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OVERALL PERFORMANCE

Utilities nationwide are working to strengthen customer relationships and build better digital experiences. Our data shows that these
efforts are working - engagement continues to grow.

Year over year, email open rates remained flat but high at 28% in both 2020 and 2021. Energy utilities have successfully maintained
the increased levels of digital engagement gained during the pandemic.

Overall Email Performance

Delivery Rate Open Rate CTOR CTR Opt-Out Rate Complaint Rate
20]6 ................................. 9836% .............. 2]55% ................ 8 "% ............... | 75% .............. 0 07000 02% .........

20]7 9876% .............. 2428% .............. 735% ............... | 78% .............. 0 09% .............. 00]% .........

2018 ................................. 9908% .............. 236]% ............... 695%] 640 O .............. 0 08% .............. Um% .........

20]9 ................................. 9882% .............. 2458% .............. 623%] 530 o .............. 0 06% .............. 00]% .........

2020 .................................. 9 78]% .............. 28 07% .............. 499%] 40% .............. 004% .............. 00]% .........

202] ................................. 99 29% ............. 28 ]5% .............. 5]6% ............. ]45% 0 05% .............. 0 m% .........

99.29% 28.15% 5.16%

2021 Overall
Benchmarks

1.45% 0.05% 0.01%




Email Performance by Category

Welcome Series

Delivery Rate

98.69%

Open Rate

60.25%

19.69%

11.86%

Recidential Email Performance by (ict Size

Fewer than 100

Delivery Rate

96.32%

Open Rate

o4.11%

CTOR

18.09%

Opt-Out Rate Complaint Rate
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Key Accountse Email Performance by (ict Size

Less than 100

Delivery Rate

96.47%

Open Rate

25.48%

CTOR

28.45%

CTR

Opt-Out Rate Complaint Rate
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SMB Email Performance by (ict Size

Less than 100

Delivery Rate

97.11%

Open Rate

44.19%

CTOR

CTR

3.87%

Opt-Out Rate Complaint Rate

‘22 BENCHMARKS REPORT | OVERALL



ENEWSLETTERS

eNewsletters are the foundation of a digital customer relationship. The monthly cadence is a regular touchpoint — a consistent
reminder to customers of the important role their energy provider plays in their lives.

eNewcletter Overall Performance

Delivery Rate Open Rate CTOR CTR Opt-Out Rate Complaint Rate
20]6 ................................. 9892% .............. 20]8%]067%2]5% .............. 0 00% ............... N/A ...........
20]798]6% .............. 2229%87]%]9400 .............. 002%002% .........
20]8 ................................. 9857% .............. 2]43% ............... 83] % ............... | 78% .............. 0 09%0 00% .........
20]9 ................................. 9882% .............. 2]62% ............... 8]0% ............... | 75% .............. 0 00%0 00% .........
2020 ................................. 9857% .............. 2]43% ............... 83] % ............... ] 78% .............. 0 m% .............. 0 0]% .........
20 2] ................................. 99 28% ............. 2 367% .............. 660% ............. 156% .............. 0 07% .............. 0 m% .........

99.28% 23.67% 6.60% 2021

eNewsletter
Benchmarks

1.56% 0.07% 0.01%
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eNewcsletter Performance by Audience

Delivery Rate Open Rate CTOR CTR Opt-Out Rate Complaint Rate
Residential 99.39% 23.93% 6.10% 1.46% 0.07% 0.01%
Key Accounts 97.45% 23.75% 16.51% 3.92% 0.15% 0.01%
SMB 98.51% 19.34% 10.38% 2.01% 0.09% 0.01%

ellewsletter Performance by Utility Type

Delivery Rate Open Rate CTOR CTR Opt-Out Rate Complaint Rate
Electric Cooperatives 99.28% 33.37% 9.75% 3.25% 0.16% 0.02%
Investor-Owned Utilities 99.29% 23.41% 6.40% 1.50% 0.06% 0.01%
Municipal Utilities 98.62% 26.63% 12.60% 3.35% 0.25% 0.01%
Natural Gas Utilities 96.20% 25.11% 17.46% 4.38% 0.15% 0.00%



WELCOME SERIES

An effective digital relationship starts on day one when energy providers reach out to new and moving customers, introduce payment
and account options and share information about important services. This digital relationship pays off with increased engagement.
Compared to other customers, Welcome Series graduates open and click on future emails at much higher rates.

Welcome Seriec Overall Performance

Delivery Rate Open Rate CTOR CTR Opt-Out Rate Complaint Rate
20]6 ................................. 9854% .............. 43]6%]607% ............. 562%N/A ................. N/A ...........

20]79782% .............. 4407% ............. 2039% ............. 899% ............. 01700002% .........

2018 ................................. 9862% .............. 4322% .............. 2]6]% ............. 934% .............. 014%002% .........

20]9 ................................. 9882% .............. 450]%2]00% ............. 945% .............. 0]7%000% .........

2020 ................................. 9805%5]3]%2]85% ............. ]]2]% .............. 0]7% .............. 00]% .........

202] ................................. 98 69% ............. 6 025% ............. ]939% ............. ] ]86%0 20% .............. 0 m% .........

98.69% 60.25% 19.69% 2021

Welcome Series
Benchmarks

11.86% 0.20% 0.01%




OUTAGE COMMUNICATIONS

When the power goes out, an effective outage communications strategy is critical to make sure your customer relationships don't get
left in the dark, too. Clear and timely updates will keep customers informed and set expectations, ensuring continued engagement and
customer satisfaction no matter what challenges Mother Nature throws our way.

Outage Communications Overall Performance

Delivery Rate Open Rate CTOR CTR Opt-Out Rate Complaint Rate
20]6 .................................. 9 7]5% .............. 2832% .............. 365%]03% .............. 0 03%002% .........

20]7 .................................. 9944% .............. 30]3% ............... 390% .............. | ] 8% .............. 004%0 02% .........

20]8 .................................. 9 94]% .............. 2692% .............. 35] % .............. 097% .............. 0 06% .............. 0 0]% .........

20]99874% .............. 3]79% ............... 348% .............. m% .............. 004% .............. 00]% .........

20209737% .............. 3]36% ............... 2]3% .............. 06700 .............. 004% .............. 00]% .........

202] ................................. 9923% ............. 2 976% .............. 239%07]%004% ............. 000% .........

9923% 2976% 239% 2021 Outage

Communications
Benchmarks

0.71% 0.04% 0.00%
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Outage Communications Performance by Audience

Delivery Rate Open Rate CTOR CTR Opt-Out Rate Complaint Rate
Residential 99.44% 21.12% 1.05% 0.28% 0.05% 0.01%
Business 98.67% 36.61% 4.96% 1.82% 0.01% 0.00%

Outage Communications Performance by Topic

Delivery Rate Open Rate CTOR CTR Opt-Out Rate Complaint Rate
Storm Prep 99.52% 33.50% 2.05% 0.69% 0.03% 0.00%
Storm Approaching 99.22% 29.74% 2.38% 0.71% 0.04% 0.00%
Storm Update 98.76% 28.96% 5.47% 1.58% 0.00% 0.01%
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PROGRAM PROMOTIONS

The value of strong digital relationships becomes clear when it's time for customers to take action. Customers who engage with
Welcome Series and eNewsletters are much more likely to open and click on future energy utility emails, including program promotions.

Program Promotions Overall Performance

Delivery Rate Open Rate CTOR CTR Opt-Out Rate Complaint Rate
20]6 ................................. 9843% .............. ]943% ............... 740%]4400 .............. 0 06%003% .........

20]7 .................................. 9928% .............. 2404% .............. 750%]83% .............. 0 08%002% .........

20]8 ................................. 9925% .............. 2284% .............. 657%]50% .............. 0 08%002% .........

20]9 ................................. 9897% .............. 23 75% .............. 512% ] 22% .............. 0 05% .............. 00]% .........

20209793% .............. 2466% ............... 5 ”%]26% .............. 004% .............. OO]% .........

202] ................................. 99 32% ............. 2 667% .............. 369% ............. 098%0 04% .............. 0 m% .........

9932% 2667% 369% 2021 Program

Promotions
Benchmarks

0.98% 0.04% 0.01%
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Program Promotions Performance by Audience

Trade Allies

Program Promotions Performance by Topic

Miscellaneous

Delivery Rate

99.09%

Delivery Rate

98.93%

Open Rate

32.87%

Open Rate

28.74%

CTOR

CTOR

CTR

Opt-Out Rate Complaint Rate
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ANCILLARY MESSAGES

Ancillary emails can help energy utilities maintain strong customer relationships by sharing important information that otherwise falls
outside of standard marketing campaigns or program promotions. Topics include rate adjustments, safety announcements and special
events. For ad-hoc messages, email is a cost-effective way to quickly reach a targeted audience and reduce call center volume.

Ancillary Meccagee Overall Performance

Delivery Rate Open Rate CTOR CTR Opt-Out Rate Complaint Rate
20]6 .................................. 9 76]% .............. 2318% ............... 762% ............... | : 77% .............. 0 30% U 0 08 % .........

20]7 .................................. 9858% .............. 2562% .............. 55] % ............... ] 4]% .............. 0 06%0 02% .........

2018 .................................. 9 9]7% .............. 2554% .............. 627%] 60% .............. 0 08% .............. 0 m% .........

20]9 ................................. 9905% .............. 2704% .............. 438% .............. | : ] 8 % .............. 0 06% .............. 0 0]% .........

2020 ................................. 98 00% .............. 33 87% .............. 278% .............. 09 400 .............. 0 03% .............. 0 0]% .........

202] ................................. 9933% ............. 33]5% .............. 355%”8%005% .............. 0 m% .........

99.33% 33.15% 3.55% 2021 Ancillary

Messages
Benchmarks

1.18% 0.05% 0.01%
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Ancillary Meccages Performance by Audience

Delivery Rate Open Rate CTOR CTR Opt-Out Rate Complaint Rate
Residential 99.46% 31.13% 3.37% 1.05% 0.05% 0.01%
Key Accounts 98.36% 38.25% 23.07% 8.82% 0.00% 0.00%
SMB 99.34% 35.06% 6.04% 2.12% 0.05% 0.01%

Ancillary Mescages Performance by Topic

Delivery Rate Open Rate CTOR CTR Opt-Out Rate Complaint Rate
B" Img andpayment ................ 9938% .............. 42]9% ............... | 247% ............. 526% .............. 003% .............. 0 m% .........

Eventpr ; momn ..................... 9892% .............. 28]9% ............... 3 6 8% e ] : 04% .............. 004% .............. 0 0]% .........

Fumace F" ter ........................ 9946% .............. 3555% .............. 9]3% .............. 325% .............. 042% s 0 05 % .........

HohdayEma“s ....................... 9954% .............. 4430% .............. 523%23]% .............. 026%000% .........

My Account ........................... 9865% .............. 5]68% ............... m ] % .............. 8 84% ............. 004% s 0 OO % .........

Paymentoptlons .................... 9966% .............. 3566% .............. 8 26% ............. 295% .............. 005% 0 00% .........

Ra temakl ng .......................... 9945% .............. 33 25% .............. 2 8 3% ............. 094% .............. 002% .............. 0 m% .........

survey ................................. 9928% .............. 2653% .............. 95 2% ............. 2 5 3% .............. 003% s 0 00 % .........

Mlsce"aneou39927% .............. 3689% .............. 290%]07% .............. 005% .............. Om% .........
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RESIDENTIAL CUSTOMERS FOR ALL UTILITYTYPES

Recidential Overall Performance by Category

Delivery Rate Open Rate CTOR CTR Opt-Out Rate Complaint Rate
Anm"arymessages .............. 9946%3”3% ............... 337%]05% .............. 005%00]% .........

B“ Img Nomlcatlons ............. 9686% .............. 8878%5770% ............. 5]23% ............. 000% .............. 0 06% ........

ENeWSIEtters ...................... 9939% .............. 2393%810%]46% .............. 007%00]% .........

OUtagecommumcatlon . 9944% e 27]2% ............... ]05% .............. 028% ............. 005% s 0 m % .........

Pr ogram Pr omouon .............. 9945% .............. 254]% ............... 329% ............. 084% ............. 004% 0 O] % .........

We|c0me3e"esgg72% .............. 6052%]983% ............. | 200% ............. 020%00]% .........

Regsidential Qutage Communications by Topic

Delivery Rate Open Rate CTOR CTR Opt-Out Rate Complaint Rate
Storm Prep 99.36% 22.63% 1.32% 0.30% 0.03% 0.00%
Storm Approaching 99.44% 21.07% 1.02% 0.28% 0.05% 0.01%
Storm Update 98.71% 28.25% 4.40% 1.24% 0.00% 0.01%
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Regidential Program Promotions by Topic

Delivery Rate Open Rate CTOR CTR Opt-Out Rate Complaint Rate
App"anceRebate39973% .............. 327]%]499% ............. 490% .............. 0”%000% .........

Ap ;I.i; nce Recy c" ng ............. 9969% .............. 33 96% .............. 2 2 6% e 0 77% .............. 0 00% .............. 0 0]% .........

Ap ;I.i; nce semce P |ans ....... 9963% s 2191 % ............... ]46% .............. 0 3 2% .............. 006% .............. 0 0]% .........

EnergyEfﬂmency%M% .............. 2758% .............. 330%09] % .............. 004% .............. 00]% .........

nghtl ng ............................. 9953% .............. 2783% .............. 857% .............. 23 8% .............. 0 m% .............. 0 0]% .........

Pape"essm"mg ................. 9862% .............. 238]% ............... 598%]42% .............. 007%002% .........

Re bat e s a mceml ves ............ 9 97]% .............. 2903% .............. 3 47% ............... ]. 0 ]% .............. 003% .............. 0 0]% .........

Mlsce“a neo us .................... 9928% .............. 2734% .............. 448% e ] 23% .............. 00]% .............. 0 0]% .........
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Regsidential Ancillary Mecsages by Topic

Miscellaneous

Delivery Rate

99.45%

Open Rate

34.86%

CTOR

CTR
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KEY ACCOUNTS CUSTOMERS FOR ALL UTILITYTYPES

Key Accounts Overall Performance by Category

Delivery Rate Open Rate CTOR CTR Opt-Out Rate Complaint Rate
Ancillary Messages 98.36% 38.25% 23.07% 8.82% 0.00% 0.00%
eNewsletters 97.45% 23.75% 16.51% 3.92% 0.15% 0.01%
Program Promotions 98.64% 25.22% 2.58% 0.65% 0.01% 0.01%

Key Accounts Program Promotions by Topic

Delivery Rate Open Rate CTOR CTR Opt-Out Rate Complaint Rate
Energy Efficiency 98.65% 25.23% 2.58% 0.65% 0.01% 0.01%
Miscellaneous 98.03% 23.74% 1.69% 0.40% 0.00% 0.00%

Key Accounte Ancillary Mesccages by Topic

Delivery Rate Open Rate CTOR CTR Opt-Out Rate Complaint Rate
Billing and Payment 99.02% 41.95% 15.93% 6.68% 0.00% 0.00%
Event Promotion 100.00% 55.88% 22.81% 12.75% 0.00% 0.00%
Safety 96.58% 21.53% 52.64% 14.49% 0.00% 0.00%
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SMALL AND MEDIUM BUSINESS CUSTOMERS FOR ALL
UTILITY TYPES

SMB Overall Performance by Category

Delivery Rate Open Rate CTOR CTR Opt-Out Rate Complaint Rate
Anm"arymessages .............. 9934% .............. 3506% .............. 6 04%2 ]2% .............. 005% .............. 0 0]% .........

eNewsmters%S]% .............. ]934%]038%20]% .............. 009% .............. Um% .........

OUtagecommumcatwns 9867% .............. 36 6]% ............... 496%] 82% .............. 0 m% : 0 OO% .........

Pr ogram Pr omomns ............. 99 H% .............. 2808%] 094% ............. 307% .............. 003% .............. 0 0]% .........

Welcomese"es 9706% .............. 4444% .............. 863% ............. 384% .............. 0 2700 .............. 00]% .........

SMB Outage Commaunications by Topic

Delivery Rate Open Rate CTOR CTR Opt-Out Rate Complaint Rate
Storm Approaching 98.67% 36.61% 4.96% 1.82% 0.01% 0.00%
Storm Update 99.52% 38.86% 16.39% 6.37% 0.00% 0.00%
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SMB Program Promotions by Topic

Delivery Rate Open Rate CTOR CTR Opt-Out Rate Complaint Rate
Energy Efﬂm ency .................... 99 23% .............. 3385%] 4 56% ............. 493% .............. 0 0400 .............. OO]% .........

nghtmg 989]% .............. 2]02% ............... 362% ............. 076% .............. 0 00% .............. 00]% .........

onlmeAccounthmomn9769% .............. ]492% ............... 209%03]% .............. 0 06%000% .........

Paperless B"Img .................... 9802%”96% ............... ]96% .............. 023% .............. 0 06%002% .........

Paymentoptl ons .................... 9898% .............. 2595% .............. 240% .............. 052% .............. 0 06%000% .........

Mlsce" aneous ........................ 9 9]9% .............. 20 48% .............. 46 2% ............. 09 5% .............. 00]% .............. 0 O]% .........

SMB Ancillary Meccages by Topic

Delivery Rate Open Rate CTOR CTR Opt-Out Rate Complaint Rate
B""ng and Payment ................ 9893% .............. 3854% .............. ]5]5% ............. 584% .............. 0 05% .............. 00]% .........

commumty ............................ 9853% .............. 2033% .............. 062%0]3% .............. 0 05%000% .........

Energy Efflm ency .................... 9966% .............. 2827% .............. 098% ............. 028% .............. 0 05%0 02% .........

Eventpmmouon9794% .............. ]949% ............... 4]40008]% .............. 0 05%000% .........

safew .................................. 9960% .............. 2900% ............... | : ] 2% .............. 0 33% .............. 0 0700 s 0 00 % .........

3urvey9947% .............. ]833% ............... ]90% .............. 035% .............. 0]0%000% .........

Mlsce" aneous ....................... 9939% .............. 43 28% .............. 8]9% .............. 354% .............. 0 04% .............. 0 0]% .........
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INVESTOR-OWNED UTILITIES ALL AUDIENCES

10Ue Overall Performance by Category

Delivery Rate Open Rate CTOR CTR Opt-Out Rate Complaint Rate
An CI“ aryMESS ages .............. 9934% .............. 3280% .............. 3 6 5% e ] : 20% .............. 005% .............. 0 0]% .........

B" "ng Nouflcatl Ons ............. 9686% .............. 8878%5770% ............. 5123% ............. 000% : 0 06% .........

EN ews|etters ...................... 9929% .............. 234]% ............... 6 40% e ] . 50% .............. 006% .............. 0 0]% .........

OUtagecommumcatm ns ....... 9923% .............. 29 76% .............. 2 39% .............. O 7]% .............. 004% e 0 OO % .........

Pr 0 gram Pr omoﬂons ............ 9932% .............. 26 67% .............. 36 8% ............. 098% ............. 004% .............. 0 0]% .........

Wemme se"es .................. 9869% .............. 6027% .............. | 9 67% ............. ”86% ............. 020% .............. 0 m% .........

Ov era" Performanc e ............ 9929% ............. 2 808 % .............. 5]5% .............. ] 45% .............. 0]5 % .............. 0 m% .........

10U Outage Commaunications by Topic

Delivery Rate Open Rate CTOR CTR Opt-Out Rate Complaint Rate
Storm Prep 99.52% 33.50% 2.05% 0.69% 0.03% 0.00%
Storm Approaching 99.22% 29.74% 2.38% 0.71% 0.04% 0.00%
Storm Update 98.76% 28.96% 5.47% 1.58% 0.00% 0.01%
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I0Ue Program Promotions by Topic

Delivery Rate Open Rate CTOR CTR Opt-Out Rate Complaint Rate
Apphancekebatesggm% .............. 327]%]499% ............. 490% .............. 0"%000% .........

Ap p"ance R ecyﬂ mg ................ 9969% .............. 3396% .............. 2 26% e 0 77% .............. 0 00% .............. 0 m% .........

Ap p"ance S emcepla ns ........... 9963% s 2]9] % ............... ]46% .............. 0 3 2% .............. 006% .............. 0 0]% .........

commumty ............................ 9585% .............. 2]82% ............... 746%]63% .............. 0 00%000% .........

Energy Efﬂc' ency .................... 9946% .............. 28 03% .............. 4]3% ............... ]. ] 6% .............. 004% .............. 0 0]% .........

nghtmg ................................ 9928% .............. 2325% .............. 5 25% e ] 45% .............. 0 00% .............. 0 0]% .........

onlme Accountpmmo“ on ......... 9968% .............. 2]93% ............... 633%] 39% .............. 009% 0 00% .........

Paperlessm"mg ..................... 9862% .............. 2378% .............. 597%]42% .............. 00700002% .........

Re bates&mcentwes ................ 9 97]% .............. 29 03% .............. 3 4 7% ............... ]. 0 ]% .............. 003% .............. 0 0]% .........

Mlsce" aneous ....................... 9894% .............. 28 76% .............. 459% e ] 32% .............. 00]% .............. 00]% .........
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10Ue Ancillary Mesccages by Topic

Delivery Rate

Miscellaneous

99.27%

Open Rate

36.89%

CTR
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INVESTOR-OWNED UTILITIES
RESIDENTIAL CUSTOMERS

10Ue Residential Performance by Category

Delivery Rate Open Rate CTOR CTR Opt-Out Rate Complaint Rate
Anm"arymessages .............. 9946%3”3% ............... 337%] 05% .............. 005% .............. 0 0]% .........

B" Img Nouflcatl ons ............. 9686% .............. 8878%5770% ............. 5123% ............. 000% : 0 08% .........

EN ews|etters ...................... 9939% .............. 23 67% .............. 59 6% .............. ]. 4]% .............. 006% .............. 0 0]% .........

OUtagecommumca“o ns ....... 9944% .............. 27]2% ............... ]05% .............. 028% .............. 005% .............. 0 m% .........

Pr 0 gram Pr omomns ............ 9945% .............. 254]% ............... 3 29% ............. 084% .............. 004% .............. 0 0]% .........

Welcome Se"es e s 9872% .............. 60 54% .............. ]981% ............. Hgg% ............. 020% .............. 00]% .........

10Us Regidential Qutage Communications by Topic

Delivery Rate Open Rate CTOR CTR Opt-Out Rate Complaint Rate
Storm Prep 99.36% 22.63% 1.32% 0.30% 0.03% 0.00%
Storm Approaching 99.44% 21.07% 1.02% 0.28% 0.05% 0.01%
Storm Update 98.71% 28.25% 4.40% 1.24% 0.00% 0.01%
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L0Ue Regidential Program Promotions by Topic

Delivery Rate

Open Rate

CTOR

CTR
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Opt-Out Rate Complaint Rate

Miscellaneous

99.28%

21.34%



10Ue Residential Ancillary Messages by Topic

Delivery Rate

Open Rate

CTOR

CTR
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Opt-Out Rate Complaint Rate

Miscellaneous

99.45%

34.86%
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INVESTOR-OWNED UTILITIES
KEY ACCOUNTS CUSTOMERS

I0Ue Key Accounte Performance by Category

Delivery Rate Open Rate CTOR CTR Opt-Out Rate Complaint Rate
Ancillary Messages 98.36% 38.25% 23.07% 8.82% 0.00% 0.00%
eNewsletters 97.35% 23.10% 16.26% 3.76% 0.15% 0.01%
Program Promotions 98.64% 25.22% 2.98% 0.65% 0.01% 0.01%

I0Ue Key Accounts Program Promotions by Topic

Delivery Rate Open Rate CTOR CTR Opt-Out Rate Complaint Rate
Energy Efficiency 98.65% 25.23% 2.98% 0.65% 0.01% 0.01%
Miscellaneous 98.03% 23.74% 1.69% 0.40% 0.00% 0.00%

10Ue Key Accounte Ancillary Mescages by Topic

Delivery Rate Open Rate CTOR CTR Opt-Out Rate Complaint Rate
Billing and Payment 99.02% 41.95% 15.93% 6.68% 0.00% 0.00%
Event Promotion 100.00% 55.88% 22.81% 12.75% 0.00% 0.00%
Safety 96.58% 21.53% 52.64% 14.49% 0.00% 0.00%
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INVESTOR-OWNED UTILITIES
SMALL AND MEDIUM BUSINESS CUSTOMERS

I0Ue SMB Performance by Category

Delivery Rate
Ancillary Messages 99.34%
eNewsletters 98.53%

Welcome Series 97.06%

Open Rate

44.44%

CTOR

CTR

10U SMB Qutage Communications by Topic

Delivery Rate
Storm Approaching 98.67%
Storm Update 99.52%

Open Rate

38.86%

CTOR

16.39%

CTR

Opt-Out Rate Complaint Rate

0.00%

0.00%
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10U SMB Program Promotions by Topic

Miscellaneous

10Us SMB Ancillary Messages by Topic

Miscellaneous

Delivery Rate

99.19%

Delivery Rate
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Open Rate
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Open Rate
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ELECTRIC COOPERATIVES ALL AUDIENCES

Co-ope Overall Performance by Audience

Delivery Rate Open Rate CTOR CTR Opt-Out Rate Complaint Rate
Residential 98.32% 25.58% 13.88% 3.55% 0.12% 0.01%
Key Accounts 99.49% 35.32% 9.45% 3.34% 0.16% 0.02%
SMB 95.82% 28.34% 13.70% 3.88% 0.24% 0.00%
Overall Performance 99.26% 33.72% 10.12% 3.41% 0.15% 0.02%

Co-ops Overall Performance by Category

Delivery Rate Open Rate CTOR CTR Opt-Out Rate Complaint Rate
Automated Campaigns 98.09% 55.30% 23.77% 13.15% 0.15% 0.02%
eNewsletter 99.28% 33.37% 9.75% 3.25% 0.16% 0.02%
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MUNICIPAL UTILITIES ALL AUDIENCES

Municipale Overall Performance by Audience

Overall Performance

Delivery Rate

99.04%

Open Rate

CTOR

CTR

Municipale Overall Performance by Category

Welcome Series

Delivery Rate

98.46%

Open Rate

61.32%

CTOR

19.56%

CTR

11.99%

Opt-Out Rate Complaint Rate

Opt-Out Rate Complaint Rate
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RESIDENTIAL CONTENT FOR ALL UTILITY TYPES

Popular Content Overall - Regidential Audience

Title Content Type Pageviews
Ar e You coo | W Ith You rAI rcondm Omng system', ..................................... Ar “C| e ....................... 5379 9 .........
What Are You rHomecoo"ng Hablts, .................................................... Ar tICI e ....................... 26963 .........
Beyondthe Bum 3waysto Save on L Ig htmg .......................................... Ar thl e ....................... 24266 .........
5 Waysto save Wltho Ut s pendmg Money ............................................... Vldeo s 2]522 ..........
Make Tlme forsavmgsmsmommg .................................................. mfograp hIC .................... 208]] ..........
Make Tlme fo rsavm QSThISEV em ng ................................................... |nfograp hIC ................... 20 678 .........
FactorFable? You Should't Shower Durng a Tunderstorm r———— 0608
Energysavmg Tlps for Fa I.I .............................................................. MEdIa essay U 20] 24 ..........
cr ; nkupthe Savmg s on YourHeatmg Thls Wmter ................................. mfograp hIC s ] 9344 ..........
SI mpl e s teps to savmg Energy atHome .............................................. mfograp hlc U ] 7359 ..........
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RESIDENTIAL CONTENT FOR ALL UTILITYTYPES
Popular lfideo Content - Regidential Audience

Title Pageviews
5Wayst0 save Wltho Ut s pendmg Money .......................................... 2] 522 ........
Ar e You Awareof : P hantom En ergy', .................................................. ]6] 3 3 .........
Ro Om for Ene rgysavmgs Laundry Roo m ........................................... ]6] 3 0 .........
Do espu“ mg le s On POtSRea"y COOkFOOd Fast er., ............................ ]0736 ........
YoucanInsta"asmamhermostat7930 .........
3CheersforA"30urceHeatpumps7040 .........
RoomFor Ener gy savmgs H ohd aynecor atmg ..................................... 549] .........
Youcanlnsta" a ce" mgFan ........................................................... 5”0 .........
Energymnovators3FactSAbOUtEdlthCIarke 3099 .........
5Waysto save Wh"enecoratmgmr the Ho"days et 2489 .........
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RESIDENTIAL CONTENT FOR ALL UTILITY TYPES

Popular Infographic Content - Recidential Audience

Title Pageviews
Make Tlme fo r Savm gsmsmommg ................................................................ 20 8” .........
Make Tlme fo r savm gSThISEV em ng ................................................................. 20678 ........
Fact . or Fab |e.,You Shoumn't Shower : Du"ng aThunderstorm e 20608 ........
cr a nk upthe savmg s on You rHeatmg Thls Wmter ............................................... ]9 344 ........
SI mpl e s teps to sav mg En ergy atHome ............................................................ ]7 359 ........
Tlpsfor coo | Summer . Savmgs ......................................................................... ]6533 ........
sp rmg meam ng for Energy savmgs ................................................................. ]3529 ........
smartplugsAdvancedFeaturestOLOOkFor8227 .........
sp ace Heater s A dvanceﬂ Features tomk For ................................................... 7 876 .........
SImpIewaystosavewateratHome5233 .........
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RESIDENTIAL CONTENT FOR ALL UTILITY TYPES

Mogt Popular Social Posts for 2021

Rank Title
T eepYou Home Comty an Save Energy by Repacing Your FurnaceFiter
. 2 .................. D o You Hav e UnchA" condltlonmg Ha blts., ...........................................
3 U w hatvou Shoum D ; vaou s .e.;.a. D owned Power Lme .................................
4 .................. |_ Et 's G et tOthEBOtto m of some comm on Ho me Energy Myths ......................
5 .................. | s Y our : Home compmer s ystemsafe from c Yberattac ks ? ...........................
6 CountDowntheEnergy Savings with These New earsResolutions
7 .................. F a" mgBaCk The H Istory ofDST ............................................................
8 SmallBusinesses: Getto Know the Heroes of the American Workforce.
9 U c harged Up' B reakmg Do Wn the leckysmartphone Battery .......................
oo Untangling the Opion: ifeent TypesofElectic Vehicls Explained
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BUSINESS CONTENT FOR ALL UTILITY TYPES

Popular Content Qverall - Business Audience

Title Content Type Pageviews
6 Energysavmg“ psfor D Ifﬂcu Itnmes ................................................. Ar “C| e ....................... ]]35 .........
Your . coo Img syste mA M Ids umme rCh ec'(up ...................................... mfog rap hlc ................... ”]0 ..........
Energy Trendsto Watc h I n 202] ........................................................... Ar thl e ....................... | 028 .........
Youcanupg rade Your Busmessto LED ngh tmg ....................................... Vldeo e 9 66 ..........
5 steps t 0 WI nter : sav mg s a nd comfor t ............................................... mfog rap hIC .................... 8] 8 ..........
AI rcondm onmg 5 SIgns That . You Shoum U pgrade ................................... Ar “C| e ........................ 7 70 ..........
Energy B atﬂe stan dar d vs Advanc Edpowe rst"p s .............................. |nf0g rap hIC .................... 7 48 ..........
The Best Kept secm m Energy Efﬂc'ency .............................................. Ar thl e e 735 ..........
SOIar Energy Answe"ng Youro”est Ions ................................................ Ar tIC| e U 599 ..........
Who Wants To Be An Energy Expert? Benefcial lectrfcation oogepnc 68
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BUSINESS CONTENT FOR ALL UTILITY TYPES

Popular lfideo Content - Business Audience

Title Pageviews
Youcan Upgrade YourBusmess tOLED L Ightmg 9 66 .............
Thecostofnomgmthmglm nghtmgupgrade 596 .............
swaystosaveonspacecommg 568 .............
5Waystosavemvour0mce 395 .............
spaceforEnergysavmgsomcespace 359 .............
spaceforEnergySavmgs3erverR00m 280 .............
: Energy Answe rs Workpl ace Temperaturese ttmgs ....................... 274 .............
: Re duce Phantom Power WIth Ad vanceu Power : st"ps .................... 2 45 .............
WhichType o Energy uditis Rght orYourFaciity? w
Howm R eadaMoto,N amepl ate ............................................... 2 25 .............
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BUSINESS CONTENT FOR ALL UTILITY TYPES

Mogst Popular Webinar Topice for 2021

Rank Title
..] ................... E ner gy Efnc'encyfor commema | cust 0 mers ..................
2 .................. E ner gy Emc'encyfm 5chools ......................................
3What,sNewm“ghtmg ...............................................
4 .................. E |ec tmtec hno |og y mdu st"al Pr o cesses .........................
5 .................. F ans f 0 rvent “ atlon ...................................................
P Energy Eficency forGrocery/Convenience Stores.
. 7 .................. H VAC V a"able Refr I gera nt Flow & Mmlsp "ts .................
8 .................. H ealth car e Ener gy Emm ency .......................................
9 .................. D evelopmg a 202] Energyplan .....................................
]O U Wastewatemeat ment ...............................................
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www.questline.com
800-242-3654

info@questline.com




