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DTE Energy Overview
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DTE Electric Overview

2.2 million customers

v 11,000 megawatt system capacity

v 1,150 MW CCGT, Blue Water Energy Center,
under construction

v $2B of investment to more than double
renewables by 2024

Largest electric utility in Michigan

i DTE Electric
service
territory




DTE Gas Overview

v' 1.3 million customers
v’ 139 Bcf storage capacity
v Replaced 154 miles of gas main lines in 2018

v One of the nation’s largest natural gas utilities

DTE Gas
service
territory




Over the last 10 years, DTE has become a customer
satisfaction leader among utilities, but still trails many other
industries

Over the last 10 years, DTE has intensified customer DTE scores above utility industry overall but
satisfaction efforts which has resulted in still trails many other industries
improvements in our JD Power rankings

DTE Residential Electric DTE Residential Gas Overall Customer Satisfaction
Midwest Ranking and CSI Scores Midwest Ranking and CSI Scores Index?
! Appliance Retailer
2019 YTD 766 1 . 838
' Home Security 831
2019 YTD __ pzn |
: Rental Car 826
: Auto Insurance 819
Full Service Investor 819
Hotel 817
614 i - - Retail Banki.rg 816
m ! Vehicle Service (Dealership) 816
: Homeowners Insurance 808
Credit Card 802
Life Insurance 785
Self-Directed Investor
Wireless Carrier
Airine
Airport
Telephone Service
2009 591 Gas Utility
Television Service Res g:: 766
Electric Utility
Interet Service
. DTE
Water Utility 701 Res Electric 744
DTE 1. JD Power Rankings/Scores for 2019 are YTD. CSI Score is Customer Satisfaction Index Scores 5

2. Industry Ranking data is from 2017



Rising customer expectations — many times shaped by other
industries - and new entrants interacting with our customers
all underscore the need for distinctive service excellence

All customer

Bar will keep rising: expectations are New entrants are Future customer
Increasing J.D. being shaped by interacting with needs will be

Power score others customers different

Residential = Business i i * Some customers
| i becoming
720 5 , @ i “prosumers” (i.e.,
' UBER THE RiTZ-CARLTON® 1 !
: sunrun : pEc;ﬂuce andtc_:onsume
! (2 ! !
| %lsNEP ‘ ' SUNPOWER'|] i °* Customers seeking
660 | i . more advice with
i . - ' increasing choices
. amazon s ,
630 : '« Customer expecting
; i new services from
500 | Southwestl their utility

2010 12 14 2016§

DTE SOURCE: McKinsey based on information from Power Electric Utility Business and Residential Customer Satisfaction Studies 2012-2016 6



Our challenges to distinctive service excellence were both
cultural and process related, and we are addressing them as
part of a holistic plan

Culture of Service Process Excellence

Challenges Enablers Challenges Enablers

1. "Top-down" approach Leadership 1. Alack of service level Ease, Accessibility &
leads to disconnect | standards leads to long .
between leadership and § resolution times and Responsiveness
the front line i inconsistent service

2. Limited collaboration Collaboration ' 2. Hand-offs and transfers Seamless
due to competing | between departments | .
priorities and different § can cause customers to nteractions
metrics § get lost in the shuffle

3. Lack of consistency and Recognition . 3. Inability to track service ~ Problem Resolution
difficulty in utilizing 3 orders limits our ability SETRIT
some recognition | to provide transparency and Visibility
channels | to customers

4. Not always distributed Communication - 4. Open communication Feedback Loops
effectively to meet the | loops cause lack of
needs of the various 1 follow through with our
areas departments | customers and leads to
within the organization } mistrust

DTE 7



A culture of service and process excellence are necessary to
achieve distinctive service excellence

Culture of Distinctive Operational
Service Service Excellence Excellence

DTE



Our journey to shape a culture of service excellence began
when our leaders visited Disney to learn about what great
looks like at a world-class service organization

» Disney drives service excellence in every
interaction through the following:

— Common Purpose - defines desired
emotional connection with customers

— Service Keys and Behavioral Guidelines -
helps employees make decisions in the
service moment

« Key insights from Disney include:

— Focus on internal service excellence as a
foundation to achieving superior external
service

— Put “purpose over process” in key service
moments

— Have a mentality of “it's not my fault, but it’s
my problem”




Since our visit with Disney, we have taken steps to define

service excellence at DTE by establishing our Service Keys and

Behavioral Guidelines

Qur Keys to Unlocking
SERVICE EXCELLENCE

= o0

1. Safe 2. Caring 3. Dependable = 4. Efficient

| practice | project a | do what | say | perform my
safe behaviors in positive energy. | am going to do role efficiently.

everything | do. | care every time. | identify better

| speak up for others. | act with ways to do

to ensure safety. a shared sense of my work.
purpose beyond
my role.

| take action
to protect myself
and others.

DTE
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We benchmarked and performed a best practices assessment
across top customer experience brands to provide a
recommendation on improvements to our measurement system

Elements of a Best-In-Class Measurement System

Strategy- Systematic Real-time Direct Integrated
setting and issue performance customer customer
prioritization identification management intervention data
Evaluate overall Continuously comb Provide Try to predict poor Provide an
performance, set through data to customized views experiences before integrated and
strategy, and surface new of real-time they occur, reaching unified view of
prioritize customer pain performance out to at-risk and the customer at
initiatives based points, test tailored to the dissatisfied every interaction
on impact and hypotheses, and goals of each customers to learn
value triage opportunities stakeholder group more and “make it
right”

DTE Best Practice Elements defined by McKinsey & Company 11



As an output of the assessment, an actionable top-line metric
(Net Promoter Score) was created to tailor experience and

operational metrics for different groups to drive action
throughout the organization

Top-
line
CX metric

» Use NPS instead of JD Power as a
topline metric

* Provide actionable voice of the customer
Voice of the metrics for each group
Customer
metrics
(Experience

Assessment)

* Link operational KPIs to experience metrics

* Engage employees in the transformation

Operational KPIs °

Organizational and cultural foundation

DTE 12



Implemented new technology to support improvements to our
measurement system that will allow us to capture customer
experience

Current State Future State

Results received in real-time
Surveys are auto triggered and results

2+ Week Lag on Survey Results
Surveys are triggered in batches.

Real-time

Results received weeks/months later performance are displayed in a dashboard 15 mins
management after submission
Adhoc Root Cause Identification . Quickly Identify Pain Points
. e Systematic - _ . . .
Root cause identification is performed Ability to identify trends and pain points
after the feedback is received and can Issue quickly
take weeks to deep dive Identification
Unable to intervene . Closed- Feedback Loops
Lag in timing of feedback prevents Direct customer Ability to intervene by following up with
intervention intervention customer in real time to resolve their issue

Customer Data Not Immediately 360 View of Customer
Available Integrated Customer and operational data is
Customer data, if available, must be customer data integrated (e.g., billing data, call
appended after the fact history, survey responses) into 360
degree view of customer

DTE 13




We launched a COVID-19 customer sentiment question within
our Net Promoter Score Survey and are monitoring verbatims to
further understand customer sentiment

Question: "How well do you believe DTE is responding to the Covid-19 pandemic?”

Promoters Passives
29% 11%
“I get emails telling me what they are

doing plus commercials on TV and news "I have experienced no problems affecting
stories” my service during the pandemic”

“Never got power interruptions, and I heard
from a friend that his outage got fixed within “I have experienced no problems affecting
3 hours” my service during the pandemic”
I don’t Know “Have heard the CEO numerous

489% times I don't hear the other CEO’s” Detractors

“Not sure exactly 13%
what your doing. “Money is so tight right now.
Don't hear to much Any relief from something that
about it” I don't have a choice to use
(electricity, gas) is needed”

We are responding to customer feedback

Follow Up Messages Customer Calls Spread Awareness

Message sent to all survey respondents Verbatims reviewed daily and those Communications team identifying
aimed at spreading awareness of DTE’s that illicit a response receive a phone opportunities to focus on low scoring
CV-19 Response call from our outbound team areas like Detroit

DTE 14



Our strategy consists of four pillars representing our stakeholder
and partnership channels that are the focus of our mobilization
efforts

Pandemic Response
Outreach Strategy

Direct Faith
Customer Based & Government Employees

Outreach Community
Partners

Communications

Targeted Assistance

DTE 15



We launched our Caring in the Crisis campaign to deliver
resources directly to those who need them most during the

COVID-19 crisis

Telethon

v’ Series of public
service
announcements and
digital messages
encouraging DTE
customers to contact
the company to
explore payment
assistance and
financial help options
if they are
experiencing a
hardship due to
COVID-19

DTE

Enrolled
Customers in
State Emergency
Relief (SER)

v’ Customers called into

the call center and
were either enrolled in
personalized payment
plans or if eligible
were assisted in
submitting their SER
application

Monitor Impact

v Key metrics indicate
that the campaign has
been successful at
assisting customers

v Calls Through The Que
v SER Applications

v/ Payment Plans

Ongoing
Partnership

v The newly established

customer support
programs provide
automatic financial
assistance directly to
eligible customers’
accounts

v We will continue

working with health
and wellness agencies
to ease constraints
and increase
assistance for all
customers in need

16
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