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Agenda 

-  Background 
-  Development of the Multi-Year Strategy & 

Project Plan 
-  Implementation, Results and Lessons Learned 
-  Communicating the Plan 
-  Building on the Foundation to Position  

for the Future 
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About OUC – The Reliable One 

•  Formed in 1923 

•  Serving Orange and 
Osceola counties 

•  Electric, Water, and 
Chilled Water services 

•  321,000 total meters 

•  About 400,000 
residents 

•  Second largest 
municipal utility in 
Florida 

•  16th largest in nation 

•  Generation capacity of 
1,850 Megawatts 

•  450 sq. miles 
 service territory 
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Situation: Spring 2012 

•  30% of utilities nationwide deploying digital meters  
•  Service centers had extreme peaks and valleys 
•  Needed to invest in a new cashier system for walk-in centers 
•  Significant number of customer calls were for routine transactions 
•  Limited self-service options 
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Usage by Channel Cost per Channel 

Usage & Cost by Channel 
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•  227,000 residential customers 
•  Three walk-in service centers and a hand full of third-party 

payment locations 
•  Third-party transactions took at least 24 hours to process 
•  52,065 customers used service centers at least once in a one-

year period 
–  35,639 customers only needed a one-time transaction like  

Start, Stop or Move 
–  16,426 customers visited six or more times in a year to  

make payments 

Customer Statistics 
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2012 Customer Research 
Online, Focus Groups and in Service Center Surveys 

•  Comparisons: 
–  Other service providers:  

AT&T, Bright House and  
Verizon 

–  Credit Cards and Banks:  
American Express, Chase  
and Bank of America 

•  Wants: 
–  Self-service options 
–  Access to services and  

information (outages, billing  
and payment) 

–  More payment locations 
–  Real-time payment processing 

•  Motivations: 
–  Lower rates 
–  Convenience 
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Development of a Multi-year Strategy  
and Project Plan 
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10 Customer Facing Projects 
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Projects Key to Optimizing the Customer Experience 

•  Convert to Digital Meters 
•  Redesign Web 

–  Add more self-service 
features 

–  Mobile first – leverage 
responsive design 

•  Upgrade IVR 
–  Replace end of life 

platform (merge seven 
internal and external 
IVR  systems) 

–  Provide self-service 
functionalities 

•  Close OUC walk-in centers 
•  Add more third-party 

payment options 
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Approach 
•  Analyze online customer journey 
•  In-house project management 
•  Use of subject matter experts  
•  External technical experts 

–  Web: Local, creative,  
e-commerce firm  

–  IVR: International,  
experienced, telephony firm 

•  Identify potential challenges 
•  Develop strategy to mitigate challenges 

–  Extremely tight timeline 
–  Extensive communication  

with customers 
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Implementation, Results & Lessons Learned 
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Digital 
Meters at 
the Center 
of the 
Strategy 

REAL TIME 
PAYMENT 
PROCESSING 

DATA / 
ANALYTICS 

REVENUE 
MANAGEMENT 

REMOTE 
CONNECTS 
AND 
DISCONNECTS 

USAGE 
DASHBOARD 
AND ALERTS 

 
PREPAID 
METERING 
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Machine-to-machine  
automation of: 
•  Start, Stop & Move Service 
•  Service Order Status 
•  Request Pay Plan 
•  Sign up for Autopay 
•  Report an Electric or Water 

Problem 
•  Update Information 
 

Responsive design enables websites to  
function on various devices 

	  
Self-‐

service	  
website	  
within	  a	  
website	  
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Sync Web with IVR – Same Route, Two Vehicles 

3rd Utility in the Nation to Automate Start, Stop and Move Service 
Requests on both the Web and IVR* 

* Esource 2012 E-Business Metrics Survey 
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Residential Walk-In Center 2012 Visitors with Third-Party Payment Locations 
No More than Two Miles from a Payment Location 

Real time 
payment 

processing 
at grocery 

and 
convenience 

stores. 
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            January 2013                                  December 2013 

Interaction  
with a Rep 

32% 

Results – Channel Adoption 
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2013 Customer Research:  Key Findings and Themes 

•  Change takes time 
•  Customers thought we spread 

ourselves too thin 
•  Lack of alignment between 

operations and expectations  
•  Customers noticed the changes 

and for the most part felt the 
functionality of the automated 
systems improved 

•  Experiences in one channel  
carries over to the next  
(Customer Journey) 

•  Interest in new products and 
services 

•  Knowledge of representative critical 
to success 

Expectations for Self-Service are 
different than Customer Service. 

 

Self-Service 

Routine interaction,  common for most customers Tool/resource to enable 
transaction and/or provide information 

Customer Service 
Specific circumstance,  
“my” circumstance, Personalization 

Assistance/problem resolution 
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Communications Overview Evaluating our Operations 

STRATEGIC PLAN 
Mission, Vision, Values 

WHAT CUSTOMERS WANT 
Customer Research, Trends 

WHAT WE CAN DELIVER 
SWOT Analysis, Organizational Readiness 

ü 
ü 
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RELIABILITY • AFFORDABILITY • ENVIRONMENTAL STEWARDSHIP 

Communications Overview SWOT Analysis 

Strength Weakness 

Generally like the new technology Wait times are on the decline but we do not want to 
increase calls to customer service 

Involved with over 400 community groups We do not have the staff to personally reach out to 
every customer 

OUC is seen as innovative **Low employee morale** 

OUC is viewed as affordable **Closed Service Centers** 

Platforms in place to offer new customer-facing 
technology related products 

No systems currently in place to provide interval 
data and proactive alerts 

Strong social media presence **Too focused on getting a ROI quickly** 

Opportunities Threats 

Customers are willing to use technology **Customers think OUC is more concerned with the 
bottom line than with customer service** 

Fully deployed digital meters **Customer feel it is hard to reach a person** 

Strong social media use by customers **Customers think OUC laid-off employees** 

Customers want new products and programs 
currently under development 

Customers do not have enough information  
on new channels 

Customers view OUC as a trusted source of energy 
& water information 

Customer have become used to real time info and 
notifications from other providers 

Trust is trending down 
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Communications Overview Core Problem: Perception we eliminated people 

Customers & employees felt OUC had sacrificed  
“touch” for “technology.” 

HighTech 

HighTouch 
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HighTouch 

Communications Overview Solution 

Highlight the “touch” component  
to balance with High Tech 

HighTech 
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RELIABILITY • AFFORDABILITY • ENVIRONMENTAL STEWARDSHIP 

Communications Overview 
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Evaluating our Operations 

STRATEGIC PLAN 
Mission, Vision, Values 

Align and Balance 
Internal 
Culture 

WHAT CUSTOMERS WANT 
Customer Research, Trends 

WHAT WE CAN DELIVER 
SWOT Analysis, Organizational Readiness 

REVISE PLAN 
Finalize Focus Areas 

CUSTOMER EXPERIENCE ACTION PLAN 

ü 
ü 

Customer 
Expectations 

ü 
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Customer Experience Action Plan 

•  Fix operational issues 
•  Review staffing and identify skill sets 
•  Increase customer service representative training 
•  Review & streamline business processes 
•  Ramp up customer communications 
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Communicating the Plan 
 
 

People + Technology = Innovation 
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Faces Behind the Reliable One – 2014/2015  2 
Goals 
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Faces Behind the Reliable One – 2014/2015  
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Faces Behind the Reliable One – 2014/2015  
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OUC Power Pass 
(Prepaid Metering) 

Data Analytics  
& Dashboards 

•  Access to customer 
information  

•  New digital products 
and services 

Promoted benefits  
of the upgrades 
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Results – Customer Satisfaction  
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Closed Service Centers 

Web, 3rd Party Payment 
Locations & IVR 
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Self-Service Adoption 

•  81% electronic transaction 
 

•  50% eBill adoption (#4 in the nation) 
  

•  60% of residential customers have  
an online myOUC account 
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Building on the Foundation to 
Position for the Future 
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The Reliable One 
And Sustainable, Too. 
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Develop Innovative Green Products & Services 

EV Charging  
Stations 

Distributed 
Generation 

Research & 
Development 
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Employee & Leadership Meetings 

•  Leadership Forums 
•  Employees meetings to 

educate and engage 
•  Make change a  

positive experience 
•  Provide a glimpse  

of the future 
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“The tipping point is that magic 

moment when an idea, trend, or 

social behavior crosses a threshold, 

tips, and spreads like wildfire.” 
 

Malcolm Gladwell  
The Tipping Point:  

How Little Things Can Make a Big Difference  
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Questions? 


