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I. INTRODUCTION 
Permitting electric generation suppliers (“EGSs”) to directly bill their customers through 

supplier consolidated billing (“SCB”) provides improved transparency to consumers and 

additional accountability from EGSs that is currently lacking in the competitive retail market.  

SCB enables EGSs to forge a stronger relationship with their customers includes a deeper 

understanding of their customers’ specific desires and preferences.  With this knowledge, EGSs 

can develop and bring to market a greater variety of customer-focused products and services – 

delivering consumers desire.  The ultimate result will be a multitude of new and exciting 

“customer focused” products and services which consumers can choose from with clarity 

regarding who is providing the product and what benefits are being provided. 

Implementing SCB in the near future builds upon and effectively utilizes milestones thus 

far accomplished in Pennsylvania including: (1) establishment of the regulatory framework for 

the competitive market structure; and, (2) investment in infrastructure – namely advanced 

metering infrastructure (“AMI”) and smart meters – which provides important interval level data 

necessary for developing the products and services consumers want.  With these two key 

elements firmly in place, the time has come to empower Pennsylvania’s consumers to drive 

future innovation in the electricity market (as they are doing in nearly every other industry).  The 

implementation and subsequent innovation provided by SCB will address the absence of a direct 

relationship between an EGS and its customers – finally resolving one of the most significant 

reasons why customer-focused innovation in this market has stalled.   
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The implementation of SCB aligns with the core principle of the Retail Energy Supply 

Association (“RESA”)1 that “a vibrant and sustainable competitive retail energy market is a 

better alternative for consumers than monopoly-protected utility regulation.”2  As an association 

of EGSs that operate throughout the country, the member companies of RESA have significant 

experience operating in numerous competitive markets with varying market structures.  These 

experiences include issuing SCBs in other jurisdictions and also developing products and 

services to compete with other EGSs for customers in those jurisdictions with SCB.3  Because of 

the diversity of its member companies in terms of size, scope and operations, RESA is in a 

unique position to evaluate SCB.  In the collective experience of RESA’s member companies, 

SCB and utility consolidated billing (“UCB”) are not mutually exclusive market models.  Rather, 

the availability of both billing options enhances the quantity and diversity of competitive offers 

that are available to customers.  Moreover, the implementation of SCB will result in enhanced 

consumer protections by providing consumers with an improved understanding of electric retail 

competition.  Consumers will understand exactly who their supplier is and what their supplier is 

providing.  In turn, consumers will have a much broader view of their options (such as value 

added products and services) and the end result will be more satisfied customers.   

                                                 

1  The comments expressed in this filing represent the position of the Retail Energy Supply 
Association (RESA) as an organization but may not represent the views of any particular member 
of the Association.  Founded in 1990, RESA is a broad and diverse group of twenty retail energy 
suppliers dedicated to promoting efficient, sustainable and customer-oriented competitive retail 
energy markets.  RESA members operate throughout the United States delivering value-added 
electricity and natural gas service at retail to residential, commercial and industrial energy 
customers.  More information on RESA can be found at www.resausa.org. 

2  See https://www.resausa.org/about-us.  
3  Since its market first opened to competition in 2002, Texas has exclusively relied on SCB.   

http://www.resausa.org/
https://www.resausa.org/about-us
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RESA appreciates the Commission’s desire to continue to investigate SCB and looks 

forward to participating in this proceeding to provide whatever assistance the Commission and 

other stakeholders may deem useful.  To that end, the purpose of these Comments is to provide 

RESA’s feedback regarding the “Topics Designed to Guide the Discussion” that were included 

as an attachment to the Commission’s March 27, 2018 Secretarial Letter.4   

In addition to these Comments, RESA specifically requests that it be permitted to present 

testimony during the June 14, 2018 en banc hearing.  As noted in its March 12, 2018 letter filed 

in this docket, RESA supports the view that all interested stakeholders should be permitted to 

participate in the hearing (even if doing so requires additional days of hearings).5  Given the 

potential benefit to consumers that would result from implementing SCB, ensuring that a 

complete record is produced for the benefit of the Commission’s consideration is important.  

Allowing all interested stakeholders to share their perspectives is critical to developing that 

complete record.  RESA also respectfully suggests that the Commission consider organizing the 

panels based on topic areas rather than by aligned stakeholders.  A structure such as this would 

enable the Commission to address all viewpoints on a particular topic rather than being limited to 

one particular stakeholder’s view on all of the topics (or those of interest to the stakeholder).  

                                                 

4  RESA has always been a strong proponent of SCB and has submitted various comments, 
testimony and other filings to the Commission in dockets over the years expressing its support.  
As related to this specific proceeding, RESA submitted Comments and Reply Comments at 
Docket No. P-2016-2579249 and respectfully requests that they be incorporated herein by 
reference.  Petition of NRG Energy, Inc. for Implementation of Electric Generation Supplier 
Consolidated Billing, Docket No. P-2016-2579249, Comments of the Retail Energy Supply 
Association dated January 23, 2017 (“RESA NRG SCB Comments”) and Reply Comments of the 
Retail Energy Supply Association dated February 22, 2017 (“RESA NRG SCB Reply 
Comments”)  

5  En Banc Hearing for Supplier Consolidated Billing, Docket No. M-2018-2645254, Retail Energy 
Supply Association Letter dated March 12, 2018 at 2. 
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RESA respectfully urges the Commission to consider these structural suggestions as a way to 

ensure that a full and complete record is developed on this very important topic. 

RESA cannot emphasize enough its view that implementation of SCB as a billing option 

is an important and necessary evolution of the retail electricity marketplace which will allow 

EGSs to begin delivering on the original promises of technological and services-related 

innovation that were an integral part of the Electricity Generation Customer Choice and 

Competition Act (“Choice Act”).6  The end result will be a modern, electricity marketplace 

where Pennsylvania consumers will finally have the opportunity to: (1) truly capitalize on all the 

work that has already been completed regarding the retail electricity market; (2) take full 

advantage of the exciting and continually evolving advances in technology; and, (3) exercise real 

power and influence over the electricity products and services that are made available to them.  

RESA respectfully submits that focusing on how to achieve this result should be the primary 

focus of this proceeding in light of the significant positive benefit to the public.  As this 

Commission and stakeholders have proven many times over the twenty years since passage of 

the Choice Act, the multitude of details necessary to make SCB a reality can be reasonably 

addressed through strong leadership from the Commission and the collaborative efforts of 

stakeholders.   

                                                 

6  66 Pa. C.S. §§ 2801-2812. 
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II. COMMENTS 

A. Legal:  Implementing SCB Is Consistent With The Law And Intent Of The 
Competition Act 

1. Implementing SCB will allow EGSs to begin to deliver on the original 
promises of technological and services-related innovation which are an 
integral part of the Choice Act 

As well-explained in an in-depth white paper prepared by Dr. Philip R. O’Connor, the 

transition to competition in the electric industry in Pennsylvania and other states was neither 

“precipitous or incautious” as legislation at the state level to allow retail electricity supply 

competition “was preceded by more than a decade of questioning, discussion and debate.”7  

Ultimately, in Pennsylvania and elsewhere, the determination was made that promoting market 

competitive forces would deliver greater value to customers and society than only allowing 

traditional regulation.  As summarized below, this judgment is reflected throughout various 

provisions of the Choice Act which make clear that its purpose is to ensure that consumers have 

the power to choose an EGS.   

• 66 Pa. C.S. § 2802(3):  “Because of advances in electric generation technology 
and Federal initiatives to encourage greater competition in the wholesale electric 
market, it is now in the public interest to permit retail customers to obtain direct 
access to a competitive generation market…” 

• 66 Pa. C.S. § 2802(5):  “Competitive market forces are more effective than 
economic regulation in controlling the cost of generating electricity.” 

• 66 Pa. C.S. § 2802(7):  “This Commonwealth must begin the transition from 
regulation to greater competition in the electricity generation market to benefit all 
classes of customers and to protect this Commonwealth’s ability to compete in the 
national and international marketplace for industry and jobs.” 

• 66 Pa. C.S. § 2802(12):  “The purpose of this chapter is to modify existing 
legislation and regulations and to establish standards and procedures in order to 

                                                 

7  See Attachment A, Philip R. O’Connor, Restructuring Recharged: The Superior Performance of 
Competitive Electricity Markets 2008-2016, April 2017 (“O’Connor Report”), at 9-10. 
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create direct access by retail customers to the competitive market for the 
generation of electricity. . .” 

• 66 Pa. C.S. § 2802(13):  “Under current law and regulation there exists some 
competition in the wholesale market . . . but the generation, transmission, 
distribution and retail sale of electricity is provided generally by the public 
utilities under bundled rate regulated by the commission.  The procedures 
established under this chapter provide for a fair and orderly transition from the 
current regulated structure to a structure under which retail customers will have 
direct access to a competitive market for the generation and sale or purchase of 
electricity.” 

• 66 Pa. C.S. § 2802(14):  “This chapter requires electricity utilities to unbundle 
their rate and services and to provide open access over their transmission and 
distribution systems to allow competitive suppliers to generate and sell electricity 
directly to consumers in this Commonwealth.” 

• 66 Pa. C.S. § 2804(2):  the Commission “shall allow customers to choose among 
EGSs in a competitive generation market through direct access…  Customers 
should be able to choose among alternatives such as firm and interruptible 
service, flexible pricing and alternate generation sources, including reasonable 
and fair opportunities to self-generate and interconnect.  These alternatives may 
be provided by different [EGSs].” 

• 66 Pa. C.S. § 2806(a) – “all customers . . .  shall have the opportunity to purchase 
electricity from their choice of EGS. The ultimate choice of the EGS is to rest 
with consumer.” “The generation of electricity shall no longer be regulated as a 
public utility service.” 

In furtherance of these statutory directives, the Commission has undertaken numerous 

tasks to establish a strong regulatory framework within which competition could develop.  An 

integral part of these initiatives is to ensure that consumers are well-educated about how the 

competitive market works and that their shopping decisions are honored in a timely manner.  The 

absence of SCB in today’s market, however, restricts these goals because the UCB-only bill is 

confusing and EGSs cannot establish a direct relationship with their customers.  
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In a truly competitive electric market, where EGSs are competing with one another to 

serve customers,8 the result is a variety of products and services that deliver to consumers 

technological and services-related innovation – consistent with the purposes and intent of 

policymakers and the legislature at the time the Choice Act was adopted.9  As will be discussed 

further in Section II.B below, adding SCB as a billing option for consumers will enable a 

multitude of new and exciting competitive products and services focusing on what consumers 

want.  This outcome is perfectly consistent with the direction provided to the Commission in the 

Choice Act.   

While – as noted by the Commonwealth Court – there are other “important concerns” 

also addressed in the Choice Act (e.g., ensuring adequately-funded, cost-effective, and affordable 

programs exist to provide low-income customers affordable electric service), the “overarching 

goal of the Choice Act is competition.”10  Importantly, nothing about these “other” provisions in 

the Choice Act prohibit the Commission from implementing SCB.  On the contrary (and as 

discussed further below in Section II.C), giving consumers access to the choices made available 

through SCB – regardless of the consumer’s financial means – is consistent with the authority 

                                                 

8  It should be noted that the presence of the EDC as a “competitor” with whom EGSs must also 
compete creates an unequal playing field given the EDC’s historical role as the monopoly 
provider and its current role as the provider of last resort.  In addition, EDCs are able to seek cost 
recovery from captive ratepayers for costs that EGSs also incur (for example, compliance with 
AEPS requirements) but do not have a captive ratebase from which to recover the costs.  Because 
of inherent EDC advantages, the ability of consumers to “choose” an EDC’s default service or an 
EGS product is not truly competition.  For “true competition,” the products and services available 
to consumers must be developed in a competitive market where all the providers have an equal 
and fair opportunity to compete with one another.   

9  Attachment A, O’Connor Report at 5-13. 
10  Coalition for Affordable Utility Services and Energy Efficiency in Pennsylvania v. PUC, 120 

A.3d 1103-1104, 1106 (Pa. Commw. Ct. 2015), appeals denied, 136 A.3d 982 and 136 A.3d 983 
(Pa. 2016) at 1103-1104, 1106.   
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and direction set forth in the Choice Act and provides consumers the maximum opportunity to 

choose the products and services that best address their unique circumstances.   

2. Implementation of SCB is necessary in light of current EDC practices 
that create an unfair competitive advantage for EDCs 

At the time it adopted the Choice Act, the Legislature recognized that: (1) the power of 

choice is meaningless if no competitive offers are available; and, (2) the then-existing monopoly 

market structure in place restricted customer choice (because the monopoly EDCs had been 

providing the only supply service).  Accordingly, the Choice Act sets forth specific directives 

regarding interactions between the EDCs and EGSs.  More specifically, the Choice Act requires 

that EDCs provide EGSs nondiscriminatory access to the EDC’s transmission and distribution 

system on “rates, terms of access and conditions that are comparable to the utilities own use of 

its system.”11  The Choice Act also empowers the Commission to take steps to prevent 

anticompetitive or discriminatory conduct and to investigate “the impact on the proper 

functioning of a fully competitive retail electricity market. . . anticompetitive or discriminatory 

conduct affecting the retail distribution of electricity.”12  

Consumers today want seamless experiences via technology and demand business models 

that enable customer-specific customization and direct interaction between the consumer and the 

                                                 

11  66 Pa. C.S. § 2803 (Direct Access is defined as “The right of electric generation suppliers and 
end-use customers to utilize and interconnect with the electric transmission and distribution 
system on a nondiscriminatory basis at rates, terms and conditions of service comparable to the 
transmission and distribution companies’ own use of the system to transport electricity from any 
generator of electricity to any end-use customer.)(emphasis added); 66 Pa. C.S. § 2804(6) (“A 
public utility that owns or operates jurisdictional transmission and distribution facilities shall 
provide transmission and distribution service to all retail electric customers in their service 
territory and to electric cooperative corporations and electric generation suppliers, affiliated or 
nonaffiliated, on rates, terms of access and conditions that are comparable to the utilities own use 
of its system.”) (emphasis added). 

12  66 Pa. C.S. §§ 2811(a) and (b). 
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product provider.13  This change is occurring with respect to energy.  Instead of one-size fits all 

utility service, today’s energy industry is marked by the increased customer adoption of new 

technologies to manage energy consumption and alternatives to traditional utility energy 

solutions.  Trends such as the deployment of roof-top solar, connected home devices like smart 

LED lighting and thermostats, energy efficient appliances, the emergence of home battery 

storage, and other technology and service innovations are changing the way consumers think 

about energy.  This type of innovation is exactly why Pennsylvania and other states embarked 

upon electric restructuring in the first place.  Outside of Pennsylvania, the competitive retail 

energy landscape is evolving to create synergistic ways to bundle products and services to 

provide greater overall value to consumers.  In Pennsylvania, however, EGSs face significant 

obstacles in their ability to bring such innovations to market within the current UCB/POR 

structure while, at the same time, EDCs embark upon various practices to leverage their 

ratepayer supported systems in an effort to try to capitalize on current consumer trends.  The 

practical, real-world effect of these actions are that EDCs are using ratepayer funded assets and 

resources to deepen their already existing unfair competitive advantage while – at the same time 

– blocking the ability of EGSs to have a fair opportunity to compete.   

By way of example, the FirstEnergy Companies are actively promoting non-commodity 

products and services via the EDCs’ call centers, new customer welcome packets, bill inserts and 

FirstEnergy’s Smartmart website.14  The use of bill inserts enables the EDCs to leverage their 

                                                 

13  See Attachment B, Pat Conroy, Kim Porter, Rich Nada, Barb Renner, Anupam Naurla, Consumer 
Product Trends Navigating 2020, Deloitte University Press (June 25, 2015) (“Deloitte Consumer 
Product Trends Study”) at 11. 

14  Allowing utilities to offer competitive products and services is not consistent with the initial 
purpose of restructuring to open the market to competitive suppliers and to (at least initially) limit 
utilities to the provision of default service.   
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ratepayer-funded billing system and their exclusive right to bill consumers to promote non-

commodity products and services – something EGSs are not permitted to do through UCB.  

Additionally, FirstEnergy’s Smartmart website is promoted through each of the Pennsylvania 

EDC-specific websites under the “Products Tab” of the primary website banner.  This placement 

receives positioning on the website.  Notably absent from this “Products Tab” is any mention of 

retail electric choice, which is relegated to the Pa Power Switch and General Information 

sections at the bottom of the webpage.  FirstEnergy also promotes the ability of consumers 

selecting these products to pay for them on the EDCs’ utility bill – telling potential customers 

that “We offer a convenient payment plan with no money down and low monthly payments on 

your electric bill.”15   

Actions such as these by the EDCs create a significant competitive disadvantage for 

EGSs because EGSs do not have the ability to: (1) directly bill their customers; and, (2) provide 

options through that billing relationship to expand their product offerings and services in the 

same way the EDCs can.16  Thus, the current practices of the EDCs combined with the lack of 

                                                 

15  See Attachment C, RESA Exhibit RJH-14, FirstEnergy’s Discovery Response to RESA Set I, 
Nos. 12, 13, and 15 at page 9 of 48.  Submitted as part of the record on April 10, 2018.  Joint 
Petition of Metropolitan Edison Company, Pennsylvania Electric Company, Pennsylvania Power 
Company and West Penn Power Company for Approval of their Default Service Program, Docket 
No. P-2017-2637855, P-2017-2637857, P-2017-2637858, P-2017-2637866, Recommended 
Decision pending. 

16  EGSs are specifically prohibited from including anything beyond “basic” commodity products 
through the POR program.  See, e.g., PECO Supplier Tariff Page 94, Billing Service Options, 
Section 13 (“Upon request, an EGS shall provide a written certification to the Company that the 
Supplier is providing only basic electric supply to Customers billed under Consolidated EDC 
Billing. Basic electric supply is defined as follows: energy (including renewable energy) and 
renewable energy or alternative energy credits (RECs/AECs) procured by an EGS, 
provided that the RECs/AECs are bundled with the associated delivered energy. Basic 
electric supply does not include a non-generation product (e.g., service contract for 
appliances, or payment for energy reductions such as demand response products), or 
renewable or alternative energy credits that are not associated with delivered energy. For 
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SCB serve to deepen the already unfair competitive advantage the utility has by virtue of its role 

as the historical monopoly provider and provider of last resort.  The Commission is compelled by 

the Choice Act to redress this situation and this legal obligation cannot be casually dismissed or 

deemed any less important than other requirements the Commission needs to consider regarding 

consumer protections.  If EDCs are permitted to continue to solidify their competitive advantage 

in ways that shut out the EGSs, the end result will be to effectively eliminate all EGSs from the 

marketplace.  Not only would this be the exact opposite of what the Choice Act intended, but it 

would be a bad result for consumers. 

B. Impact On The Market:  Implementing SCB Will Lead To Significant 
Positive Benefits For Consumers  

1. SCB Promotes Consumer Driven Innovation Which Maximizes 
Infrastructure Investment That Can Lead To Broader Societal Benefits 

Today consumers are moving beyond binary choices (i.e., “is the light on or off”) to 

make electricity use more efficient, economic and convenient (i.e., “I can now program my 

thermostat to increase the temperature by a few degrees when I’m at work and begin to cool the 

house an hour before I get home.”).  This consumer desire for empowerment is at the heart of the 

worldwide digital revolution and is driven, in part, by advances in communications, information 

analysis and management, Wi-Fi connected devices, energy controls and decision assistance.  

The rapid adoption of AMI and other smart grid technology will open a myriad of product 

development and value-added service possibilities for competitive electric suppliers.17   

The interval level data available now through smart meters allows competitive electric 

suppliers to develop specialized products such as free electricity on weekends or evenings, 

                                                 

residential Customers, basic electric supply shall not include early contract cancellation fees, late 
fees or security deposits assessed by an EGS.”) 

17  Attachment A, O’Connor Report at 29-30. 
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demand response solutions which can help customers reduce usage, as well as prepaid electricity 

plans coupled with real-time, daily alerts to customers regarding their actual usage (giving 

consumers the information necessary to take proactive measures regarding future 

consumption).18  Customers can also easily access their interval level data through their 

computer or smart phone which provides them insight on when and where they use energy.   

Additionally, because competitive electric suppliers must offer more than the “lowest” 

price if they want to attract and retain customers, most competitive electric suppliers in the 

market today have affiliated or partnered with service and technology companies that broaden 

and deepen the consumer value proposition.  For example, some electric suppliers are working 

with major airlines to offer frequent flyer miles, as well as other types of rewards for customers 

including bundling electricity with cable and Internet service.  Other suppliers provide residential 

customers with digital games and contests that encourage energy efficiency and can educate 

children about energy usage.  Still others offer an array of smart thermostats, smart home 

automation, energy efficiency products, and various applications to automate home energy and 

appliances.19   

The key to capitalizing on this innovation is enabling EGSs to directly connect with their 

customers.20  A direct connection permits consumer empowerment: (1) the consumer is in 

                                                 

18  An recent analysis of the energy efficiency implications of prepaid electricity service suggests 
that it could save 9.6% of average daily energy consumption.  See The Electricity Journal, “Can a 
daily electricity bill unlock energy efficiency? Evidence from Texas, Volume 31, Issue 3 (April 
2018).  Article available at:  https://www.sciencedirect.com/journal/the-electricity-
journal/vol/31/issue/3  

19  Attachment A, O’Connor Report at 25-26.  
20  See RESA’s NRG SCB Comments at 6 (“The most exciting and popular trends in today’s 

economy all revolve around new, disruptive or more direct and dynamic ways to engage the 
consumer…” and the “one common tread to all of these innovations” is a direct connection to the 
customer.  “Connecting passengers to drivers via a smart phone app.  Connecting guests to a host 

https://www.sciencedirect.com/journal/the-electricity-journal/vol/31/issue/3
https://www.sciencedirect.com/journal/the-electricity-journal/vol/31/issue/3
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control of the products/services he/she is receiving; and, (2) EGSs can learn what their customers 

want so that those products can be developed and brought to market.  A direct connection is the 

only way for EGSs to create seamless experiences for the customer, leverage current 

technological advances (e.g., smartphone applications), permit customer engagement and allow 

for customization.  As more fully explained in a study from 2015 by Deloitte, these consumer 

desires and trends are not going away and businesses need to find a way to reform to 

accommodate them.21   

Today in Pennsylvania, EGSs are without options to satisfy consumers in this regard.  For 

residential customers, UCB is the only realistic billing option available for EGSs because these 

customers want the convenience of a single consolidated bill.  Separate billing from the EDC and 

the EGS (i.e. dual billing) is confusing and causes some customers to think that they paid their 

total energy bill when they only paid the utility and still have a second bill from an EGS that 

must be paid.  Additionally, the UCB/POR structure prohibiting EGSs from billing anything 

beyond the basic commodity on the UCB leaves EGSs with limited options for offering the 

innovative products and services previously described.  Stated plainly, EGSs interested in 

moving beyond the commodity, building deeper relationships with their customers and offering 

more consumer-driven value cannot achieve these goals within today’s UCB structure.22   

                                                 

via AirBnB.  Connecting a shopper with his or her product, often in only one to two days, via 
Amazon’s fulfillment service.”) 

21  Attachment B, Deloitte Consumer Product Trends Study.  
22  RESA supports SCB as an additional billing option to the current UCB structure that is combined 

with a Purchase of Receivables (“POR”) program.  UCB with POR was particularly successful 
during the initial market development period following expiration of generation rate caps to 
enable new entrants to quickly begin serving customers by leveraging the existing utility billing 
platforms.  However, now that we are past the initial market development phase in Pennsylvania, 
it is time to expand billing options to better enable innovation. 
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Limiting residential customers to UCB deprives consumers of the true innovation that 

only the EGSs competing against one another can provide.  EGSs are entrepreneurs and are 

driven by the need to acquire and retain customers – this is their core purpose.  As such they are 

adept at identifying consumer trends, translating those trends into products that consumers want, 

testing the rate of consumer adoption and reforming products accordingly.  These drivers are 

very different for EDCs, however, because the traditional monopoly regulation model cannot 

effectively keep pace with the evolving marketplace.23  This is because the utility is subject to 

cost-based regulation through which annual expense levels must be scrutinized, justified and 

approved in a rate case.  Under the traditional monopoly model, utility commissioners (not 

consumers) make difficult and often out-of-date decisions about consumer needs or wants.24  

Stated simply, the regulated monopoly model is based on limiting costs by limiting choices 

because traditional regulation imposes rigid, broad-brush pricing, terms and conditions of service 

and customer class definitions.25  In contrast, competitive suppliers are adept at quickly 

responding to changing consumer preferences.  Indeed, competitive suppliers must do this or else 

                                                 

23  Attachment A, O’Connor Report at 23-24. 
24  A good example of this is PECO’s attempt to receive Commission approval to offer a prepaid 

meter plan.  PECO filed its petition with the Commission on October 26, 2016.  The Commission 
established a comment and reply comment period that ended on January 16, 2017.  The 
Commission also referred the matter to the Office of Administrative Law Judge who issued a 
Recommended Decision on February 12, 2018.  Exceptions have been filed and the matter is still 
pending a decision from the Commission.  While RESA opposes the offering of a prepaid plan by 
an EDC as such products should be offered by EGSs, the reality is that a year and a half has 
passed since PECO first sought permission from the Commission to implement the new product 
and no final decision has been made yet.  This would not occur in the competitive market as 
EGSs would (and must) respond much more quickly to evolving consumer demands and 
preferences.  See PECO Energy Company’s Petition for Plan for an Advance Payments Program 
Submitted Pursuant to 52 Pa. Code § 56.17; PECO Energy Company’s Petition for Temporary 
Waiver of Portions of the Commission’s Regulations with Respect to the Plan, Docket No. P-
2016-2573023. 

25  Attachment A, O’Connor Report at 29. 
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they will quickly lose customers to their competitors.  Adding SCB as an additional billing 

option will significantly benefit consumers because electricity products will keep pace with both 

technological changes and shifting consumer desires.  This, in the end, is a real win for 

consumers – and one that can only realistically be delivered by the competitive market.  To 

achieve such result, though, EGSs need the ability to establish a direct and meaningful 

relationship with their customers – a pathway which can be provided through SCB. 

2. SCB Will Increase Satisfaction With The Competitive Market To 
Decrease Consumer Complaints And Increase EGS Investment In 
Pennsylvania  

There is no question that the exclusive presence of UCB has created customer confusion.  

Consumers have been encouraged to shop for a supplier while also having to understand that 

their bill will continue to come from the utility notwithstanding their decision to shop.  The 

location of the EGS’s charges on the bill, the expanding use of bill notifications via email in lieu 

of sending the customer a paper bill, and the enrollment of customers through the customer 

referral programs have all lead to confusion among some customers regarding what entity is 

providing which services.  This confusion can lead to informal and formal consumer complaints 

and a resulting dissatisfaction with the competitive market such that these consumers return to 

the EDC never to exercise their right to shop again.   

Adding SCB as a billing option increases transparency for customers which can lessen 

subsequent confusion and/or dissatisfaction with the electric shopping process.  Customers will 

always be certain of who their provider is, what prices they are being charged, whether they have 

been switched, and for what services they are being billed.  Mistakes can be detected and 

addressed much more quickly.  A customer receiving a bill from a new SCB supplier will 

recognize immediately that his or her service was switched because the bills will look different 

and will clearly identify the new service provider.  In Texas, where SCB is the only billing 
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option, allegations by consumers that their service was switched without their authorization have 

averaged 6% of the total customer complaints addressed by the Public Utility Commission of 

Texas since 2003.26  In contrast, some consumers in Pennsylvania continue to be confused about 

what entity is providing them service.  In 2016, by way of example, consumers contacting the 

Commission’s Bureau of Consumer Services questioning whether their service was appropriately 

switched produced the largest volume of competition-related calls (approximately 21% of 

calls).27  Reducing confusion for consumers and creating a more effective way to guard against 

slamming is consistent with this Commission’s goals.    

Also in furtherance of achieving these goals is that consumers will more easily be able to 

directly contact the EGSs for account support services because the EGSs contact information 

will be more easily accessible on the EGS’s bill.  By going directly to the source of their 

questions, customers will be able to directly contact the correct entity to address their concerns.  

As a result of this more direct customer engagement, EGSs will be incentivized to differentiate 

their customer support services from competitors likely resulting in enhanced services (e.g., 24/7 

customer service, enhanced web capabilities and creative bill payment options). 

The benefits of SCB will increase customer satisfaction with the competitive market and 

the volume of consumer complaints will likely decrease.  This has proven true in Texas where 

SCB has been the only billing option since the market opened in 2002 and overall consumer 

                                                 

26  Copies of the Public Utility Commission Texas’ Scope of Competition in Electric Markets of 
Texas reports are available at 
https://www.puc.texas.gov/industry/electric/reports/scope/Default.aspx.  

27  See 2016 Utility Consumer Activities Report and Evaluation dated December 2017 at 8. Report 
available at www.puc.state.pa.us/publications_reports/pdf/UCARE_2016.pdf 
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complaints have trended downward as retail electric competition has taken root.  Between 2008 

and 2017, Public Utility Commission of Texas electric complaints have fallen by 73%.28 

 

3. Increased Customer Satisfaction Will Drive Even More Investment By 
EGSs Into The Pennsylvania Market 

For the reasons discussed in the previous two sections, SCB is a critical consumer 

protection that enables customers to be more fully informed about their choices resulting in 

increased customer satisfaction.  As a result, more EGSs will want to invest in the Pennsylvania 

market and develop consumer-focused innovative products and services so that they can acquire 

and maintain more customers.  Increased investment by EGSs in Pennsylvania can lead to 

broader positive societal impacts such as increased jobs, infrastructure investment, greater 

education about retail electric competition and more efficient uses of energy.  These benefits 

reach beyond the previously discussed significant benefits to the consumers of being able to 

choose an SCB supplier.     

                                                 

28  Source: Regulatory Compliance Services, 2017 Year End Scorecard.  See http://www.your-
rcs.com/ 
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C. Low-Income Customers / Assistance Programs:  All Customers Benefit From 
Participation In The Competitive Market 

While RESA fully recognizes and appreciates that the low income customer assistance 

population is a vulnerable group, there is no legal or logical reason to deny them access to the 

competitive market and the innovation that will be made possible if SCB were offered as an 

additional billing option.  All customers should have the same access to competitive market 

alternatives regardless of income level or participation in a utility’s customer assistance program.  

Consumers – regardless of financial status – are in the best position to make a value judgment 

about their energy supply choices and, with SCB, EGSs would compete to serve low income 

customers by offering innovative commodity and non-commodity products that may appeal to 

the specific needs of this customer segment. 

In deference to the concerns expressed by various consumer advocacy groups and the 

Commission’s actions to restrict the shopping ability of some customers participating in EDC 

customer assistance programs, an option that the Commission may wish to consider is a “phase-

in” approach for making SCB options available to low-income customers.  Taking this approach 

would enable the Commission and other interested stakeholders to acquire a better level of 

confidence with the ability of EGSs to manage billing and collections for their customers prior to 

making SCB available to all segments of the population.  To be clear, RESA does not view this 

as necessary, but concerns related to this specific segment of the population should not be relied 

upon as a reason to abandon the concept of SCB altogether because there are ways to craft a path 

forward that address the expressed concerns.     
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D. Collections - Termination:  EGSs Offering SCB Take The Risk Of 
Uncollectible Expense And Must Have Access To All Tools Available For 
Managing That Risk As EDCs Have Today  

As will be discussed further below in Section II.D.1, consumers benefit from assigning 

the risk of uncollectible accounts expense to EGSs in the SCB model because the overall amount 

of non-payment expense that EDCs recover from all utility ratepayers will be reduced.  This is 

because EGSs cannot recover their uncollectible amounts from all utility ratepayers like EDCs.  

Rather, each EGS offering SCB will have to determine how to absorb the costs of non-payment 

and, because they are competitive market entities, will be constrained from passing on the 

expense through the prices offered to consumers. 

For EGSs to be willing to take on this risk, however, EGSs offering SCB must have 

access to the same collections tools available to EDCs today.  In other words, under the current 

UCB/POR model, EDCs purchase the receivables of the EGSs and have the ability to pursue 

termination of service when the customer does not pay.  Likewise (as discussed further below in 

Section II.D.2), when the EGS purchases the receivables of the EDC, it too must have the ability 

to pursue termination of service when the customer does not pay.  A failure to create this parity 

between the existing UCB/POR and SCB/POR processes in terms of collections will result in 

EGSs unlikely to offer SCB at all – depriving consumers access to the innovation and that can be 

fostered through the availability of SCB.   

Finally, as discussed more in Section II.D.3 below, concerns with giving EGSs the power 

to terminate are unfounded given the competitive and regulatory environment in which EGSs 

must operate. 
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1. All Consumers Benefit From Assigning The Risk Of Uncollectible 
Accounts Expense To EGSs In The SCB Model 

Most POR programs in Pennsylvania are non-recourse, meaning that the EDC purchases 

the receivables of the EGS and bears the full collection risk.  In other words, the EDC takes on 

the responsibility for collecting payments from the EGS’s customers and the EGS is not required 

to pay the EDC for any unpaid “bad debt.”  Rather, EDCs have the right to seek recovery of the 

bad debt from all utility ratepayers.  Through the UCB/POR model, all customers are at risk of 

paying higher utility charges to pay for the bad debt expense of those customers who have not 

paid their bills.  The less efficient an EDC is at minimizing its bad debt expense, the more all 

customers are asked to pay to cover this inefficiency.   

The SCB model would not operate in the same way because EGSs, unlike EDCs, do not 

have the ability to seek cost recovery for bad debt expense from all utility ratepayers.  Rather, 

EGSs must absorb these costs or factor them into their products and pricing.  Notably, though, 

because they operate in a competitive environment without a captive customer base, EGSs would 

face constraints regarding how much of these costs could be passed on to their customers.29  This 

is a very important distinction to keep in mind when considering how to evaluate concerns 

related to managing collections and terminations under SCB because this significant structural 

difference has a direct impact on the costs all customers are expected to bear related to bad debt 

expense.  Viewed in this light, the SCB model is superior because it lessens at least some of the 

socialized cost of bad debt that would otherwise be passed on to all utility ratepayers.   

                                                 

29  Because they already operate in a competitive market and in jurisdictions where they are able to 
offer SCB, EGSs have developed efficient billing and collection practices to manage the negative 
impact of bad debt expense on their business and/or the products and services they can offer.  
However, as discussed more in Section II.D.2, a key component of these practices must include 
the ability to terminate service for non-payment. 
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2. EGSs Offering SCB Must Have Access To The Same Collections Tools 
Available To EDCs Through The UCB/POR Model 

In addition to their ability to seek cost recovery from all utility ratepayers for bad debt 

expense under the existing UCB/POR model, EDCs also have the ability to terminate service to 

non-paying customers (including EGS customers).  As discussed in the previous section, EGSs 

offering SCB would assume the risk of bad debt and would not seek recovery of bad debt from 

utility ratepayers.  However, the only realistic way EGSs could assume this risk is by having the 

same right to terminate service to non-paying customers as EDCs are able to do through the 

UCB/POR model.  

In the same way that the current UCB/POR model permits all of the bad debt expense to 

be equally treated (i.e. borne by all utility ratepayers), the SCB/POR must provide parity 

regarding the collections tools available.  When the EDC purchases the receivables of the EGS 

through the UCB/POR, it has the ability to manage bad debt through the right to terminate 

service for non-payment.  Shifting the risk over to EGSs through SCB, but not permitting them 

to terminate service for non-payment, denies EGSs the tools necessary to manage the bad debt 

risk they are now required to assume.  It is not likely that this type of SCB model would be 

attractive for EGSs such that they would be willing to participate.  In a marketplace where the 

EDC continues to be the default service provider and enjoys the brand recognition that it has 

built over decades of monopoly service – due in large part to the ability of the EDC to send a bill 

to every customer every month – allowing disparities between how the EDCs and the EGSs can 

manage their uncollectible accounts exposure only deepens the unfair advantages that EDCs 

currently enjoy and is a disservice to customers.   

It is also important to remember that terminating service to customers is not something 

that EGSs would prefer to do.  At the core, EGSs want to keep their existing customers and 
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service termination is more likely to be the “last resort” for EGSs whose primary purpose would 

be to make the situation feasible for the customer to continue with the EGS rather than 

terminating service altogether.  Thus, EGSs would likely seek to offer the customer a different 

product or service that may be more affordable.  EGSs would also develop innovative credit 

management solutions in an effort to retain customers.  This could include a variety of bill 

payment and deposit options that will help customers pay their bill and remain with the EGS.  

The ability to terminate service to non-paying customers, however, is fundamental for SCB to 

work because it is an important tool to motivate the non-paying customer to enter into an 

alternate arrangement with the EGS.    

3. EGSs Will Comply With Commission Requirements 
Regarding concerns about the ability of EGSs to satisfy the Commission’s specific 

collections and terminations practices, it is important to remember that EGSs are well-versed in 

managing differing and complex regulatory requirements and maintaining compliance with these 

requirements.  Many EGSs operate in multiple jurisdictions that have varying rules and 

regulations that must be followed.  An EGS that repeatedly violates a state’s specific rules will 

face costly consumer complaints, regulatory actions, and the possible revocation of its authority 

to operate.  As an EGS’s very survival depends on acquiring and maintaining customers and 

remaining in good standing to operate, there is no reason to expect that EGSs issuing a 

consolidated bill will be unable or unwilling to comply with Pennsylvania’s specific rules and 

regulations related to collections and terminations. 

While EGSs are not “public utilities” as that term is defined under Pennsylvania law, 

Pennsylvania’s retail electricity market – and all EGSs operating in it – is governed by a 

significant number of rules and regulations and directives of the Commission.  These 

requirements are critically important to ensuring the functioning of the competitive market with 
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appropriate customer protections.  Qualified EGSs that have met the prescribed requirements of 

the Commission to offer SCB will be obligated to follow all rules – including those the 

Commission would create to govern SCB as well as those governing disconnection for non-

payment.  The Commission has a long history of adopting and refining rules.  Over time as the 

market has evolved, the regulatory framework continues to ensure that critical consumer 

protections are maintained and regulatory processes already exist to address future unforeseen 

issues that may occur (including an SCB supplier exiting the market).  In sum, neither 

competitive providers nor the competitive market in which they function are “unregulated;” the 

Commission maintains the ability to create the rules under which EGSs must agree to operate 

and this provides a sufficient framework within which to implement SCB.   

E. Mechanics:  The Operational Requirements To Implement SCB Have Been 
Implemented In Other Jurisdictions And Can Be Adapted To Pennsylvania 

While developing the operational protocols necessary to implement SCB will require 

Commission assistance and a collaborative effort from all stakeholders, this is not an 

unsurmountable task without any precedent from which the Commission and stakeholders can 

draw solutions.  Many RESA members issue millions of supplier-consolidated bills monthly to 

customers in Texas, Illinois, Georgia and jurisdictions outside the United States.  The Texas 

market began competitive supplier billing on the first day of market opening on January 1, 2002 

– meaning this jurisdiction has had sixteen years of experience with SCB and many of the 

suppliers operating in Texas are also licensed in Pennsylvania.  Thus, the technical processes that 

are needed to implement SCB have already been developed and tested and would only need to be 

studied and revised to work within the Pennsylvania market.   

Pennsylvania already has a well-developed working group process that help establish the 

practical, operational, and electronic transaction standards for implementing SCB.  Combined 
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with the leadership and technical experience of Commission staff from the Office of Competitive 

Market Oversight (“OCMO”), the Electronic Data Exchange Working Group (“EDEWG”) 

enables the industry to work together to develop the necessary electronic protocols.  EDEWG is 

co-chaired by a representative from an EGS and a representative from an EDC.  EDEWG meets 

on a regular basis and all are invited to participate.  EDEWG is assigned specific tasks by the 

Commission which the members work to resolve and then submit their recommendations to the 

Commission for final approval.  The Commission resolves any disputes and ultimately approves 

the common business processes and standard communication protocols necessary for effective 

utility and supplier interactions.   

Over the past two decades, this process has successfully developed the various protocols 

necessary for EGSs and EDCs to process customer enrollment, instant connects, seamless 

moves, account maintenance, billing, payments, and sharing of customer usage information.  In 

fact, EDEWG has also already scoped out many of the transactions and protocols required for 

SCB.30  Given all the work that has already been done and the fact that other jurisdictions have 

successfully implemented SCB,31 there is every reason to be confident that existing processes 

can successfully develop the operational protocols necessary to implement SCB. 

                                                 

30  EDEWG convened in April 2010 to discuss SCB in the context of EDI requirements and issued a 
report in September 2010.  A copy of this report is available at:  
http://www.puc.pa.gov/electric/pdf/OCMO/SCB_EDEWG.pdf  

31  In Maryland, for example, the utilities have expressed their willingness to work through the 
operational implementation issues consistent with the direction provided to them by the 
Commission.  See, Response to Bench Request and Reply Comments of Baltimore Gas and 
Electric Company, Potomac Electric Power Company, and Delmarva Power & Light Company, 
Case No. 9461, dated March 7, 2018 at 3 (“The Joint Utilities will develop specific details with 
the stakeholders based on the direction of the Commission.”)  Comments available at: 
http://webapp.psc.state.md.us/newIntranet/Casenum/NewIndex3_VOpenFile.cfm?FilePath=C:\Ca
senum\9400-9499\9461\\32.pdf.  

http://www.puc.pa.gov/electric/pdf/OCMO/SCB_EDEWG.pdf
http://webapp.psc.state.md.us/newIntranet/Casenum/NewIndex3_VOpenFile.cfm?FilePath=C:%5CCasenum%5C9400-9499%5C9461%5C%5C32.pdf
http://webapp.psc.state.md.us/newIntranet/Casenum/NewIndex3_VOpenFile.cfm?FilePath=C:%5CCasenum%5C9400-9499%5C9461%5C%5C32.pdf
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F. Possible Alternatives:  No Other Alternative To SCB Will Achieve The 
Degree Of Positive Customer Impacts That Will Result From 
Implementation Of SCB 

SCB is the optimal way to enable EGSs to create a direct relationship with their 

customers that will empower those customers to drive the innovation that they want.  Any other 

alternative will not achieve the same end result and will have the negative effect of enabling 

EDCs to further entrench their already existing competitive advantage.32  For these reasons, 

RESA respectfully urges the Commission to implement SCB and maintain the focus of all 

stakeholders on designing the pathway to achieve that end result. 

III. CONCLUSION 
Retail markets are not static and the Commission must continue to evolve its policies to 

reflect market realities and experiences.  If the telecommunications industry were still stuck in 

the billing models of the early days of telecommunications restructuring, today’s consumers 

would not have services like Voice-Over-Internet-Protocol (“VoIP”), triple-play bundles with 

their cable television service or unlimited free international long distance calling.  Given today’s 

current market realities and the consumer-driven innovation that SCB can provide, RESA urges 

the Commission to maintain its national leadership position by continuing to evolve its retail 

market design policies and direct the implementation of important and constructive retail market 

design structures like SCB.  The desire of a provider of a product to directly bill the consumer of 

that product is not a novel idea nor should it be viewed as a “radical” idea in the context of the 

retail electricity market.  Consumers are billed this way every single day by every other provider 

of goods and services they consume.  In short, they expect it.  Thus, finding ways to empower 

                                                 

32  See Section II.A.2 for a fuller discussion of this issue. 
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consumers should be a shared goal among regulators and stakeholders because this is the best 

way to serve the public interest.   

 Respectfully submitted, 
  

 
 
 

 Deanne O’Dell, Esquire 
(Pa. Attorney ID No. 81064) 
Kristine E. Marsilio, Esq 
(Pa. Attorney ID No. 316479) 
Eckert Seamans Cherin & Mellott, LLC 
213 Market Street, 8th Fl. 
Harrisburg, PA  17108-1248 
717 237 6000 
dodell@eckertseamans.com 
kmarsilio@eckertseamans.com  
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Figure 6: Percentage of Load Switched in the 14 Compe��ve Jurisdic�ons
The great majority of eligible load in the choice jurisdic�ons is served by compe��ve suppliers
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Choice vs. Monopoly States, 2008-2016
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Figure 8: Commercial Weighted Average Percentage Price Change, 
Choice vs. Monopoly States, 2008-2016
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Figure 11: Nominal Weighted Average Percentage 
Price Change by Customer Class, Choice vs. Monopoly 
States, 2008-2016
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Figure 12: Infla�on-Adjusted Weighted Average 
Percentage Price Change by Customer Class, 
Choice vs. Monopoly States, 2008-2016
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Figure 13: State Ranking — Residen�al Price Percentage
Change 2008-2016
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Figure 15: State Ranking — Industrial Price Percentage Change
2008-2016
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Figure 17: “Effec�veness” Ra�os, 1997-2016 
[Summer Capacity (Δ%)]/[Consump�on (Δ%)]
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Figure 18: Change in Resource Adequacy Factors, 1997, 
2008 and 2016 (Genera�on Output/Consump�on)
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Figure 19: Change in Capacity Factors, 1997, 2008 
and 2016 (Genera�on Output/Consump�on)
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Figure 20: “Potency” Ra�os, 1997-2016 
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SECTION 4: COMPETITIVE INNOVATION
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customer choice markets.
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Under the choice model, the customer is at center stage. Customers are dealt with in a far 
-

proving regulatory agency.

no longer prevail. New dynamics and challenges make clear the inability of the monopoly 

is painfully unsuited.
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SECTION 5: UNSUSTAINABLE MONOPOLY 
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Figure 21: The Correla�on of GDP & Electricity Consump�on Has Weakened
U.S. electricity use and economic growth, 1950–2040
Percent growth (3-year compound annual growth rate) and trend lines
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Figure 22: State Ranking — Consump�on Percentage Change
2008-2016
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Figure 23: Genera�on Percentages by Energy Type in the
14 Compe��ve Jurisdic�ons, 2008 – 2016
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Figure 24: Genera�on Percentages by Energy Type in the
35 Monopoly States, 1990 – 2016
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Figure 25: Genera�on Percentages by Source in
the Lower 49 Jurisdic�ons, 1990-2016
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Customer empowerment is at the heart 

monopoly model, however, is based on 

managers and regulators can divine customer 
needs and that customer preferences are of 
marginal relevance.
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altering the electricity world are the result of 
fundamental developments in the economy 

to recede in order to accommodate the 
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SECTION 6: THE PATH TO REFORM AND  
RESTRUCTURING
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are adopted, the sooner consumers will reap the value.
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TABLE 7: FIVE DIMENSIONS OF RESTRUCTURING

Dimension of Reform Features of Reform
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Executive summary: Rough 
seas likely ahead

CONSUMER product companies and retail-
ers face a confluence of rapidly evolving 

technologies, consumer demographic shifts, 
changing consumer preferences, and economic 
uncertainty. These dynamics have the potential 
to undermine not only historical sources of 
profitable growth but also historical sources of 
competitive advantage, and render traditional 
operating models obsolete. 

In this rapidly evolving, low-growth, and 
margin-compressed environment, clear strate-
gic direction and coordinated efforts are not all 
that should be pursued. Speed of execution and 
completeness of action are just as important, if 
not more important, to consider.

Because no one knows exactly how mar-
ketplace dynamics will eventually play out 
over the next five years, consumer product 
companies should be prepared to operate amid 
uncertainty. Yet preparing for an uncertain 
future in 2020 is particularly difficult. The 
undercurrents in play place stress on the con-
sumer product company’s traditional sources 
of competitive advantage—scale, brand loyalty, 
and retail relationships—and the operating 
model that many of these companies are built 
on. Agreeing on strategic actions while not 
being able to agree on what the consumer 
product landscape will likely look like in five 
years is challenging in itself; concurrently mov-
ing rapidly with thoroughgoing actions is even 
more difficult. 

The historical profitability of the consumer 
products industry indicates headwinds imped-
ing performance in a difficult environment. 
Measured by return on assets (ROA), the con-
sumer product industry’s median profitability 
has trended downward over the past 30 years 
(from 5.8 percent in 1980 versus 3.7 percent in 
2013).1 While the bottom quartile of consumer 
product companies has suffered the most 
(1.9 percent ROA to a negative ROA of -5.6 
percent), top performers are also slightly less 
profitable than they were before: Top-quartile 
ROA performers’ ROA fell from 9.2 percent to 
8.1 percent.2 In other words: Collectively, the 
industry has lost steam. 

Furthermore, the US consumer packaged 
goods market is unlikely to grow beyond the 
rate of population growth, and small players 
may be better positioned to take market share 
from traditional industry leaders. Perhaps 
the slowdown in return on assets is partially 
because many companies are neither bold 
enough in their plans, nor fast enough in their 
actions. To help consumer product executives 
prepare for change and uncertainty, this article 
presents five potential “undercurrents” that 
may impact the consumer product industry in 
2020—marketplace undercurrents whose exact 
direction and pace, while still unknown, can 
be broadly identified today—that companies 
should keep in mind as they try to chart a clear 
path to 2020 and beyond.
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Undercurrent 1: Unfulfilled 
economic recovery for core 
consumer segments

The economy will likely continue to stag-
nate, and may give rise to increased income 
bifurcation, middling level of consumer confi-
dence, and a struggling middle class.

The likely consequence: Core consumer 
segment(s) will experience minimal income 
growth at best.

Challenge to current model: Channel 
strategy and product portfolio shift to meet 
new price points.  

Undercurrent 2: Health, 
wellness, and responsibility as 
the new basis of brand loyalty

Emotional ties to national brands will likely 
decline due to growing consumer discon-
tent with large companies’ perceived values, 

coupled with increased consumer focus 
on personal health, the environment, and 
social impact. 

The likely consequence: Companies will 
experience greater pressure to better align 
offerings and activities with consumer interests 
and values.

Challenge to current model: Tremendous 
shifts are likely in brand portfolio, innovation 
strategy and capabilities, and ecosystem part-
ners as companies move toward a health and 
wellness platform. 

Undercurrent 3: Pervasive 
digitization of the 
path to purchase

Concurrently new marketing channels to 
reach consumers, the convergence of sales and 
marketing environments, and the growth of 
disruptive retail models emerge. Traditional 
brick-and-mortar business models may be dis-
mantled as consumers fully embrace digital. 

Graphic: Deloitte University Press  |  DUPress.com

Figure 1. Rough seas ahead: Five undercurrents in the consumer products industryFigure 1. Rough seas ahead: Five undercurrents in the consumer products industry
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The likely consequence: The lion’s share 
of consumer spend and activity—promotion, 
search, and procurement—will take place over 
digital channels. 

Challenge to current model: Traditional 
marketing and channel economies of 
scale dissipate, with many more paths to 
the consumer and many more convenient 
options for consumers to make initial and 
recurring purchases.

Undercurrent 4: Proliferation 
of customization and 
personalization

Consumer spending will likely shift toward 
customized products and experiences across a 
broad range of consumer products.

The likely consequence: Customization of 
both the product and the end-to-end shopping 
experience will be critical to capturing value. 

Challenge to current model: The value of 
mass-production economies of scale is under-
cut by new business models based on custom-
ization and delivery of individual units. 

Undercurrent 5: Continued 
resource shortages and 
commodity price volatility

The cost and cost volatility of key packaged 
goods inputs will likely continue to increase. 

The likely consequence: More frequent 
shortages of natural resources, including water, 
will cause more supply chain disruptions. 

Challenge to current model: Traditional 
commodity management strategies are increas-
ingly insufficient to guarantee supply, harness 
innovation, and align with social responsibility.

These potential undercurrents are not 
mutually exclusive. Rather, companies should 
consider being prepared to steer a winning 
course even if two or more of these concur-
rently occur. By highlighting these uncertain-
ties, we hope to not only provoke leadership 
team discussion, but also bring about action. 
Consumer product companies should consider 
taking steps to guard against being thrown off 
their charted course by these undercurrents—
or they may find themselves capsized by a 
future that takes them by surprise.

Navigating 2020

3



Adrift in uncharted territory

DON’T mistake the momentum of a col-
lection of loosely coordinated projects 

as strategic progress.  In this rapidly evolving 
environment, strategic transformation may 
require concurrently retooling many aspects 
of the operating model. No one wants to set 
sail in a storm with a nearsighted, narrowly 
focused, and overly optimistic captain at the 
wheel—and consumer product executives 
should consider taking care to avoid becoming 
exactly that. 

A confluence of marketplace changes 
(figure 2) means that, for consumer product 
companies, the traditional levers for build-
ing loyalty are likely becoming less and less 
effective. Consumer product companies are 
complex, and nearly every organizational 
and process area is impacted by these rapidly 
changing industry dynamics. Brand and prod-
uct portfolios designed for traditional econo-
mies of scale may no longer seem relevant. The 
shift toward new, as-yet-unproven digital mar-
keting vehicles—by consumers and companies 
alike—could heighten the need to discover 
how to develop a better end-to-end consumer 
experience. The downward trend in profit-
ability for both big and small players suggests 

the need to revisit the relevance of traditional 
R&D and innovation models. Traditional con-
sumer insight collection techniques, analytical 
models, and decision-making models may not 
be dynamic and granular enough to rapidly 
make pricing and trade promotion decisions 
with more precision. Furthermore, consumers 
and retailers could demand greater variety and 
customization in both product offerings and 
purchase channels.

The rapid pace of change necessitates 
companies to move quickly and completely 
in a coordinated way. Many consumer prod-
uct companies risk being outpaced by these 
uncertainties because they are merely piloting 
projects as a proof of concept, and not rap-
idly moving the entire organization forward. 
Our hope is to not only provide you with a 
guidebook to help you set your course, but 
also to bring about action on these challenges. 
If changes are not made in the near term to 
enhance and fully scale up the capabilities 
of both your organization and your people, 
you may reach a point where both your ship 
and your crew will be irrelevant—preclud-
ing the possibility of smooth sailing into 2020 
and beyond.
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Figure 2. Continuum of marketplace changes and considerations

Current environment Likely future environment Considerations

Channels

Grocery, mass, and club, 
with a few emerging 
formats; relatively 
homogeneous set of 
product portfolio offerings 
across channels

Dozens of formats, all with an 
element of digital commerce. 
More precise portfolio deployment 
by channel due to greater 
understanding of purchase and 
consumption occasions

Need for greater variety and 
customization tailored to channel 
dynamics

Pricing 
Cost-plus pricing Value-based pricing and dynamic, 

personalized promotions
Need to understand and shape 
consumer willingness to pay

Promotions
Weekly promotions based 
on static annual plan

Hourly promotions based on 
dynamic customer signals

Need for faster and more granular trade 
promotion management capabilities 

Basis of consumer 
loyalty

Value Authenticity and value Imperative to align offerings with 
consumers’ interests and values as 
traditional levers for building loyalty 
become increasingly ineffective

Product portfolio 
within brand 
family

Homogeneous Broad variety Shift away from traditional, scale-based 
sources of volume toward scope-based 
portfolios

Innovation focus

New products, primarily 
line extensions

Encompasses product offering, 
business configuration, and 
customer experience 

Innovation should focus not just on 
products, but also customer experience, 
channels, delivery, customization, and 
revenue models

Consumer 
insights capability

Manual, self-reported, 
backward-looking

Real-time, forward-looking, 
predictive

Need to develop new sources of 
consumer insight and new analytical 
capabilities 

Consumer 
engagement 
model

One-way, static push 
communication

Two-way, dynamic collaborative 
conversation

Need to discover how to develop an 
end-to-end consumer experience and 
ongoing consumer relationship

Brand-building 
vehicle

Mass advertising Personalized messaging Major shift to new, unproven marketing 
vehicles

Ecosystem

Consolidated set of large 
retailers, consumer product 
manufacturers, and 
traditional suppliers 

Retailers and manufacturers 
coupled with a complex mix 
of nimble startups and digital 
technologists; broadening of the 
ecosystem to players that haven’t 
traditionally been part of the CP 
landscape

Growth now requires effective external 
management of relationships, including 
co-opetition (collaborating with 
competitors) with a variety of players 

Manufacturing 
Long runs of limited SKU 
assortment 

Flexible short runs with greater 
variety/customization 

Need to variabilize or reconfigure 
manufacturing assets 

Distribution 

Full-truckload shipments 
of full pallets; majority of 
volume through traditional 
channel partners

Full pallets to retailers and eaches 
(individual units) to consumers; 
sales via subscription and direct-to-
consumer 

Need to variabilize or reconfigure 
distribution assets

Suppliers

Transactional partners; 
focus on commodity 
acquisition

Integrated partners managing 
scarce resources. Focus on 
commodity preservation, 
agricultural innovation, and social 
impact

Sourcing shifts from resource 
procurement to resource preservation

Talent

Stable workforce with a 
mix of high potentials and 
solid citizens

High-turnover workforce with 
reliance on scarce, in-demand skills

Potential need to incorporate non-
traditional employees into resource 
model; need to develop new talent 
recruitment and retention models 
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Preparing for the journey: 
What might be expected 
along the way

THROUGH our research and analysis of the 
current and anticipated future landscape, 

informed by case studies, executive inter-
views, prior research, and research conducted 
specifically for this report (see sidebar, “About 
this study”) we have identified five “undercur-
rents”—uncertainties which could move in 
directions contrary to the normal course of 
action—that may have the potential to capsize 
unprepared companies.

Undercurrent 1: Unfulfilled 
economic recovery for core 
consumer segments

“We used to be able to be successful serving 
just core consumers in grocers and mass mer-
chandisers, but now we need to be present and 
deliberate in fragmented consumer segments 
and more channels.”—Packaged goods sales 
executive

Our first uncertainty for 2020 relates to 
the economic environment in the United 
States—specifically, whether the continuing 
recovery uniformly helps consumers at all 
income levels. If the 2020 economy is sluggish, 
with greater income bifurcation between the 
most and least affluent consumers, the middle 
class may struggle to regain its pre-recession 
footing, consumer confidence may decline, 
and income growth may be muted among 
lower-income and middle-class consumers.4 

Fewer consumers self-identify as middle 
class (44 percent in 2014 versus 53 percent in 
2008), and more identify as lower class (40 
percent in 2014 versus 25 percent in 2008).5 
These dynamics likely shaped the recessionary 
mind-set we observed in the 2015 American 
Pantry Study.6 Fifty-eight percent of surveyed 
consumers believed that the US economy 
was currently in a recession in January 2015, 
and 94 percent said that even if the economy 
improved, they would remain cautious and 
keep spending at current levels. This finding 
is of particular concern to many packaged 
goods companies, which traditionally target a 
consumer base composed primarily of lower-
income and middle-class consumers.

Undercurrent 2: Health, 
wellness, and responsibility as 
the new basis of brand loyalty 

“To build brands in the future requires more 
than the basics. You need additional differentia-
tion: good for you, good for the environment, 
and supporting a shared social cause.” 
—Packaged goods sales executive

“Health and wellness can clearly differentiate 
our brands and drive brand loyalty.”—Packaged 
goods marketing executive

The second uncertainty envisions a decline 
in emotional ties to national brands, growing 
discontent with the perceived values of large 
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ABOUT THIS STUDY
The research described in this article is based on 14 case studies conducted between June and December 
2014, an executive survey conducted in August–September 2013, consumer surveys conducted in January 
2014 and January 2015, and seven executive interviews conducted between July and November 2014.3 The 
executive survey polled 205 US executives and senior managers; the consumer surveys, over 4,000 adult 
US consumers. 

Eighty-five of the 205 executives and senior managers surveyed from August–September 2013 worked 
in retail, consumer product manufacturing, or food and beverage. Of these 85 respondents, 38 percent 
worked at retail companies, 36 percent at consumer product manufacturing companies, and the remaining 
26 percent at food and beverage companies. The remaining 120 executives worked in other consumer-
focused industries, including commercial banking, travel, hospitality, automotive, and consumer electronics.

Executive and senior manager respondents’ roles and titles reflected a broad range of experience in 
operations, finance, sales, information technology, marketing, and general management. A majority of 
the 205 executives and senior managers surveyed (56 percent) worked for companies with annual revenue 
greater than $10 billion.

The consumers surveyed in January 2014 and January 2015 were screened to target consumers who did 
at least half of their household’s shopping and food preparation. Most of the consumer respondents (58 
percent) were female. Fifty-five percent reported an annual household income of less than $50,000, 27 
percent earned between $50,000 and $99,999, and 18 percent earned $100,000 or more.

The seven executives interviewed had experience in marketing, sales, operations, and/or information 
technology at consumer product companies. The interviews covered four topics: trends in consumer 
demographics, behaviors, and attitudes; retailer and channel dynamics in consumer products; the impact 
of technology on consumer engagement, the shopping process, and business models; and commodity 
supply management.

In addition to the surveys and interviews described above, this report draws on data from a May 2014 
survey of 2,004 consumers surveyed as part of the Deloitte Food Safety Survey. Respondents were screened 
to target consumers who did at least half of their household’s shopping and food preparation. The report 
also uses information collected by the Deloitte Social Media Study. Conducted in July 2014, the Deloitte 
Social Media Study analyzed social media posts from the United States on the topics of “food safety” and 

“health and wellness.”

companies, and a shift in consumer focus 
toward personal health, environmental sustain-
ability, and social impact. 

This uncertainty reflects an awakening of 
consumer consciousness along many dimen-
sions. Almost half of US consumers have 
stronger preferences for brands and products 
aligned with the shifting value drivers of health 
and wellness, safety, corporate citizenship, 
and transparency, and the data suggest that 
this preference is not isolated to Millennials 
and high-income segments.7 Some consumers 
are becoming increasingly aware of corporate 
values and placing more emphasis on the role 

of the company within the community. Other 
consumers are placing greater emphasis on 
a product’s impact on health, the absence of 
all things artificial in a product, or a prod-
uct’s cradle-to-grave environmental footprint. 
Still other consumers are focusing on the 
well-being of their community and on their 
community’s values—which, more and more, 
include concepts like “green,” “local,” and “back 
to nature.” Today, a sizable portion of consum-
ers describe themselves as health-conscious 
shoppers (47 percent). Additionally, 35 percent 
of consumers described themselves as “ingre-
dient sensitive” in 2015, up from 29 percent in 
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2010. The majority of consumers (74 percent) 
are paying close attention to the nutritional 
content of the foods they purchase and try to 
avoid preservatives and chemicals. Being able 
to cater to today’s definition of healthy prod-
ucts can potentially help reap rewards in terms 
of commanding a price premium. For instance, 
16 percent of consumers are willing to pay 
more than a 10 percent premium for healthier 
versions of products, while 55 percent are will-
ing to pay up to 10 percent more.8

In this uncertainty, the basis upon which 
brand loyalty is formed is weighted toward 
characteristics beyond product taste, per-
formance, or price. Of course, not every 
consumer will necessarily embrace personal 
health, environmental sustainability, and social 
impact, but a growing portion of consumers is 
likely to increasingly consider these attributes 
when making buying decisions. Under this 
uncertainty, national brands that do not rein-
vent themselves and reformulate their products 
along these attributes risk losing brand loyalty. 
Companies may undergo a major shift in their 
brand management approaches, their relation-
ships with suppliers and retailers, and their 
business practices along the entire value chain. 
For some companies, this may entail reshap-
ing their brand portfolio through innovation, 
acquisition of new brands, and/or divestiture 
of traditionally strong brands. 

Undercurrent 3: Pervasive 
digitization of the 
path to purchase 

“We can’t ignore structural changes in 
advertising and marketing. Digital marketing is 
an imperative to be successful. We need to move 
beyond experimenting with direct-to-consumer 
storefronts, and develop a working online busi-
ness model to drive growth.”—Packaged goods 
marketing executive

Our third uncertainty posits an envi-
ronment in which consumers completely 
immerse themselves within a digital world, 
and the traditional brick-and-mortar business 

model becomes less viable—or perhaps 
even irrelevant.

A decade or more after online shopping 
became mainstream, e-commerce for con-
sumer packaged goods is finally arriving. 
While e-commerce is a small proportion of 
US retail sales (6.4 percent of sales between 
January and September 2014, according to the 
Retail Indicators Branch, US Census Bureau), 
online retail growth is outpacing overall 
growth. According to the Retail Indicator 
Branch, e-commerce sales across all retail 
channels (including non-CPG retail) grew by 
18.7 percent annually between 2000 and 2013, 
while overall sales only grew by an average of 
3.2 percent annually. 

Growing hand in hand with digital com-
merce is last-mile delivery of consumer 
products to the home. A few examples of 
organizations providing last-mile delivery ser-
vices are Instacart, FreshDirect, and Peapod. 
Instacart is a grocery delivery service that pro-
vides consumers with a third-party personal 
shopper that picks up and delivers groceries to 
them.9 Instacart shoppers pick up groceries at 
national retailers, as well as at local retailers, in 
16 metro areas across the United States. Other 
last-mile delivery services are also emerging 
in the grocery and general retail space.10 Of 
note to consumer product companies is that 
some retailers have reported incremental sales 
through the online delivery channel.11

Preparing for this undercurrent is impor-
tant: Recent research suggests that many pack-
aged goods companies may be less prepared 
to capitalize on digital commerce than they 
should be—or than many consumer product 
executives would like to be.12 In a 2013 study 
comparing consumers’ and CPG executives’ 
views on e-commerce, 92 percent of CPG 
executive respondents agreed with the state-
ment, “The e-commerce channel is a strategic 
sales channel for CPG companies.” Yet only 43 
percent of these same executives thought that 
their company had a clear, well-understood 
digital commerce strategy, indicating a sub-
stantial gap between e-commerce’s perceived 
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importance and consumer product companies’ 
readiness to execute. 

Undercurrent 4: Proliferation 
of customization and 
personalization 

“Manufacturing flexibility is vitally impor-
tant to create products across all price tiers 
efficiently and profitably.”—Packaged goods 
sales executive

The fourth uncertainty is about consumer 
spending shifting toward customized prod-
ucts across a broad range of “commodity” 
consumer products.13 Forty-two percent of 
consumers are interested in technology to 
customize products, and 19 percent indicate 
a willingness to pay a 10 percent price pre-
mium to customize or personalize products 
they purchase.14 This state of affairs might be 
particularly challenging for consumer prod-
uct companies because it runs counter to the 
dominant packaged goods market approach of 
offering a few high-volume SKUs through large 
traditional retailers. In a world where cus-
tomized products and personalized, targeted 
marketing experiences win companies market 
share, technologies like digital commerce, 
additive manufacturing, and artificial intelli-
gence can give a company an edge by allowing 
it to create customized product offerings. 

Undercurrent 5: Increased 
resource shortages and 
commodity price volatility 

“The ad-hoc and relatively uncoordinated 
commodity strategies of the past have left us 

underprepared for the higher uncertainty we 
face.”—Packaged goods finance executive

The fifth uncertainty posits commodity 
cost increases and higher cost volatility for key 
food and beverage inputs. Increased supply 
disruptions and natural resource shortages, 
such as water shortages, may put the business 
economics of consumer product companies 
under stress. Under this uncertainty, agri-
cultural innovations are likely to emerge that 
have the potential to change the economics 
of food and beverage ingredients. There are 
many drivers fueling this volatility, including 
rising food demand, constrained food sup-
ply, volatile energy costs, and global economic 
uncertainty. Many of the drivers appear to 
be enduring, while others appear temporary 
or episodic in nature. Crop commodities in 
categories such as food (wheat, corn, rice, soy-
beans), beverages (coffee, cocoa), and cotton 
have trended upward over the past decade.15 
The International Monetary Fund (IMF) 
Food Commodity Index has risen 44 percent 
over the past decade, and the IMF Beverage 
Commodity Index has increased 56 percent. 
These commodity indices represent the price 
paid by consumer product companies to farm-
ers for crop commodities. Furthermore, many 
food and beverage companies are increasingly 
subject to product supply disruption due to 
extreme climate events. Since 1980, there have 
been 178 weather and climate disasters in the 
United States. Disaster events—where over-
all damages reached or exceeded $1 billion 
(including CPI adjustment to 2014)—resulted 
in a total cost of over $1 trillion between 1980 
and 2014. In 2014 alone, there were eight 
weather and climate disaster events across the 
United States.16
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Charting the course: Navigating 
through the storms

TO help executives plan and act amid these 
undercurrents, we have developed five sets 

of specific steps that may help address each 
of the five potential uncertainties described 
on page 5 (figure 2). The risk for many pack-
aged goods companies is that they may be 
slowly proceeding to address two or three 
of these areas, and their approaches may be 
incomplete. The risk for executives is that they 
may be unknowingly incrementally falling 
behind such that by 2020 there could be a vast 
performance gap.  

Navigation aid No. 1: Revisit 
product portfolio, pricing, 
promotions, and merchandising 

Consumer product companies should 
consider understanding and targeting lower-
income and middle-class consumers’ prefer-
ences in what they consider affordable in 
terms of price point and what they consider 
desirable in terms of channel. One example of 
how this can be achieved is offered by the food 
company Kraft. In an effort to display commit-
ment to the lower-income US shopper,17 Kraft 
developed products along “good-better-best” 
price points in many categories to give value-
conscious consumers lower-priced access to 
national brands. For example, it offered tiered 
pricing in the cheese aisle, offering Velveeta 
Singles and Kraft Singles for the low- to mid-
income consumer while selling Kraft Deli 
Select cheese slices at a higher price point. 

According to Tony Vernon, former CEO of 
Kraft Foods, “Families in the middle [are] in 
fear of moving lower. We have an obligation to 
financially strapped low- and middle-income 
families that drive America’s grocery sales.”18

Kraft has also recognized the steady growth 
in popularity of dollar stores and drugstores 
among lower-income consumers as part of 
their overall grocery shopping routine.19 The 
company has partnered with a dollar retailer in 
a promotional partnership to improve signage 
around and placement of the Kraft brand, and 
it has designed products—such as more afford-
able snack packs—specifically for the dollar 
and convenience channels.20

Navigation aid No. 2: Align 
offerings and engagement 
strategies around consumer 
interests and values 

For many consumers, perceptions of health 
and wellness seem to be increasingly important 
influencers of buying decisions at the shelf. 
Across food and beverage categories, we expect 
companies to continue acquiring brands 
perceived as healthier and experimenting with 
reformulating products with ingredients that 
are perceived as healthier, such as low-calorie 
natural sweeteners. For example, SlantShack 
Jerky makes handcrafted artisanal beef jerky 
sourced from sustainably raised, grass-fed cat-
tle.21 Rising consumer interest in protein-rich 
food has driven increased sales of products 
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such as jerky and other meat snacks in recent 
years. SlantShack Jerky allows consumers to 
“Build-a-Jerky” online.22 The company initially 
allowed consumers to select either 100 percent 
grass-fed or USDA Choice beef.23 However, the 
company now offers only 100 percent grass-fed 
beef, and it includes customization options and 
subscription options for its products.24

Navigation aid No. 3: Create 
seamless experiences via 
technology and collaborations

We expect the importance of digital com-
merce to be amplified by the rapid pace of 
technological change. Digital technology has 
already permeated the path to purchase, as 
today’s consumers use websites, social media, 
and mobile apps not only to research prod-
ucts, compare prices, and make purchases, 
but also to provide feedback to peers and 
even companies. 

Consumer product companies can use digi-
tal media to become a part of the consumer’s 
pre-store planning process by offering features 
such as online product comparison tools. 
During in-store shopping, technology can 
enhance the in-store product experience and 
deepen the brand conversation to help con-
sumers save time and make better decisions. 
Technology can also allow consumer product 
companies to pursue greater collaboration with 
retailers, shopping-related application pro-
viders, and payment companies. And during 
post-purchase, companies can take advantage 
of technology to extend the product experience 
as well as to build a life cycle view of consum-
ers through sophisticated data analysis.

Navigation aid No. 4: Develop 
processes and business models 
to allow for customization 
and consumer interaction 

Savvy companies are already increasingly 
tapping into consumers for ideas on new 
products and product variants. Crowdsourcing 
has emerged as one popular method for doing 

this: Several successful campaigns, including 
PepsiCo’s FritoLay “Do Us a Flavor” cam-
paign, have been built around seeking con-
sumer input by crowdsourcing ideas on social 
media.25 In this campaign, consumers suggest 
new product flavors, and the winning flavors 
are developed and launched.

Nestlé Purina’s ability to offer customized 
dog food provides an example of a company 
embracing both customization and customer 
interaction. Nestlé Purina observed the intense 
emotional bond that exists between pets and 
their owners, with pets often treated as mem-
bers of the family. Consequently, attitudes 
toward packaged foods such as an “increasing 
desire for real food” and “using food as a way 
to attain and maintain good health” are highly 
relevant for the pet food category.26 In March 
2014, Nestlé Purina introduced “Just Right by 
Purina,” a brand that allows US consumers to 
create a customized blend of dog food online 
and have it home-delivered.27 To evaluate the 
nutritional needs of the pet, Nestlé Purina’s 
website asks consumers to input details such 
as breed, gender, age, weight, activity level, 
and coat condition. The website also consid-
ers dietary preferences (for example, inclusion 
of chicken, lamb, salmon, grains, or soy) and 
allows consumers to personalize the package 
with the pet’s name and picture.28 The website 
uses automated reminders so that consumers 
can conveniently reorder the customized blend 
before they run out of dog food.29

“Just Right by Purina” launched across 
the United States in October 2014, after an 
initial testing phase that began in March 
2014. According to Brian Lester, director of 
Marketing for Just Right by Purina: “So far, 
people have responded well to it . . . As you 
look at the many other categories that consum-
ers are in, there are more and more customized 
features that are being offered every day.”30 
The company is currently working to enhance 
the product’s personalization possibilities (for 
example, package sizes, flavors) and ordering 
features (for example, automatic replenish-
ment); it is also testing a similar solution for 
cat food.31
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Navigation aid No. 5: View 
commodity decisions with 
resource preservation and 
social impact in mind

Forward-looking companies are thinking 
about not only the economic bottom line as 
they make commodity sourcing and procure-
ment (for example, vertical integration) deci-
sions, but also about their double (social) and 
triple (environmental) bottom lines as well. 
In particular, they are moving away from a 
“resource procurement” approach to sourcing 
to a “resource preservation” approach, which 
means thinking about each resource used and 
ways to develop or replenish future supply. 
For instance, a focus on resource preservation 
can mean partnering with local farmers to 
deploy improved farming techniques, or it can 
mean supporting conservation projects such as 
water-related initiatives. 

PepsiCo’s commodity procurement strategy 
provides an example of how a company can 
reframe commodity sourcing from a resource 
procurement decision to a resource preser-
vation decision. The resource in question is 
water. For the World Economic Forum com-
munity, water crises ranked as the third-high-
est concern among 31 global risks in 2014.32 
According to the Global Agenda Council on 
Water Security, “[P]oor water quality or short-
ages are often blamed on business operations 
even when businesses comply fully with regu-
latory requirements.”33 Beverage companies 
have faced accusations that their operations are 
depleting groundwater on several occasions 
and in several countries over the years.34

PepsiCo, recognizing the importance of 
water scarcity as a business risk, established 
several specific goals around water stewardship 
in 2007. For instance, in 2012, the company 
met its goal to improve operational water use 
efficiency by more than 20 percent per unit of 
production over 2006 levels. The company has 

also, through various partnerships on projects 
aimed at water conservation, distribution, 
purification, and hygiene, provided access to 
safe water to more than 3 million people; it is 
now working to provide safe water access to 6 
million people by the end of 2015.35 PepsiCo’s 
focus is on achieving a “positive water bal-
ance” in its operations, especially in water-
distressed areas. In India, for instance, the 
company achieved such a balance in 2010 and 
2011; in 2011, PepsiCo restored 14.7 billion 
liters to the environment in India, more than 
the 6.3 billion liters of water that it used in its 
Indian operations.36

As the worldwide population grows, there 
has been increasing interest in food and 
agricultural innovation. One way to address 
commodity price volatility, higher commodity 
costs, and resource shortage is the application 
of food technology. Venture capitalists and 
other investor groups have been increasingly 
investing in start-ups that focus on new ways 
of developing food, often seeking to produce 
healthy food more sustainably and efficiently. 
For example, Vinod Khosla of Khosla Ventures 
has invested in Hampton Creek, which 
develops products with plant-based proteins, 
such as egg-free Just Mayo.37 Food technology 
start-ups are important to investors like Khosla 
because “we must invest in humane foods that 
avoid the industrial food chain, like Hampton 
Creek, which can achieve five times greater 
improvement in efficiency through innovation 
without compromising taste.”38

Together, these undercurrents and naviga-
tion aids may require new ways of working and 
a higher level of enterprise-wise coordination. 
It means considering moving from reactive, 
beyond responsive, to an intuitive enterprise 
that is continually sensing and shaping mar-
kets to redefine the frontiers.39 In many cases, 
consumer product executives know what to do, 
but their speed of execution and completeness 
of action may be insufficient (see figure 3).
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Figure 3. Speed of execution and completeness of action may be insufficient in the face of the five 
undercurrents 

Note: Awareness, speed of execution, and completeness of actions are based on Deloitte experiences and observations across the 
consumer packaged goods industry.

Undercurrent Recommendations (potential strategic actions)
Aware-
ness* 

Speed of 
execution* 

Complete-
ness  of 
actions*

Unfulfilled economic 
recovery for core 
consumer segments 

1. Rethink and reset the product portfolio to meet low-
income, middle-class, and affluent consumers where 
they are, not where you wish they were 

2. Use shelf-back pricing, promotions, and 
merchandising as a strategic lever to meet increasingly 
divergent consumer price-point needs

High Medium Low

Health, wellness, and 
responsibility as the 
new basis of brand 
loyalty 

1. Develop, extend, or elevate brands using both product 
and non-product innovation to emphasize health, 
wellness, and responsibility 

2. Engage consumers on their terms (using digital, social, 
and mobile) to rebuild trust and loyalty

3. Build a forward-looking predictive insights capability 
to reduce blind spots and identify long-term market 
and consumer shifts

High Low Low

Pervasive digitization of 
the path to purchase 
and last-mile delivery

1. Craft a seamless multichannel consumer experience 
across traditional and emerging channels, embracing 
the digitally enhanced path to purchase  

2. Form partnerships to expand presence, capability, 
and reach in the new technology-enabled consumer 
products ecosystem

High Medium Low

Proliferation of 
customization and 
personalization 

1. Create an innovation engine that allows for the 
creation of customized products, using consumer 
experiences and direct consumer feedback as inputs

2. Reconfigure sales, marketing, and distribution to 
profitably deliver a greater variety of lower-volume 
SKUs to customers and consumers

Medium Low Low

Increased resource 
shortages and 
commodity price 
volatility 

1. Lock in local supply sources of strategic commodities 
to de-risk operations and form local ecosystems

2. Extend commodity sourcing from resource 
procurement to resource preservation and 
responsibility 

3. Invest in food, agricultural, and resource innovation to 
change the economics of packaged goods ingredients

Low Low Low
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All hands on deck now

A NUMBER of organizations have already 
made strides in preparing for and 

addressing these major changes in the con-
sumer product landscape. However, even these 
companies should realize that a good com-
pass—that is, setting a clear direction—is nec-
essary but not sufficient. Given the multitude 

and potential magnitude of these projected 
marketplace changes, speed is equally criti-
cal. The shifts are occurring quickly: We 
observe many environmental factors today that 
increase not only the probability of change, but 
also the speed at which we may see each of the 
undercurrents come to fruition.
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Figure 4. Factors suggesting rapid change

Undercurrent Drivers Confidence
Time  

horizon

Unfulfilled 
economic recovery 
for core consumer 
segments

• The job market and income prospects among lower-income and 
middle-class consumers remain depressed, with low labor market 
participation rates, high unemployment rates, and low annual 
household income growth.

• The continued growth of the dollar store and discount grocery 
channels is being fueled by cost-conscious lower-income and 
middle-class consumers.

• Traditional packaged goods companies are continuing to target a 
primarily lower-income and middle-class consumer base.

Medium 1 to 3 years

Health, wellness, 
and responsibility 
as the new basis 
of brand loyalty 

• Consumers are becoming increasingly skeptical of large companies’ 
values, and they link parent company values with individual brands 
within the portfolio. 

• Consumers increasingly look at the lifetime impact products have on 
them, their family, and their community. 

• Store brands and niche brands are taking market share from 
traditional national brands based on health, environmental, and 
social impact attributes. 

• The continued growth of health and natural retailers is taking share 
from traditional grocery channels.

• Packaged food is increasingly viewed as a mechanism to promote 
nutrition as part of a healthy lifestyle. Traditional retailers are 
increasingly including health care outlets.

High 3 to 5 years

Digitization of 
shopping and 
pervasive last-mile 
delivery 

• Viable last-mile services in urban, suburban, and rural areas offering 
delivery at lower price points are proliferating. 

• Competitors are emerging with new business models, including 
subscription and direct-to-consumer delivery.

• Consumers are growing more trusting of companies with their 
personal data, and they are embracing the value of context-driven 
marketing and recommendations. 

• Consumers are using new, convenient payment options (for 
example, mobile payments) that enable the promotion or delivery of 
value-added services based on purchase history and location.

High 1 to 3 years

Proliferation 
of product 
customization and 
personalization 

• Consumers are expecting more variety, and are increasingly willing 
to pay more for customized products. 

• Preferences and tastes are fragmenting due to diversity along 
several demographic attributes (for example, ethnicity/race, age, 
income).

• Competitors are emerging with new business models that embrace 
product customization. 

• Advances in manufacturing technologies (such as flexible 
manufacturing, additive manufacturing, and 3D printing) are 
enabling customization at lower costs.

Medium 3 to 5 years

Commodity price 
volatility and 
resource shortages

• Companies are becoming more exposed to risks driven by extreme 
climate events or disruptions in product supply. 

• The availability of and access to clean water has become a greater 
constraint globally. 

• Companies struggle to maintain margins when input costs increase, 
and product costs are highly influenced by commodity prices. 

• Companies are seeking more vertical integration, including locking 
in local supply sources within countries and regions. 

• Consumers are increasingly concerned about products’ supply chain 
impact and environmental footprint.

Medium 3 to 5 years

Note: Confidence and time horizon are based on Deloitte experiences and observations across the consumer packaged  
goods industry.
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Parting thoughts

JUST as sailors can’t infallibly predict the 
weather, no one knows for certain what the 

future holds. But, as any good sailor knows, 
forethought and preparation are critical to 
a safe and successful journey. In this rapidly 
evolving, low-growth, and margin-compressed 
environment, clear strategic direction and 

coordinated efforts are not all that should be 
pursued.  Speed of execution and completeness of 
action are just as important, if not more impor-
tant, to consider. Decisive action along the lines 
we have discussed could be key to helping your 
organization meet the challenges it may face in 
the journey to 2020 and beyond.
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Appendix A: 
The executive and senior 
manager perspective 
on consumer trends

WE surveyed 205 executives and senior 
managers in consumer-facing indus-

tries to ask: “What are the five most important 
areas where you would like to know more 
about US consumer behaviors and attitudes?” 
Across all surveyed industries, brand loy-
alty (47 percent) topped the list, followed by 
consumer willingness to pay higher prices (41 
percent). The impact of the current economic 
situation on the consumer (38 percent), the 
impact of social influence on loyalty (37 per-
cent), and the impact of technology on shop-
ping and the changing digital landscape (37 
percent) round out the top areas.40

When comparing the responses of con-
sumer product, food and beverage, and retail 
executives and senior managers, we observed 
many significant trends (see figure 5). Note: 
The remaining 120 executives worked in 
other consumer-focused industries includ-
ing commercial banking, travel, hospitality, 
automotive, and consumer electronics. First, 
driving greater brand loyalty is very impor-
tant to each of the three groups of execu-
tives—revealing the ongoing tension between 
both consumer product brands and retailers. 

Second, retailers seemed more focused on 
technology-related areas, such as social influ-
ence and digital marketing, than the consumer 
product respondents were. As a result, the 
latter could be overlooking the potential of 
technology. Third, understanding consumer 
preferences was considered more important 
by consumer product and food and beverage 
executives than by retailers. Fourth, consumer 
product manufacturers and retailers were more 
interested in better understanding retail chan-
nel preferences than were food and beverage 
executives, revealing areas where consumer 
product companies can help retailers with 
their consumer and cross-channel experience. 
And finally, economic impact was the most 
important to consumer product manufactur-
ers of the three groups. While some differences 
in perspective are to be expected among these 
groups of executives, these differences reveal 
potential blind spots. For example, packaged 
goods executives seem to be lagging retailer 
executives in technology, and retailers may not 
be fully appreciating the impact of the changes 
in consumer preferences and demographics. 
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Figure 5. Executive and senior management perspective on the top five areas on consumer behaviors 
and attitudes that they would like to know more about

Legend for color coding:
Brand loyalty
Consumer preferences
The impact of the economy on consumers
All things technology
Retail channel preferences

Source: Deloitte Executive survey for insight on the consumer (n = 85), September 2013.

Consumer product              
manufacturing executives

(n = 31)

Food and beverage executives 

(n = 22)

Retail executives 

(n = 32)

1. Brand loyalty (What makes 
consumers loyal and why?) (55%)

2. When and where are consumers 
willing to a pay a higher price? 
(45%)

3. Retail channel preferences and 
how they are evolving (39%)

4. Impact of social influence on 
loyalty (39%)

5. The impact of the current 
economic situation on the 
consumer (35%)

1. When and where are consumers 
willing to pay a higher price? 
(55%)

2. The role and importance of 
traditional advertising (45%)

3. Brand loyalty (What makes 
consumers loyal and why?) (45%)

4. Importance of health and 
wellness to consumers (41%)

5. Demographic differences 
between generations (41%)

1. Brand loyalty (What makes 
consumers loyal and why?) (53%)

2. How to build loyalty with the 
changing technology landscape 
(41%)

3. The impact of social influence on 
loyalty (41%)

4. The impact of technology on 
shopping and the changing 
digital landscape (41%)

5. Digital marketing ROI (34%)   
tied with
Retail channel preferences and 
how they are evolving (34%)
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Appendix B: Expanded 
definition of food and 
product safety

CONSUMERS have expanded the defini-
tion of food and product safety to include 

attributes typically associated with health and 
wellness.41 Elisabeth Hagen, senior advisor 
on food safety, Deloitte & Touche LLP (for-
mer undersecretary for food safety at the US 
Department of Agriculture), recently presented 
findings from consumer and social media lis-
tening research on food safety. When it comes 
to food safety and food companies, a majority 
of consumers were concerned about aspects 
such as safe packaging (75 percent) and accu-
rate labeling (66 percent).42 Not surprisingly, a 
substantial consumer segment also associated 
characteristics such as natural (33 percent) 
and organic (31 percent) with food safety. The 
consumer segments that were more likely to 
associate natural and organic with food safety 
include individuals or households with aller-
gies, families with children, and 21–29-year-
olds. A substantial majority of consumers were 
very concerned about what they are buying 
and eating, as well as where their food is 
coming from. For example, for 87 percent of 
consumers, clear labeling was a very impor-
tant purchase driver for a given food product. 
Furthermore, almost 70 percent were more 
likely to buy brands that were actively com-
municating their commitment to food safety in 
a broader sense. Also, 50 percent of consum-
ers were willing to pay more for a brand if it 

communicates its commitment and efforts to 
improve food safety. And a majority wanted 
to learn more about ingredients, production 
processes, and where the food comes from. 

Additionally, recent social media listening 
research indicated that when consumers talk 
about food safety in the United States, only 14 
percent of the discussion is about basic food 
safety, while the rest is about a broader set of 
topics, such as health and wellness.43 Within 
the health and wellness and food safety discus-
sions, a significant number of posts were about 
transparency (8 million posts) and sustain-
ability (2 million posts). Through social media 
listening, key issues identified within trans-
parency were genetically modified foods (49 
percent of total discussions), clear labeling in 
general (22 percent), and greater transparency 
about food additives (21 percent). Moreover, in 
our analysis of sample brands across indus-
tries on positive versus neutral versus negative 
sentiments for brands, the general discussions 
about brands across industries was 90 percent 
positive or neutral and only 10 percent nega-
tive. However, when it comes to food brands 
on the topic of food safety, almost 34 percent 
of the discussion was negative. The analysis of 
social media conversations further highlights 
the importance of the expanded definition of 
food safety to consumers as well as sheer nega-
tivity around it when it comes to food brands.
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ME/PN/PP/WP Response to RESA Interrogatory Set I, No. 12 
Witness: K. L. Bortz 

Page 1 of 1

JOINT PETITION OF METROPOLITAN EDISON COMPANY, PENNSYLVANIA 
ELECTRIC COMPANY, PENNSYLVANIA POWER COMPANY, WEST PENN 

POWER COMPANY FOR APPROVAL OF THEIR DEFAULT SERVICE PROGRAMS
Docket Nos. P-2017-2637855, P-2017-2637857, P-2017-2637858, P-2017-2637866

RETAIL ENERGY SUPPLY ASSOCIATION Set I, No. 12 

“Please reference the website for the First Energy SmartMart:  https://www.smart-
mart.com/smartmart/en/for_home/home_product_details.

a. Do any of First Energy EDCs currently bill for any of the products listed on this
website?

b. If so, please list all products that the EDCs will allow to be included on the utility’s
bill.”

RESPONSE:

a. Yes.
b. In Pennsylvania, the utilities offer and bill for the following products: the Surge Assist
Program, Surge Suppression Plan (West Penn Power Company only), Security Lighting,
Disaster Protection Plan, Landscape Lighting, Post Lamps, Electrical Services, 
Professional Tree Services, and the Protection and Repair Plans. 

Exhibit RESA RJH-14



ME/PN/PP/WP Response to RESA Interrogatory Set I, No. 13 
Witness: K. L. Bortz 

Page 1 of 1

JOINT PETITION OF METROPOLITAN EDISON COMPANY, PENNSYLVANIA 
ELECTRIC COMPANY, PENNSYLVANIA POWER COMPANY, WEST PENN 

POWER COMPANY FOR APPROVAL OF THEIR DEFAULT SERVICE PROGRAMS
Docket Nos. P-2017-2637855, P-2017-2637857, P-2017-2637858, P-2017-2637866

RETAIL ENERGY SUPPLY ASSOCIATION Set I, No. 13 

“Please reference the website for the First Energy SmartMart:  https://www.smart-
mart.com/smartmart/en/for_home/home_product_details.

a. Do any of the First Energy EDCs currently provide marketing, information 
materials, referral information, consumer education materials or any information to 
consumers regarding any of the products listed on the SmartMart website?   

b. If so, please identify all methods by which such information is provided to 
consumers, including but not limited to through the EDC’s website, call center, in-
field serve personnel, local customer service centers, EDC bill inserts, customer 
welcome packets, etc.  Please provide copies of all such materials.”

RESPONSE:

a. Yes. 
b. The Smart-Mart.com website is intended for customers of the various FirstEnergy 

EDCs  including  MetEd, Penelec, Penn Power and West Penn Power. The EDCs 
also market the products through the EDC websites, EDC bill inserts, and EDC 
in-field personnel.   See ME/PN/PP/WP Response to RESA Interrogatory Set I, 
No. 13, Attachment A.

Exhibit RESA RJH-14
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Two-sided printing

Your electric service connection –  
what are YOU  
responsible for?

As a homeowner, you are responsible  
for the maintenance and repair of:

• attachment hardware 
• riser 
• meter base 
• electrical wiring from the meter 

base to the electric panel 
• wiring throughout the home 
• and, in some circumstances, the 

underground service wire

If you’re ALREADY enrolled in the Interior and 
Exterior Electrical Line Protection Plan(s) from 
HomeServe and your FirstEnergy electric utility 
company, you may be covered. Call 1-888-878-9700 
for an explanation of your plan benefits and what 
repairs are included.

If you’re NOT enrolled, you can find electrical 
contractors online or listed in the phone book. Or, if 
you prefer, we can connect you with a local, insured 
electrical technician (independent contractor) who 
will provide a free estimate for needed repairs. Call 
1-800-505-SAVE, Monday through Friday from 8 a.m. 
to 5 p.m.

We offer a variety of products and 
services to our customers.  
For more information visit  

www.firstenergycorp.com/products.

To protect yourself from future electrical repair  
costs through the Interior or Exterior Electrical 
Line Protection Plan, call HomeServe at  
1-888-658-3800 (Mon-Fri 8 a.m. - 5 p.m.), or visit 
www.firstenergycorp.com/products and click on 
“Protect Your Home.”
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Your electric service connection –  
what are YOU  
responsible for?

As a homeowner, you are responsible  
for the maintenance and repair of:

• attachment hardware 

• riser 

• meter base 

• electrical wiring from the meter 
base to the electric panel 

• wiring throughout the home 

• and, in some circumstances, the 
underground service wire
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If you’re ALREADY enrolled in the Interior 
and Exterior Electrical Line Protection 
Plan(s) from HomeServe and your 
FirstEnergy electric utility company, you 
may be covered. Call 1-888-878-9700 for 
an explanation of your plan benefits and 
what repairs are included.

If you’re NOT enrolled, you can find 
electrical contractors online or listed in 
the phone book. Or, if you prefer, we can 
connect you with a local, insured electrical 
technician (independent contractor) who 
will provide a free estimate for needed 
repairs. Call 1-800-505-SAVE, Monday 
through Friday from 8 a.m. to 5 p.m.

To protect yourself from future electrical 
repair costs through the Interior or Exterior 

Electrical Line Protection Plan, call 
HomeServe at 1-888-658-3800  
(Mon-Fri 8 a.m. - 5 p.m.), or visit  

www.firstenergycorp.com/products  
and click on “Protect Your Home.”
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Need electrical services for the holidays? We can help! Trouble viewing? View in browser. 

The holidays are coming. 
Are you ready?  

• 

• 

• 

• 
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For more home services and products, log onto 

Smart-mart.com by FirstEnergy.  
 

 

  
©2017 FirstEnergy Corp. 
 
These programs can be withdrawn anytime without prior notice. FirstEnergy coordinates all service with its network of recommended, registered
independent contractors, providing contract and other administrative support services. FirstEnergy is not a registered contractor and does not
perform the service. All services are performed by an independent contractor. A postcard containing the recommended contractor's name and
registration number will be provided to the customer at the time that a request for an estimate is made. FirstEnergy Corp. or its affiliated companies,
including the electric utility that provides your electric distribution service (hereafter referred to, collectively, as "FirstEnergy Companies") do not
provide any warranty on the services performed and are not liable for damages or injuries that may arise as a result of the services provided. The
customer is not required to purchase the good or service from FirstEnergy Companies, and the good or service may be obtained from other
suppliers. A customer's decision to receive or not receive the good or service from FirstEnergy Companies will not influence the delivery of
competitive or non-competitive retail electric service to that customer by the FirstEnergy Companies.  
*For up to 36 months with approved credit. 

Email sent by: FirstEnergy Companies 
76 South Main St. Akron, OH 44308  

If you wish to stop receiving these messages, you can unsubscribe here.  
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Need electrical services for the holidays? We can help! Trouble viewing? View in browser. 

The holidays are coming. 
Are you ready?  

• 

• 

• 

• 
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For more home services and products, log onto 

Smart-mart.com by FirstEnergy.  
 

 

  
©2017 FirstEnergy Corp. 
 
These programs can be withdrawn anytime without prior notice. FirstEnergy coordinates all service with its network of recommended, registered
independent contractors, providing contract and other administrative support services. FirstEnergy is not a registered contractor and does not
perform the service. All services are performed by an independent contractor. A postcard containing the recommended contractor's name and
registration number will be provided to the customer at the time that a request for an estimate is made. FirstEnergy Corp. or its affiliated companies,
including the electric utility that provides your electric distribution service (hereafter referred to, collectively, as "FirstEnergy Companies") do not
provide any warranty on the services performed and are not liable for damages or injuries that may arise as a result of the services provided. The
customer is not required to purchase the good or service from FirstEnergy Companies, and the good or service may be obtained from other
suppliers. A customer's decision to receive or not receive the good or service from FirstEnergy Companies will not influence the delivery of
competitive or non-competitive retail electric service to that customer by the FirstEnergy Companies.  
*For up to 36 months with approved credit. 

Email sent by: FirstEnergy Companies 
76 South Main St. Akron, OH 44308  

If you wish to stop receiving these messages, you can unsubscribe here.  
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A POST LAMP’S 
WARM GLOW

LIGHTS YOUR WAY HOME

/PN/PP/WP Response to RESA Interrogatory Set I, No. 13 
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For as little as $25 per month* 
and no money down, adding a 
touch of style to your home has 
never been this affordable or 
looked so good.
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COMM8620-10-17-AI -AP

Not all products are available in all areas. Call us for information. This brochure offers only a 
brief description of the listed products and services, and is not a contract. A complete listing 
of the product or service, and any limitations and exclusions on coverage under the service 
programs, may be found in the program’s service agreement. You may obtain a copy of the 
service agreement by visiting the website or contacting us at the telephone numbers listed in 
this brochure.

These programs can be withdrawn anytime without prior notice. FirstEnergy is not a registered 
contractor and does not perform the service. All services are performed by independent 
contractors that are neither affiliates nor agents of FirstEnergy Corp. or its affiliated companies, 
including the electric utility that provides your electric distribution service (hereafter referred to, 
collectively, as “FirstEnergy Companies”). FirstEnergy coordinates all service with its network of 
recommended, registered independent contractors, providing contract and other administrative 
support services. For PA residents only: A postcard containing the recommended contractor’s 
name and registration number will be provided to the customer at the time that a request for an 
estimate is made.

The FirstEnergy Companies do not provide any warranty on the services performed and are not 
liable for damages or injuries that may arise as a result of the services provided. The customer 
is not required to purchase the good or service from FirstEnergy Companies, and the good or 
service may be obtained from other suppliers. A customer’s decision to receive or not receive 
the good or service from FirstEnergy Companies will not influence the delivery of competitive or 
non-competitive retail electric service to that customer by the FirstEnergy Companies.

Call us at

1-800-505-SAVE
(1-800-505-7283)

weekdays, 8 a.m. – 5 p.m. 
for additional information about  
these or other lighting options.

 www.smart-mart.com/p/FEP-S0000231B

*For 36 months with approved credit.

**Actual fixtures may vary slightly from fixtures shown, depending 
on availability in your area.

Post lamp installations are custom projects and may require 
additional wiring, trenching beneath concrete, removal of old 
post lamp or installation of a suitable (GFI) outlet. Prices may vary 
depending on the installation, local codes and site requirements.

INSTALLING A POST LAMP 

can add beauty and a touch of style that sets 

your home apart from the rest.  The warm glow 

of an electric post lamp is also an affordable 

way to make your home more inviting, and it 

provides a brighter, safer environment.

TIMELESS DESIGN OPTIONS
Whether you’re looking for classic or contemporary,  

simple or sophisticated, we have a variety of styles to  

reflect the quality and beauty of your home. Complete  

the look with a coordinating wall-mounted fixture.

DURABLE, HEAVY GAUGE  
CONSTRUCTION
The well-crafted heads and posts are made of cast  

aluminum, providing light and beauty to your yard for 

many years to come. Plus, the post is buried in concrete 

for sturdiness, even in harsh weather. Coordinating 

posts are offered in a variety of colors and styles.

MONTHLY PAYMENT PLAN
 Take advantage of our easy payment plan – no money 

down and low monthly payments (three to 36 months 

with approved credit) on your monthly electric bill, 

if available.

VERSATILE AND PRACTICAL
All of the fixtures can be installed with LEDs, CFLs,  

incandescent or low-voltage bulbs.
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Need electrical services for the holidays? We can help! Trouble viewing? View in browser. 

The holidays are coming. 
Are you ready?  

• 

• 

• 

• 
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For more home services and products, log onto 
Smart-mart.com by FirstEnergy.

©2017 FirstEnergy Corp. 

These programs can be withdrawn anytime without prior notice. FirstEnergy coordinates all service with its network of recommended, registered
independent contractors, providing contract and other administrative support services. FirstEnergy is not a registered contractor and does not
perform the service. All services are performed by an independent contractor. A postcard containing the recommended contractor's name and
registration number will be provided to the customer at the time that a request for an estimate is made. FirstEnergy Corp. or its affiliated companies,
including the electric utility that provides your electric distribution service (hereafter referred to, collectively, as "FirstEnergy Companies") do not
provide any warranty on the services performed and are not liable for damages or injuries that may arise as a result of the services provided. The
customer is not required to purchase the good or service from FirstEnergy Companies, and the good or service may be obtained from other
suppliers. A customer's decision to receive or not receive the good or service from FirstEnergy Companies will not influence the delivery of
competitive or non-competitive retail electric service to that customer by the FirstEnergy Companies.  
*For up to 36 months with approved credit.

Email sent by: FirstEnergy Companies 
76 South Main St. Akron, OH 44308  

If you wish to stop receiving these messages, you can unsubscribe here. 
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Need electrical services for the holidays? We can help! Trouble viewing? View in browser. 

The holidays are coming. 
Are you ready?  

• 

• 

• 

• 
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For more home services and products, log onto 

Smart-mart.com by FirstEnergy.  
 

 

  
©2017 FirstEnergy Corp. 
 
These programs can be withdrawn anytime without prior notice. FirstEnergy coordinates all service with its network of recommended, registered
independent contractors, providing contract and other administrative support services. FirstEnergy is not a registered contractor and does not
perform the service. All services are performed by an independent contractor. A postcard containing the recommended contractor's name and
registration number will be provided to the customer at the time that a request for an estimate is made. FirstEnergy Corp. or its affiliated companies,
including the electric utility that provides your electric distribution service (hereafter referred to, collectively, as "FirstEnergy Companies") do not
provide any warranty on the services performed and are not liable for damages or injuries that may arise as a result of the services provided. The
customer is not required to purchase the good or service from FirstEnergy Companies, and the good or service may be obtained from other
suppliers. A customer's decision to receive or not receive the good or service from FirstEnergy Companies will not influence the delivery of
competitive or non-competitive retail electric service to that customer by the FirstEnergy Companies.  
*For up to 36 months with approved credit. 

Email sent by: FirstEnergy Companies 
76 South Main St. Akron, OH 44308  

If you wish to stop receiving these messages, you can unsubscribe here.  
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A MESSAGE FROM
FIRSTENERGY

FORESTRY SERVICES
To __________________________________________________

We were here today ______________________ to check the tree

condition near the power lines.

The tree condition:

Needs immediate attention and will be taken care of

within the next _____ days.

Does not need immediate attention. We schedule tree

trimming or tree removals by geographical area. After

completion of all requests and normal maintenance in

an area, the workers proceed to the next scheduled

area. Your request has been recorded and will be han-

dled as expediently as possible when your area is next

scheduled for maintenance. We estimate this will be

during _________________________.

Does not involve your electric wires.  Please contact

either your telephone or cable television supplier for

assistance.

Is the tree owners responsibility. However, to permit

safe tree work by yourself or a contractor you wish to

employ, FirstEnergy offers a Temporary Disconnect

Service at your request for a fee. To request a tempo-

rary disconnect, contact your FirstEnergy electric oper-

ating company at _______________. Please be sure

to contact us several business days in advance

See comments on back.

Call ______________________ if you have any questions.

Signed _______________________________________________

FirstEnergy may provide a free estimate for work that is beyond
FirstEnergy’s responsibility to provide electric service.

FORM 438 (REV. 04-14)

ID NO. 58059453

For more information about tree work performed by FirstEnergy,

visit our Website at www.firstenergycorp.com

IDENTIFYING UTILITY LINES

Identifying power, telephone and cable television lines

on a utility pole can be confusing. As a general rule of

thumb, electric lines are usually located at the top of the

pole, furthest from the ground

The tree work you requested involves your service

conductor which has sufficient clearance at this time.

Your request has been recorded and the work will be

performed during normal routine maintenance.

Is your responsibility.  See comments.

Call 1-800-505-SAVE (7283) for a free estimate.
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ME/PN/PP/WP Response to RESA Interrogatory Set I, No. 15 
Witness: K. L. Bortz 

Page 1 of 1

JOINT PETITION OF METROPOLITAN EDISON COMPANY, PENNSYLVANIA 
ELECTRIC COMPANY, PENNSYLVANIA POWER COMPANY, WEST PENN 

POWER COMPANY FOR APPROVAL OF THEIR DEFAULT SERVICE PROGRAMS
Docket Nos. P-2017-2637855, P-2017-2637857, P-2017-2637858, P-2017-2637866

RETAIL ENERGY SUPPLY ASSOCIATION Set I, No. 15 

“Have any of the EDCs included any information in any EDC customer bill inserts 
regarding any of the following types of products and/or services. 

a. Electric vehicle charging systems
b. Connected or smart home products 
c. Lighting products or installation 
d. Home warranty products 
e. HVAC service plans, equipment upgrades, or similar products and services 
f. Utility line protection plans
g. Surge protection products or services 
h. Insurance products or services 
i. Disaster recovery products or services 
j. Home security products or services
k. Any other “Non-Commodity” product (i.e. products or services beyond the energy 

commodity or “basic service”) not listed in the prior sections.
l. If yes, detail which EDCs permit such billing and identify the products/services 

that have been billed using such methodology.” 

RESPONSE:

From the start of 2017 to present, the EDCs have included information regarding their product 
offerings, including: (c) – Lighting products or installation; (e) – HVAC service plans; (f) – 
Utility line protection plans; (g) – Surge protection products or services, and (j) – Home security 
products or services.  The EDCs have also offered and included information regarding discount 
filters, electrical contractor services, and tree services. 
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