKDWKDYHPRYHGLQWRWKH
PDLQVWUHDPDQGZLOOOLNHO\VHHPRUHDGRSWLRQ
LQWKHQHDUIXWXUH

7HFKVDYY\FXVWRPHUVDOVRUHTXLUHDQ
RPQLFKDQQHODSSURDFKDVWKH\DUHOLNHO\WR
HPEUDFHHPHUJLQJWHFKQRORJLHVDQGD
JUHDWHUUDQJHRIFKDQQHOV)RUH[DPSOH
ZKHQVHHNLQJWRVXEPLWDVHUYLFHTXHVWLRQ
WKRVHZKRHPEUDFHWHFKQRORJ\RXWSDFHWKH
OHVVWHFKVDYY\JURXSVLQDGRSWLQJHPDLO
XWLOLW\ZHEVLWHWH[WLQJPRELOHDSSVDQG
VRFLDOPHGLD²DJHQHUDOSDWWHUQVHHQDPRQJ
DOOXWLOLW\LQWHUDFWLRQV

(6RXUFH

/RZWHFK

0LGWHFK

+LJKWHFK

(6RXUFH__



Rising Channel Preferences: Early Tech Adopters






























3HUFHQWDJHRIUHVSRQGHQWV  
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9RLFHRIWKHFXVWRPHUXWLOLW\

%DVH$Q\FRPSDQ\LQFOXGHVWRWDOVDPSOH Q  DQGXWLOLW\LQFOXGHVUHVSRQGHQWVZKRKDYHLQWHUDFWHG
ZLWKWKHLUXWLOLW\LQWKHSDVWPRQWKV Q  4XHVWLRQ6B,QWKHSDVWPRQWKV,KDYHLQWHUDFWHGZLWK
DQ\FRPSDQ\YLD«>FKDQQHO@ 6HOHFWDOOWKDWDSSO\ 46B,QWKHSDVWPRQWKV,KDYHLQWHUDFWHGZLWK
>XWLOLW\@YLD«>FKDQQHO@ 6HOHFWDOOWKDWDSSO\ 

7H[WPHVVDJH

6RFLDOPHGLD

0RELOHDSS

2QOLQHFKDW

3KRQH,95

(PDLO

3KRQHOLYHDJHQW

:HEVLWH

9RLFHRIWKHFXVWRPHUDQ\FRPSDQ\

(6RXUFH__

(6RXUFH



&XUUHQWFKDQQHOXVDJHHYDOXDWHGLQWKH(6RXUFH2PQLFKDQQHO6XUYH\VXSSRUWVWKHFXVWRPHUSUHIHUHQFHVVHHQ
LQWKH5HVLGHQWLDO&XVWRPHU,QVLJKWV&HQWHUGDWD&XVWRPHUVPRVWIUHTXHQWO\XVHWKHZHEVLWHSKRQHDQGHPDLOWR
LQWHUDFWZLWKWKHLUXWLOLW\1HDUO\KDOIRIUHVSRQGHQWVUHSRUWKDYLQJXVHGWKHXWLOLW\ZHEVLWHLQWKHSDVWWKUHHPRQWKVZKLOH
LQKDYHLQWHUDFWHGZLWKDOLYHDJHQW(PDLODQGLQWHUDFWLYHYRLFHUHVSRQVHV\VWHPDUHRWKHUWRSFKRLFHV SHUFHQW
HDFK ,QWHUDFWLRQZLWKXWLOLWLHVRYHUDOOLVORZHUWKDQWKDWVHHQIRUFRQWDFWZLWKFRPSDQLHVRYHUDOOWKRXJKWKHXVDJH
KLHUDUFK\LVWKHVDPH

Current Channel Usage





















3HUFHQWDJHRIUHVSRQGHQWV  


















&KDQQHOXVHDQ\FRPSDQ\

50(

%DVH&XVWRPHUUHVSRQGHQWVDPSOHE\DJH$JH± Q  DJH Q  4XHVWLRQ6B,QWKHSDVWPRQWKV
,KDYHLQWHUDFWHGZLWKDQ\FRPSDQ\YLD«>FKDQQHO@ 6HOHFWDOOWKDWDSSO\ 

7H[WPHVVDJH

6RFLDOPHGLD

0RELOHDSS

2QOLQHFKDW

3KRQH,95

(PDLO

3KRQHOLYHDJHQW

:HEVLWH

&KDQQHOXVHDQ\FRPSDQ\±



(6RXUFH__

(6RXUFH



:KHQORRNLQJDWFKDQQHOXVDJHE\DJHVHYHUDOFKDQQHOVDUHVLJQLILFDQWO\PRUHXWLOL]HGE\WKRVHXQGHUWKDQWKRVHLQROGHU
DJHJURXSV(PDLORQOLQHFKDWPRELOHDSSVVRFLDOPHGLDDQGWH[WPHVVDJLQJDUHDOOXVHGPRUHE\\RXQJHUFXVWRPHUV
7KRXJKWKHVHFKDQQHOVDUHQRWZLGHO\XVHGIRUXWLOLW\VSHFLILFLQWHUDFWLRQV VHHSUHYLRXVVOLGH WKHLUKLJKHUXVDJHRXWVLGHWKH
XWLOLW\LQGXVWU\DQGDPRQJ\RXQJHUDJHJURXSVLQGLFDWHVDJURZLQJSUHIHUHQFHIRUWKHVHFRQWDFWPHWKRGV

Channel Usage by Age

















,PSRUWDQFH
JDS±



$YHUDJHUDWLQJ
2QDVFDOHRIWRZKHUHPHDQVQRWDWDOOLPSRUWDQWDQGPHDQVYHU\LPSRUWDQW 
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%DVH,PSRUWDQFHLQFOXGHVWRWDOFXVWRPHUVDPSOH Q  DQGWRWDOXWLOLW\VDPSOH Q XWLOLWLHV 4XHVWLRQ6B
8VLQJDVFDOHIURPWRZKHUHLVQRWDWDOOLPSRUWDQWDQGLVYHU\LPSRUWDQWKRZLPSRUWDQWLVLWWKDWDFRPSDQ\
RIIHUV\RXWKHIROORZLQJZD\VWRLQWHUDFWZLWKWKHP"46B2QDVFDOHRIWRZKHUHLVQRWDWDOOLPSRUWDQWDQGLV
YHU\LPSRUWDQWUDWHWKHLPSRUWDQFHRISURYLGLQJRQOLQHFKDWDVDPHWKRGIRUFXVWRPHUVWRLQWHUDFWZLWK\RXUFRPSDQ\

,PSRUWDQFH



(6RXUFH__

(6RXUFH

9RLFHRIWKHFXVWRPHU

9RLFHRIWKHXWLOLW\

8WLOLWLHVUDQNRQOLQHFKDWOHDVWLPSRUWDQWRIDOOFKDQQHOVDQGMXVWRIWKHXWLOLWLHVVXUYH\HGLQWKHVWXG\RIIHUFKDWDVD
ZD\WRFRQWDFWWKHXWLOLW\+RZHYHUFXVWRPHUVUDWHGFKDW¶VLPSRUWDQFHKLJKHUWKDQWKHLPSRUWDQFHRIPRELOHDSSV
VRFLDOPHGLDDQGWH[WLQJ)XUWKHUPRUHSHUFHQWRIFXVWRPHUVXQGHU DQGSHUFHQWRYHUDOO KDYHXVHGWKLV
FKDQQHOWRLQWHUDFWZLWKDQRQXWLOLW\FRPSDQ\LQWKHSDVWWKUHHPRQWKV%HFDXVHRILWVKLJKXVHDPRQJ\RXQJHUSHRSOH
DQGRXWVLGHRIWKHXWLOLW\LQGXVWU\LWLVOLNHO\WKDWFKDWZLOOVHHJURZLQJSUHIHUHQFHDPRQJFRQVXPHUV

7KRXJKRQOLQHFKDWZDVQRWLQFOXGHGDVDFKDQQHOLQ5HVLGHQWLDO&XVWRPHU,QVLJKW&HQWHUGDWDWKH2PQLFKDQQHO
6XUYH\VXJJHVWVLWLVDULVLQJPHDQVRIXWLOLW\LQWHUDFWLRQ8WLOLWLHVPD\EHXQGHUHVWLPDWLQJWKHLPSRUWDQFHRIWKLVFKDQQHO
IRUFXVWRPHUV

Rising Demand for Online Chat

+LVSDQLF
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(6RXUFHGDWDSURMHFWLRQVIURP3URMHFWLRQVRIWKH6L]HDQG&RPSRVLWLRQ
RIWKH863RSXODWLRQWR 3') 86&HQVXV%XUHDX











3HUFHQWDJHRI7RWDO86 3RSXODWLRQ

$VLDQ





(6RXUFH__

$QRWKHULQGLFDWRURIIXWXUHFKDQQHOSUHIHUHQFHVDUHWKHXQLTXHWUHQGVVHHQDPRQJIDVWJURZLQJHWKQLFLWLHV+LVSDQLFDQG
$VLDQPLQRULW\JURXSVDUHFXUUHQWO\WKHWZRIDVWHVWJURZLQJHWKQLFLWLHVLQWKH86DQGWKH86&HQVXV%XUHDXSUHGLFWVWKHVH
JURXSVZLOORFFXS\DVLJQLILFDQWO\JUHDWHUSURSRUWLRQRIWKH86GHPRJUDSKLFE\$VWKHVHJURXSVFRPHWRRFFXS\
PRUHVSDFHLQWKH86PDUNHWWKHLUSUHIHUHQFHVZLOODOVRKDYHJUHDWHULQIOXHQFH

Demographic Shifts



(PDLO
3KRQH
3KRQH
3KRQH
3KRQH

*HWHQHUJ\HIILFLHQF\LQIR

6WDUWVWRSWUDQVIHUVHUYLFH

2UGHUQHZSURGXFWVVHUYLFHV

6XEPLWDFXVWRPHUVHUYLFHTXHVWLRQ

6FKHGXOHFKHFNVWDWXVRIVHUYLFH
DSSRLQWPHQW

3KRQH
(PDLO

(PDLO

3KRQH

3KRQH

(PDLO

(PDLO

(PDLO

3KRQH

&KDQQHOSUHIHUHQFHRI
+LVSDQLFV  

50(

%DVH&XVWRPHUVZKRXVHHOHFWULFLW\RUQDWXUDOJDVLQWKHLUSULPDU\UHVLGHQFHZKLWH Q  +LVSDQLF Q  $VLDQ
Q  4XHVWLRQ$$:KLFKZD\VZRXOG\RXSUHIHUWRFRQWDFW\RXUHOHFWULFLW\RUQDWXUDOJDVSURYLGHUUHJDUGLQJWKH
IROORZLQJ" 6HOHFWDOOWKDWDSSO\ 1RWH2WKHUUDFHFDWHJRULHVQRWLQFOXGHGLQFKDUW

(PDLO

:HEVLWH

0DNHDSD\PHQW

*HWHQHUJ\FRQVXPSWLRQLQIR

3KRQH

&KDQQHOSUHIHUHQFHRI
QRQ+LVSDQLFZKLWHV  

5HSRUWDQRXWDJH

7UDQVDFWLRQ

7RS3UHIHUUHG&KDQQHOVE\7UDQVDFWLRQ

(6RXUFH__

(6RXUFH

(PDLO

(PDLO

(PDLO

(PDLO

(PDLO

(PDLO

(PDLO

3KRQH

&KDQQHOSUHIHUHQFH
RI$VLDQV  

$VLDQVVKRZDVWURQJSUHIHUHQFHIRUHPDLODVDFKDQQHO7KH\SUHIHUWKLVFKDQQHOIRUDOOWDVNVH[FHSWUHSRUWLQJDQ
RXWDJHZKHUHHPDLOLVVHFRQGDWSHUFHQW

+LVSDQLFVGLVSOD\PRUHPL[HGSUHIHUHQFHVWKDQRWKHUGHPRJUDSKLFJURXSVZLWKVLJQLILFDQWO\KLJKHUSUHIHUHQFHIRU
HPHUJLQJFKDQQHOVOLNHPRELOHDSSVDQGWH[WLQJ

Demographic Shifts (cont.)

<RX¶UHIUHHWRVKDUHWKLVGRFXPHQWLQLWVHQWLUHW\LQVLGH\RXUFRPSDQ\,I\RX G
50(
OLNHWRTXRWHRUXVHRXUPDWHULDORXWVLGHRI\RXUEXVLQHVVSOHDVHFRQWDFW
FXVWRPHUVHUYLFH

(6RXUFH__

3URMHFWLRQVRIWKH6L]HDQG&RPSRVLWLRQRIWKH863RSXODWLRQWR 3') 86
&HQVXV%XUHDX  

&RQQH;LRQV6HJPHQWDWLRQ7KH1LHOVHQ&RPSDQ\  

2PQLFKDQQHO6XUYH\(6RXUFH  

5HVLGHQWLDO&XVWRPHU,QVLJKWV&HQWHU(6RXUFH  

Resources

$33(1',;)
3HZ5HVHDUFK&HQWHU³6RFLDO0HGLD)DFW6KHHW´)HEUXDU\

50)
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Social Media Fact Sheet
MORE FACT SHEETS: INTERNET/BROADBAND | MOBILE TECHNOLOGY

Social media use over
time
Today around seven-in-ten Americans use social media to connect with one another, engage with news content, share
and entertain themselves. Explore the patterns and trends shaping the social media landscape over the
Who usesinformation
social media
past decade below.

Which social media
platforms are most
popular
Who uses each social
media platform

Social media use over time

How often Americans
use social media sites

Find out more
When Pew Research Center began tracking social media adoption in 2005, just 5% of American adults used at least
one of these platforms. By 2011 that share had risen to half of all Americans, and today 69% of the public uses some
type of social media.
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Who uses social media
As more Americans have adopted social media, the social media user base has also grown more representative of the
broader population. Young adults were among the earliest social media adopters and continue to use these sites at
high levels, but usage by older adults has increased in recent years.
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% of U.S. adults who use at least one social media site, by age
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Which social media platforms are most popular
Facebook is the most-widely used of the major social media platforms, and its user base is most broadly
representative of the population as a whole. Smaller shares of Americans use sites such as Twitter, Pinterest,
Instagram and LinkedIn.
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Who uses each social media platform
Usage of the major social media platforms varies by factors such as age, gender and educational attainment.

Facebook/Instagram/LinkedIn/Twitter

Pinterest/Snapchat/YouTube/WhatsApp

% of U.S. adults who use each social media platform
Facebook

Instagram

LinkedIn

Twitter

Total

68%

35%

25%

24%

Men

62%

30%

25%

23%

Women

74%

39%

25%

24%
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Facebook
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Twitter

Ages 18-29

81%

64%

29%

40%

30-49

78%

40%

33%

27%

50-64

65%

21%

24%

19%

65+

41%

10%

9%

8%

White

67%

32%

26%

24%

Black

70%

43%

28%

26%

Hispanic

73%

38%

13%

20%

High school or less

60%

29%

9%

18%

Some college

71%

36%

22%

25%

College graduate

77%

42%

50%

32%

Urban

75%

42%

30%

29%

Suburban

67%

34%

27%

23%

Rural

58%

25%

13%

17%

Source: Source: Survey conducted Jan. 3-10, 2018.
PEW RESEARCH CENTER

How often Americans use social media sites
For many users, social media is part of their daily routine. Roughly three-quarters of Facebook users – and around
six-in-ten Instagram users – visit these sites at least once a day.
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Find out more
Follow these links for more in-depth analysis of the impact of social media on American life.

Millennials stand out for their technology use, but older generations also embrace digital life May 2, 2018
5 facts about Americans and Facebook April 10, 2018
Americans’ complicated feelings about social media in an era of privacy concerns March 27, 2018
Social Media Use in 2018 March 1, 2018
The Future of Truth and Misinformation Online Oct. 19, 2017
The Future of Free Speech, Trolls, Anonymity and Fake News Online March 29, 2017
All reports and blog posts related to social media.
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BIG DATA AND BUSINESS ANALYTICS REVEN…

14 MAR 2017

Big Data and Business Analytics Revenues Forecast to Reach $150.8 Billion This Year,
Led by Banking and Manufacturing Investments, According to IDC

FRAMINGHAM, Mass., March 14, 2017 – A new update to the Worldwide Semiannual Big Data and Analytics Spending
Guide from International Data Corporation (IDC) forecasts worldwide revenues for big data and business analytics
(BDA) will reach $150.8 billion in 2017, an increase of 12.4% over 2016. Commercial purchases of BDA-related
hardware, software, and services are expected to maintain a compound annual growth rate (CAGR) of 11.9%
through 2020 when revenues will be more than $210 billion.
"After years of traversing the adoption S-curve, big data and business analytics solutions have finally hit
mainstream," said Dan Vesset, group vice president, Analytic s and Information Management. "BDA as an enabler of
decision support and decision automation is now firmly on the radar of top executives. This category of solutions is
also one of the key pillars of enabling digital transformation efforts across industries and business processes
globally."
The industries that will be making the largest investments in big data and business analytics solutions in 2017 are
banking, discrete manufacturing, process manufacturing, federal/central government, and professional services.
Combined, these five industries will spend $72.4 billion on BDA solutions this year. They will also be the largest
spenders in 2020 when their total investment will be $101.5 billion. The industries that will experience the fastest
growth in BDA spending are banking (13.3% CAGR) and healthcare, insurance, securities and investment services,
and telecommunications, each with a CAGR of 12.8%. It should be noted, however, that all but two of the industries
covered in IDC's BDA Spending Guide will experience double-digit CAGRs from 2015-2020.
"The three industries that comprise the financial services sector – banking, insurance, and securities and investment
services – all show great promise for future spending on big data and business analytics. This technology can be
applied across key use cases throughout these financial institutions from fraud detection and risk management to
enhancing and optimizing the customer's journey," said Jessica Goepfert, program director, Customer Insights and
Analysis.
"Outside of financial services, several other industries present compelling opportunities," Goepfert added. "Within
telecommunications, for instance, big data and analytics are applied to help retain and gain new customers as well
as for network capacity planning and optimization. Meanwhile, the media industry has been plagued by massive
disruption in recent years thanks to the digitization and massive consumption of content. Here, big data and
analytics can help firms make sense of and monitor their readers' habits, preferences, and sentiment. Vendors
targeting the big data and analytics opportunity would be well-served to craft their messages around these industry
priorities, pain points, and use cases."
BDA technology investments will be led by IT and business services, which together will account for more than half
of all big data and business analytics revenue in 2017 and throughout the forecast. Services-related spending will
50*
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$70
billion in 2020,
led by purchases of End-User Query, Reporting and Analysis Tools and Data Warehouse

Management Tools. Non-relational Analytic Data Store and Cognitive Software Platform will experience strong
growth (CAGRs of 38.6% and 23.3% respectively) as companies expand their big data and analytic activities. BDArelated purchases of servers and storage will grow at a CAGR of 9.0%, reaching $29.6 billion in 2020.

From a company size perspective, very large businesses (those with more than 1,000 employees) will be responsible
for more than 60% of all BDA spending throughout the forecast and IDC expects this group of companies to pass the
$100 billion level in 2018. Small and medium businesses (SMBs) will also be a significant contributor to BDA
spending with nearly a quarter of the worldwide revenues coming from companies with fewer than 500 employees.
On a geographic basis, the United States will be the largest market for big data and business analytics solutions with
spending forecast to reach $78.8 billion in 2017. The second largest region will be Western Europe with spending of
$34.1 billion this year, followed by Asia/Pacific (excluding Japan) at $13.6 billion. Latin America and APeJ will
experience the fastest growth in BDA spending with five-year CAGRs of 16.2% and 14.4% respectively.
The Worldwide Semiannual Big Data and Analytics Spending Guide is designed to address the needs of organizations
assessing the big data and business analytics opportunity by geography, industry, and company size. The Spending
Guide provides subscribers with revenue projections for 19 technology and service categories across 19 industries,
five company size bands, and 53 countries. Unlike any other research in the industry, the comprehensive Spending
Guide was designed to help IT decision makers to clearly understand the industry-specific scope and direction of big
data and business analytics opportunity today and over the next five years.
About IDC Spending Guides
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IDC's
Spending%LJ'DWDDQG%XVLQHVV$QDO\WLFV5HYHQXHV)RUHFDVWWR5HDFK%LOOLRQ7KLV<HDU/HGE\%DQNLQJDQG0DQXIDFWXULQJ,QYHVWPHQWV«
Guides provide a granular view of key technology markets from a regional, vertical industry, use case,

buyer, and technology perspective. The spending guides are delivered via pivot table format or custom query tool,
allowing the user to easily extract meaningful information about each market by viewing data trends and
relationships.
For more information about IDC's Spending Guides, please contact Monika Kumar at mkumar@idc.com.
About IDC
International Data Corporation (IDC) is the premier global provider of market intelligence, advisory services, and
events for the information technology, telecommunications, and consumer technology markets. With more than
1,100 analysts worldwide, IDC offers global, regional, and local expertise on technology and industry opportunities
and trends in over 110 countries. IDC's analysis and insight helps IT professionals, business executives, and the
investment community to make fact-based technology decisions and to achieve their key business objectives.
Founded in 1964, IDC is a wholly-owned subsidiary of IDG, the world's leading technology media, data, and
marketing services company. To learn more about IDC, please visit www.idc.com. Follow IDC on Twitter at @IDC.

Coverage
Regions Covered
Worldwide
Topics Covered
Analytic applications, Big data analytics and discovery
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+RZ8WLOLWLHV$UH'HSOR\LQJ'DWD$QDO\WLFV1RZ
$XJXVW %DLQ%ULHI

%\&KULVWRSKH*XLOOHDQG6WHSKDQ=HFK
8WLOLWLHVDUHVLWWLQJRQDZHDOWKRIRSSRUWXQLW\IURPGDWDDQDO\WLFVZLWKPRUHLQIRUPDWLRQWKDQHYHUEHIRUHÀRZLQJ
IURPVPDUWPHWHUVDQGRWKHUVHQVRUVDORQJZLWKWUDGLWLRQDOVRXUFHVRIGDWDDERXWWKHLURSHUDWLRQV0RVWXWLOLW\
H[HFXWLYHVVHHWKHSRWHQWLDOWRPLQHWKLVGDWDIRULQVLJKWVHYHQLIWKH\DUHQ¶WTXLWHVXUHKRZRUZKHUHWRVWDUW7KH\
NQRZWKHVHGLVFRYHULHVZLOOHYHQWXDOO\JHQHUDWHWUHPHQGRXVYDOXHIRUWKHLURUJDQL]DWLRQVEXWWKH\WHQGWRWKLQNWKLV
ZLOOEH\HDUVDZD\DIWHUHQRUPRXVLQYHVWPHQWVWRHQKDQFHV\VWHPVDQGLPSURYHWKHTXDOLW\RIGDWD
7KHJRRGQHZVLVWKH\GRQ¶WQHHGWRZDLW8WLOLWLHVDOUHDG\KDYHDFFHVVWRGDWDDQGWRROVWKDWWKH\FDQXVHWREHJLQ
GHSOR\LQJSURGXFWLRQDQDO\WLFVDQGJHQHUDWLQJLQVLJKWVWKDWFUHDWHYDOXH7KH\DUHLPSURYLQJWKHLUDELOLW\WRDQDO\]H
GDWDDQGXQGHUVWDQGWKHLUEXVLQHVV)RUH[DPSOHVRPHKDYHDOUHDG\VKDUSHQHGWKHLUDFFXUDF\LQSUHGLFWLQJ
HTXLSPHQWIDLOXUHVDQGSRZHURXWDJHGXUDWLRQV²UHVXOWVWKDWFDQUHGXFHFRVWVDQGLQFUHDVHFXVWRPHUVDWLVIDFWLRQ
7KHVHDUHMXVWDIHZRIWKHPDQ\ZD\VWKDWXWLOLW\H[HFXWLYHVDUHH[SORULQJKRZWRXVHQHZVRXUFHVRIGDWDWR
LPSURYHWKHLURSHUDWLRQVGHYHORSWRSOLQHRSSRUWXQLWLHVDQGVWUHQJWKHQUHODWLRQVKLSVZLWKFXVWRPHUV7KHVH
H[HFXWLYHVDUHWDUJHWLQJVHYHUDONH\DUHDVIRUHDUO\H[SORUDWLRQDQGVXFFHVVLQFOXGLQJ

&RVWUHGXFWLRQ$QDO\WLFVFDQKHOSODUJHXWLOLWLHVLQFUHDVHFDSLWDOSURGXFWLYLW\DQGVDYHPLOOLRQVLQRSHUDWLRQVDQGPDLQWHQDQFHH[SHQGLWXUHV
E\KHOSLQJWKHPLPSURYHRSHUDWLRQV ZKLFKFDQUHGXFHFDOOFHQWHUYROXPHVRUKHOSPDQDJHYHJHWDWLRQDORQJWKHLUSRZHUOLQHV RSWLPL]H
FDSLWDOGHSOR\PHQW E\LGHQWLI\LQJWKHPRVWHI¿FLHQWZD\VWRUHGXFHULVN RUXQGHUVWDQGWKHLUSURFXUHPHQWEHWWHU ZHLJKLQJVSHQGLQJDJDLQVW
YDOXH 
5HOLDELOLW\$GYDQFHGDQDO\WLFVFDQDOVRKHOSERRVWUHOLDELOLW\GUDPDWLFDOO\E\SUHYHQWLQJRXWDJHVWKURXJKPRUHDFFXUDWHSUHGLFWLRQVDERXW
ZKHQWRUHSODFHIDLOLQJHTXLSPHQWRULPSURYLQJRXWDJHUHVSRQVHWKURXJKVLWXDWLRQDODZDUHQHVV IRUH[DPSOHDXWRPDWHGGLVSDWFKWKURXJK
UHDOWLPHLGHQWLILFDWLRQRIDQLVVXH DQGEHWWHUPDQDJHPHQWRISHUIRUPDQFH

&XVWRPHUHQJDJHPHQW'DWDDQDO\WLFVFDQKHOSXWLOLWLHVXQGHUVWDQGFXVWRPHUVDQGWKHLUHQHUJ\XVHEHWWHU²NQRZOHGJHWKDWXWLOLWLHVFDQXVH
WRGHVLJQQHZSURGXFWVDQGVHUYLFHVVXFKDVGHPDQGVLGHPDQDJHPHQWSURJUDPVWKDWUHGXFHHOHFWULFLW\XVHDWSHDNWLPHV$QDO\WLFVDOVR
DOORZXWLOLWLHVWRSURYLGHPRUHDFFXUDWHLQIRUPDWLRQWRFXVWRPHUVDERXWSRZHURXWDJHVJULGXSGDWHVDQGUHSDLUZRUNE\¿HOGFUHZVDOORI
ZKLFKFDQUDLVHFXVWRPHUVDWLVIDFWLRQ

6L]LQJXSWKHDQDO\WLFVRSSRUWXQLW\
8WLOLWLHVFDQJHWVWDUWHGE\YLHZLQJWKH%LJ'DWDRSSRUWXQLW\LQWHUPVRIWKHFRPSOH[LW\RIWKHGDWDDQGWKHDQDO\WLFVFDSDELOLWLHVWKHRUJDQL]DWLRQFDQEULQJWR
EHDU,W¶VKHOSIXOWRWKLQNDERXWWKUHHOHYHOVRISURJUHVVLRQ²EDVLFGHVFULSWLYHV\VWHPVPRGHUDWHO\FRPSOH[SUHGLFWLYHV\VWHPVDQGPRUHDGYDQFHG
SUHVFULSWLYHV\VWHPV²DVDZD\RIVHWWLQJDVSLUDWLRQVDQGGHYHORSLQJVWUDWHJLFSODQVWREXLOGXSFDSDELOLWLHVWKDWZLOOKHOSXWLOLWLHVDFKLHYHWKHLUGDWDJRDOV
VHH)LJXUH 8WLOLWLHVZRQ¶WKDYHWRUHDFKWKHKLJKHVWOHYHOVRIFRPSOH[LW\DQGFDSDELOLW\EHIRUHVHHLQJUHWXUQVRQWKHLUHIIRUWV7KHUHLVSOHQW\RIYDOXHWR
EHPLQHGLQWKHPHGLXPJUD\DUHDVRIWKH¿JXUH

,QDGGLWLRQWRWKHXVXDOGLI¿FXOWLHVIDFHGLQVRPDQ\LQGXVWULHV²KLULQJDQGUHWDLQLQJJRRGGDWDVFLHQFHWDOHQWEUHDNLQJGRZQVLORHGIXQFWLRQVWRDFFHOHUDWH
OHDUQLQJIURPLQVLJKWVUHWUDLQLQJH[LVWLQJVWDIIWRXVHGDWDDQGLQVLJKWVEHWWHU²XWLOLWLHVKDYHVRPHXQLTXHTXDOLWLHVWKDWFDQPDNHLWSDUWLFXODUO\FKDOOHQJLQJWR
H[SDQGDQDO\WLFVFDSDELOLWLHV)RUH[DPSOHWKHLUFXUUHQWGDWDV\VWHPVKDYHEHHQVHWXSWRIDFLOLWDWHRSHUDWLRQVDQGWKHGDWDLVRIWHQORZTXDOLW\DQG
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RFFXUUHG6XFKV\VWHPVPD\QRWFDSWXUHRUUHWDLQDOOWKHGHWDLOVDERXWFDXVHVGXUDWLRQRUUHVROXWLRQRUWKH\PD\FDSWXUHWKHPLQDIRUPDWWKDW¶VQRW
FRQGXFLYHWRDVVHPEOLQJDODUJHPLQHDEOHGDWDVHW$PRUHDGYDQFHGV\VWHPZRXOGFDSWXUHDOOWKLVGDWDLQVWUXFWXUHGIRUPZKLFKFRPSDQLHVFRXOGFRPSLOH
DQGFRPSDUHPRUHHDVLO\+RZHYHUHYHQZLWKVLPSOHORJVXWLOLWLHVFDQXVHDQDO\WLFDOPHWKRGVWRPLQHRWKHUZLVHXQVWUXFWXUHGGDWDVHWVDQGIRUPXODWH
YDOXDEOHOHVVRQV
$VWKHLUDQDO\WLFVFDSDELOLWLHVHYROYHXWLOLWLHVZLOOQHHGWRDGRSWPRUHULJRURXVVWDQGDUGVIRUFDSWXULQJVWRULQJDQGPDQDJLQJGDWD&OHDQLQJXSGDWDLVD
PDMRUFKDOOHQJHUHTXLULQJSDLQVWDNLQJZRUNWRUDWLRQDOL]HZKDWLVIUHTXHQWO\DKDSKD]DUGFROOHFWLRQRIV\VWHPVDQGUHVWUXFWXULQJWKHPDORQJFRPPRQOLQHV
VRWKH\FDQVKDUHDQGHIIHFWLYHO\XVHWKHGDWDDWKDQG
8WLOLWLHVZLOODOVRKDYHWRJHWEHWWHUDWDGRSWLQJDQGHPSOR\LQJDGYDQFHGPRGHOLQJWHFKQLTXHVWRGLVFRYHULQVLJKWVLQWKHGDWD$ORQJZLWKWKLVWDVNXWLOLWLHV
DUHEHJLQQLQJWRFRPSOHPHQWWKHLUH[LVWLQJZRUNIRUFHVZLWKGDWDVDYY\WDOHQWWKDWEULQJVDGYDQFHGDQDO\WLFVPRGHOLQJDQGYLVXDOL]DWLRQVNLOOVWREHDURQ
WKHVHHIIRUWV
4XLFNZLQ+RZDQDO\WLFVDVVLVWZLWKRXWDJHPDQDJHPHQW
8WLOLWLHVVKRXOGVWDUWE\SLFNLQJDNH\REMHFWLYHRUVXEMHFWDUHDDQGGHYHORSLQJWDUJHWHGDQDO\WLFVWREXLOGPRPHQWXP6XFKDUHDVPD\LQFOXGHRXWDJH
SURFHVVHVPDWHULDOVPDQDJHPHQWGHPDQGVLGHPDQDJHPHQWRUDVVHWDQDO\WLFV)RFXVLQJRQDVLQJOHDUHDFDQKHOSLQVHYHUDOZD\V

)LUVWLWIRFXVHVWKHRUJDQL]DWLRQRQH[SORULQJDGYDQFHGDQDO\WLFVEXWZLWKLQWKHIUDPHZRUNRIDVLQJOHGHVLJQLVVXHZLWKIHZHUVWDNHKROGHUV
WKDQLWZLOOQHHGDVWKHSURJUDPVEURDGHQ
6HFRQGWKHLQLWLDOGDWDHQJLQHHULQJUHSUHVHQWVWKHKHDY\OLIWLQJWKDWFDQSURGXFHUHVXOWVHOVHZKHUHLQWKHRUJDQL]DWLRQ2QFHGDWDVHWVKDYH
EHHQFOHDQHGXSDQGPHUJHGDGGLWLRQDODQGPRUHDGYDQFHGDSSOLFDWLRQVIRUWKHGDWDFDQSURFHHGTXLFNHU
)LQDOO\DVLQJOHHIIRUWFDQEHJLQWRJHQHUDWHPRPHQWXPDQGWKHRUJDQL]DWLRQFDQDSSO\WKHOHVVRQVOHDUQHGWRIXWXUHSURMHFWV

2QHLQWHJUDWHGXWLOLW\GHFLGHGWRIRFXV¿UVWRQXVLQJEHWWHUDQDO\WLFVWRUHVROYHSRZHURXWDJHVPRUHTXLFNO\DFDVHWKDWDSSOLHVWRDOOWKUHHDUHDVRI
H[SORUDWLRQPHQWLRQHGDERYHUHGXFLQJFRVWVLPSURYLQJUHOLDELOLW\DQGSURPRWLQJFXVWRPHUHQJDJHPHQW7KHXWLOLW\NQHZWKHDYHUDJHGXUDWLRQRISRZHU
RXWDJHVEXWZDVQ¶WVXUHZK\VRPHRXWDJHVODVWHGORQJHUWKDQRWKHUVRUKRZLWFRXOGUHVWRUHSRZHUVRRQHU%\PLQLQJWKHGDWDLQLWVRXWDJHPDQDJHPHQW
V\VWHPDQGDGGLQJGDWDVRXUFHVVXFKDVWHOHPDWLFVDVVHWORFDWLRQGDWDDQGZHDWKHULWSURGXFHGD¿QHUJUDLQHGYLHZRILWVRXWDJHSURFHVVHVDQGWKH
OHQJWKRIWLPHWDNHQIRUHDFKVWHSWRUHVWRUHSRZHU VHH)LJXUH )LHOGVXSHUYLVRUVDQGPDQDJHUVFDQQRZ¿OWHUWKHYLHZE\WLPHRIGD\W\SHRIFUHZDQG
ORFDWLRQWRUHYLHZRSHUDWLRQVDQG¿QGZD\VWRLQFUHDVHUHOLDELOLW\DQGUHGXFHFRVWV

8VLQJDGYDQFHGDQDO\WLFDOWHFKQLTXHVWKHXWLOLW\DOVRZDVDEOHWRQRUPDOL]HGLIIHUHQFHVDFURVVZRUNORFDWLRQVDQGGHWHUPLQHZKDWSURFHVVHVDQGEXVLQHVV
UXOHVDIIHFWHGWKHGXUDWLRQRIHDFKVWHS7KLVHIIRUWKHOSHGLWSULRULWL]HSURFHVVLPSURYHPHQWLQLWLDWLYHVEDVHGRQWKHLUYDOXHSRWHQWLDO
7KHXWLOLW\XVHGWKLVGDWDWREXLOGSUHGLFWLYHPRGHOVWKDWGHOLYHUHGEHWWHUIRUHFDVWVRIUHVWRUDWLRQWLPHVDQGJDYHFXVWRPHUVPRUHDFFXUDWHLQIRUPDWLRQ²D
FULWLFDOFRPSRQHQWRIXWLOLW\FXVWRPHUVDWLVIDFWLRQ%\DGGLQJYDULDEOHVWRHVWLPDWLRQPRGHOVDQGXVLQJPRUHDGYDQFHGVWDWLVWLFDOPHWKRGVWKHXWLOLW\GRXEOHG
WKHDFFXUDF\RILWVRXWDJHGXUDWLRQIRUHFDVWVDQGIRXQGQHZZD\VWRWHOOFXVWRPHUVZKHQSRZHUZDVOLNHO\WREHUHVWRUHGIXUWKHUVWUHQJWKHQLQJFXVWRPHU
HQJDJHPHQW VHH)LJXUH 
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