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Entergy Scope of Operations
(0] erations in two distinct business environments

R “-_\ntergy s Businesses

@
@ -+~ S11 billion revenues

* More than 13,000 employees

Utility - A traditional regulated utility

» 5 electric utilities in 4 contiguous states
e 2.8 million utility customers

* 23,000 MW generating capacity

% ¢ 15,500 miles of transmission lines
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Entergy’s Customer Environment in 2015

Customer
IVR Total Call Volume Perception $11.55 Cost per
(o)
Containment 50% 19M (8.3 calls/customer) 74% Customer
Rate

Agent Handled M Recent Experience

(3.04
Calls calls/cust

omer)

77%

Satisfaction

Calls Outsourced

(4 contact centers)

Calls Escalated

Customer experience required significant effort First Contract Resolution

Average Handle * Entergy struggling to meet evolving customer expectations (no change since 2013)
* Online experience required significant improvement

e Utility Business Model - > “One Size Fits All”

* Regulated Utility Financial Model -> Invest Capital to Earn a Return

* Conservative culture with tendency to be risk averse
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Entergy’s Agent Technology Environment

Billing and
Agent Care
Complex, fragmented, and unstable Systemn (ACS) (P;\uverzsgas
ecosystem Consumer .
Service Requests
2007

Customer Care
System (CCS)

Agent Care System Move in, Move
(ACS) out, Transfers

Service Initiation 2009

* Fragmented business processes require CCRs to translate
customer requests into a series of transactions

e System reliability is fragile due to an outdated infrastructure

* ACS systems are standalone applications

* CCRs - no unified desktop with ready access to all customer data
* CCRs -forced to work in CCS to accomplish tasks
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Leading the way in Customer Engagement in the Digital World

Non-Traditional,
Not a Problem

anEl

Instant Everything

tJ

facebook.

Google

Sharing Economy

©©)

tripadvisor

Lightweight Living
(A zipcar e

N —
First Solar.
(2L

4,8 SUNGEVITY
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Everyday Magic
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Drivers of Consumer Expectations of Service Providers

Convenience
Easy to do business;

Consistent l t
Reliable product; ow effor
reliable service
Value
Perceived value

for price paid

Recognition

6 TRUTHS: 90 aorecores e,
rewards me

U nive@_‘ Trust m Guidanc*

C us , r.rlg r A 5,?;5;;:: f,v,'// be kept LZ]:\)/;Z?,T://O;;I Zzgu)zour

relevant offerings,
anticipate when | may
need help
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through proactive marketing enhanced by
a 360 degree view within the new digital

¢

experience. o

£
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Entergy’s Vision — The Customer Digital Roadmap

1) Serve customers through the channel of their choice, while
capturing a consolidated 360 degree view of customer
interactions with Entergy across all channels

2) Capture business value by creating operational cost savings
1) Call volume reduction
2) Agent productivity increase

é

3) Increase in customer adoption of self-service channels

3) Reduce operational risk by replacing and/or upgrading legacy
infrastructure

4) Prepare for the future by investing in open architecture and
compatible platforms that create future flexibility for
technology and/or operational expansion

5) Revise processes that hinder achieving these objectives. -
== Entergy
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Target Marketing Journey
2012

2018

CUSTOMER PROFILES B
PAYMENT CHALLENGED
CLUSTERS

2015 CLUSTER;I;(;i' ssvsm'rv

Have Online Access
F o o ° O
.....

+76% of Entergy Customers
~1.82 MM HH
Macro Segments 1 =
Bosed on k-means custorng 3gorm DL o 2 | s
% Account 4%  23% 6% 4% 9% 8%
- I Dunning Past Due (D1) . 29 4.1 9.0 020 NETGE
Macro 1 Opportunlty to Dunning Disconnect Notice (D2) IO IN0:2°0 104 25 52 [IEEE
En age Dunning Dialer (D3) EEDE EOEE 02 1.1 17 N i
g g Dunning Disconnect Action (D4) IEONIN INOI0NN 0.1 0.3 03 WNSHEN  ciuster1 POTENTIALLY
Avera, 987 1 ATRISW
Avg. Payment Arreat int i | oss4
Avg. Credit Ext uest E B “"'
Visited Entergy’s M o S t T ) e — =
Website ICrO segments
-ashione
Il S .
raaitionalists eekers

#36% of Entergy’s
Customers P3M

0.86 Million'HH

Channel (Digital) Customer Segmentation — Statistical
Modeli Journey Segments
0aeling Model/Propensity

Segmentation —
Research Based (behavior, transactions, )
Modeling

demographics)
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From Product Marketing to Personalized Customer Engagement

2
uuuuuuu Entergy,

* Welcome Series

g = P - Recurring Behavioral
1 [ Emails

Light Up th
energyy  SecCUri
o 621

2015 Promotion Calendar | a1 | Q2
Products & Services Jan Feb Mar Apr May Jun

Service / Usage Tools

Service Initiation Online ---

Bill Analyzer

Saving Tips (Newsletter/smpage) | | | |
EE Programs (Rebates, Coupons, etc)

gy check-up) | I

I — =~ ~=e  aNewsletter — Circuit

—* Circuit Blog

7 Put time
# /" onyour side.

imyAccount / Pay Online
Billing Alerts
PaperFREE
Pick A Date
Online

Level Bill

pwopay |

easypay e | | |
Growth Products

secuyugnarg | |

[welicomversions |

2012-2015 - Product Focused | 2016-2019 - Engagement Focused
Consistent Look/Feel Highly targeted
Limited Targeting : Engagement tactics: monthly newsletter,
Early stages of customer blog (millennials), season campaigns,
engagement goal evergreen campaigns
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Benefits of Customer Engagement

% Self-Service % Agent Handled/Non Self-Service
49.6% 57.5%
‘s 50% 48, 5A8.8% 58%
49% ' 57%
48% 27 56%
: 47% o 5
Welcome Series Graduates Open Rate s 45.6% 55%
° o 9 54%
45% 44.4/3{3.9%14.44 oo,

%
Customers who receive only 23.66% e 425 52%
one-time messages 1% S104
Ql Q2 a3 Q4 %’1 gz Q3 Q4 Q1 Q2 Q3 Q4 50%
901>

. Graduates 40.48% 20152015201520 185%1620162017201720172017

=9—2015 =—e—2016 =—e—2017 o

3,450,000
3,100,000

2,750,000 —— —

2,400,000 ._\/-"0\//4\\.’/""—;/—‘-\: o o o
2,050,000 o

1,700,000 ‘\’_—\/-h—/.\ . —

1,350,000
1,000,000

January February March April May June July August September October November December
2017 Total Priority Program Adoption

6,200,000
6,100,000
6,000,000
5,900,000
5,800,000
5,700,000
5,600,000
5,500,000
5,400,000
5,300,000

5,200,000
January February March April May June July August September October November December
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Entergy’s Vision — A Transformational Digital Experience

Behavior

| Transaction
\\ ,’ s

Omni-Channel
Customer Communication

Customer

360° Degree Customer View Omni-Channel Cloud App Platform
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Customer Digital Components

Value is derived
only from an
OPERATING integrated
MODEL program that
transform people,
processes, and
technology.

TECHNOLOGY

$ Value

\N_7
LY <
Command Center | Vendor
Management | Business
Process Outsourcing

(N
Salesforce | Teléphony
Technologies | Analytics
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...we are making a lot of progress - new AMI based Customer
Mobile Responsive Portal — coming soon

Dashboard My 83 oy Swanags Assstance My Accoum

Entergy

BER===

Energy Tips Redatesncentives Learn More & Ssonin

e N W o o 2
gEnlw,!,r){ = Entergy, .

,'/ o e Y
Lo ‘Rebates and Incentives
Q Manage Usage TR e
Welcome to myEntergy

programs and more.
Poa——r— B

Set your savings goal

Set a savings gool for either your electricity or gas usage
How can we help you?
After 30 days, you can review how you performed, relative to

Choose the opticns that best fits your needs.

your goal

> Energy Star CFLs-up to §3 Energy Star Clothes
per CFL Washer (CEE Tier 2) - $75

Goal Nickname *

My Goal 2018 -«

53 iy T . A
? ; 1) R L s e Fuel Type * B
B 7'} - = 3
Home Assessment Energy Saving Tips Enroll in Programs Recommanded Actions Gas v ) = \ ¥
and Planning Tool These e s ool o s i oo A \
| - )

Only rum your st with Ul loass of dishes 7.1'5(‘: Savings *
o
10% v r Energy Star Pool Pumps Energy Star Mybrid Water
e v (Two Speed) - $150 Heater - $500
CREATE A PLAN FIND TIPS EVALUATE NOW 4
e gool n i
Leam More Learn More Learm More

Foceas sues ety o pre—— (AT m—— vamcOWRITD  cecme Lano MoRE
SAVE COAL

Cancel
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