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ENBRIDGE GAS DISTRIBUTION INC. AND UNION GAS LIMITED

Answer to Interrogatory from
Consumers Council of Canada (“CCC”)

MAADs Application

Reference: No-Harm Test

Question:

From Enbridge Inc.’s perspective what are the primary objectives of the merger? Under what
circumstances would Enbridge Inc. not proceed with the merger? If the OEB reduced the
rebasing deferral period to five years would the merger proceed?

Response

The primary objectives of the merger are to deliver benefits and value to both customers and the
Amalco while continuing to provide safe and reliable service. It is not possible at this time to
speculate on the circumstances under which Amalco may not proceed with the amalgamation.

However, if the OEB reduced the rebasing deferral period to five years, management would be
unable to proceed with the amalgamation as proposed and outlined in the evidence. Also, see the
response to Board Staff Interrogatory #4 found at Exhibit C.STAFF.4.
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ENBRIDGE GAS DISTRIBUTION INC. AND UNION GAS LIMITED

Answer to Interrogatory from
Consumers Council of Canada (“CCC”)

MAADs

Reference: (Ex. B/T1/p. 4)

Question:

The evidence states that the proposed amalgamation meets the no harm test and would have a
positive effect on the attainment of the OEB’s policy objectives. In financial terms, the
Applicants estimate the cumulative benefit to customers of amalgamation to be $410 million
over the deferred rebasing period.

a) Please explain how the amalgamation, and the proposal for a 10-year deferred rebasing
period meets the no harm test.

b) What is the expected cumulative benefit to Enbridge Inc. over the deferred rebasing
period?

c) Please explain how the $410 million was derived and how that is allocated between
Union and EGD customers. Please include all assumptions. Under the Applicants’
proposal how is that benefit allocated among the customer classes?

Response

a) The no harm test considers whether or not the transaction has an adverse effect on meeting the
Board’s statutory objectives. EGD and Union firmly believe that the amalgamation and the
ten year deferred rebasing period meets the no harm test and that customers will benefit from
the amalgamation. The following section addresses how these Board objectives are met:

Customer prices are protected (lower) by amalgamating:

As outlined in the pre-filed evidence section 4.3 of EB-2017-0306, customers will pay
$410 million less over ten years where Union and EGD are amalgamated versus continuing to
operate as standalone utilities.

In addition to paying less over the ten year deferred rebasing period, customers will also
maintain their current rate zones over the ten year period. Maintaining the current customer
rate zones ensures that customers are experiencing no harm.



Filed: 2018-03-23
EB-2017-0306/EB-2017-0307
Exhibit C.CCC.2

Page 2 of 4

Customers are also protected where bill impacts could potentially be reduced as they are
eligible to share any benefit from the proposed earnings sharing mechanism.

Over the ten year deferred rebasing period, customer prices will not be adversely affected by
the utility integration. Customers will not pay for any of the potential $50 million to

$250 million of capital investments necessary to integrate the two utilities. This is an
investment of the shareholders, at the shareholder’s risk.

Customers will have bill stability and bill increases that are at or near inflation over the ten
years as a result of the utility operating under a price cap where inflation is the annual revenue
escalator.

Customers will also benefit from the cumulative impact of efficiencies and synergy savings
through rebasing at the end of the ten year deferred rebasing period.

Customer interests are protected by maintaining quality, safety and reliable delivery of natural
gas service:

Customers will not be adversely affected by reduced service levels given the company has
committed to the integration of operations field staff being conducted in the later stages of the
integration plan. The operations field staff act as the primary agents in maintaining the
safety, reliability and delivery of natural gas service.

Customers will benefit from an enhanced quality of interaction with the utility throughout the
ten years from the integration of internal processes and systems that directly enhance the
customer experience. Customer experience benefits will be achieved by implementing best
practices into external websites and internal systems to enhance the customer’s access to
information.

Customers will gain visibility and transparency into company performance through assessing
the company scorecard and participating in the proposed customer engagement process.
Customers will be able to provide direct feedback and influence the utility services that they
receive.

The utility will continue to rationally expand transmission and distribution systems:

Customers will benefit from the company continuing to adhere to Board policies that ensure
the rational expansion of transmission and distribution including OEB’s EBO 188, EBO 134
and Community Expansion policies. Over the ten year deferred rebasing period, the current
number of 3.7 million customers is expected to increase to approximately 4 million customers
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and this increase to the customer base is expected through the rational expansion of the
distribution system.

The utility will continue to rationally develop and safely operate its gas storage facilities:

Amalco will continue to develop natural gas storage to the benefit of Ontario ratepayers by
enhancing liquidity at Dawn as contemplated by the Natural Gas Electricity Interface Review
(“NGEIR”). In addition, Amalco will follow the Storage and Transportation Access Rules
(“STAR”).

The amalgamation of the gas storage facilities into one entity will enable a single asset
management process to review the amalgamated entity’s storage facilities. This common
asset base review can then identify and develop additional storage in accordance with NGEIR
following the depth of the market at Dawn,

The utility will promote energy conservation in accordance with polices of the Government of
Ontario:

Customers have benefited from each utility’s commitment to energy efficiency through
Demand Side Management programs. The benefits from DSM programs range from
influencing better natural gas burning technology to lowering customers’ average use. This
will continue and be enhanced by the amalgamation. The integration of the two utility DSM
programs will allow Amalco to implement the best of both utilities’ current programs and
incorporate each utility’s best practices in the developing and delivering current and future
energy efficiency programs. The combining of the utilities will create a single larger
marketing force that will continue the adoption of energy efficiency.

Customers will also benefit from the amalgamation where new low carbon economy
initiatives are required. EGD recently filed a Renewable Natural Gas and GeoThermal
services application which proposes two services that are cost neutral to existing customers.
Under Amalco, these programs will become more prominent and able to be offered to a
broader set of regions in Ontario. These programs will displace greenhouse gas emissions and
reduce the current customers’ cost to purchase cap and trade emissions credits.

The financial viability of the gas industry will be maintained:

Through the amalgamation the financial viability of the gas industry will not be adversely
affected. Amalco will continue to operate as a subsidiary of Enbridge Inc. and continue to
access the current level of financial and operational support. There will be no incremental
financing or debt requirements as a result of the two entities amalgamating.

b) The expected cumulative benefits and associated capital costs of the integration are provided
in EB-2017-0306, Exhibit B, Tab 1, Attachment 12.
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c) The $410 million represents the cumulative benefits to customers under Amalco compared to
stand-alone operations for EGD and Union. This amount is the difference between annual
revenue requirement for EGD and Union were they to continue to operate as stand-alone
utilities as compared to the proposed revenue as an amalgamated entity operating under a
price cap mechanism over the deferred rebasing period. Please see tables 2, 6 and 9 in
the response to FRPO Interrogatory #11a), found at Exhibit C.FRPO.11, for a detailed Ju
calculation of the ratepayer benefit. This benefit will be allocated among the customer classes
through lower rates using the existing rate design and cost allocation methodology.
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ENBRIDGE GAS DISTRIBUTION INC. AND UNION GAS LIMITED

Answer to Interrogatory from
Consumers Council of Canada (“CCC”)

MAADs Application

Reference: (Ex. B/T1/p. 13)

Question:

Please provide copies of all reports and studies undertaken by Enbridge Inc. regarding the
proposed merger. Please provide all materials provided to the Board of Directors of Enbridge
Inc., EGD and Union and the common shareholders of EGD and Union regarding the proposed
merger.

Response

Please see the response to FRPO Interrogatory #1 found at Exhibit C.FRPO.1.
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ENBRIDGE GAS DISTRIBUTION INC. AND UNION GAS LIMITED

Answer to Interrogatory from
Consumers Council of Canada (“CCC”)

MAADs Application

Reference: (Ex. B/T1/p. 3)

Question:

The evidence states that the amalgamation allows for greater operating efficiencies, including
potential economies of scale as well as continuous improvement through best practices and that
these efficiencies provide direct and enduring benefits for both customers and Amalco. Under
the Applicants’ proposal for a 10-year rebasing deferral period how will productivity
improvements provide “direct and enduring benefits for customers”?

Response

Please see response to BOMA Interrogatory #3(b) found at Exhibit C. BOMA.3.
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ENBRIDGE GAS DISTRIBUTION INC. AND UNION GAS LIMITED

Answer to Interrogatory from
Consumers Council of Canada (“CCC”)

MAADs Application

Question:

One of the basic premises of incentive regulation is that upon rebasing, ratepayers obtain the
benefits arising from productivity improvements that were achieved during the rate plan period.
If rebasing is deferred until 2029, how will customers benefit from the productivity
improvements that were achieved in the 2014-2018 period?

Response

The Board’s MAADSs policy is intended to incent consolidation/amalgamation of utilities, with a
major goal of reducing costs in the energy sector in the long term. EGD and Union have
optimized workforces and internal processes during past periods of operating on a stand-alone
basis. The proposed amalgamation provides the two utilities enhanced opportunities within the
ten year deferred rebasing period to further optimize workforces, internal processes and the
similar systems that each company uses to achieve economies of scale. Ratepayers should
benefit from material economies of scale in many forms throughout the ten year deferred
rebasing term and at rebasing in 2029. The application of the MAADSs policy achieves a greater
level of productivity and benefits for customers from an overall long term perspective which
includes all changes in costs and revenues over the 2014 to 2018 period being rebased in 2029.
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Plus Attachments

ENBRIDGE GAS DISTRIBUTION INC. AND UNION GAS LIMITED

Answer to Interrogatory from
Consumers Council of Canada (“CCC™)

MAADs Application

Question:
In the EB-2012-0459 Decision, the OEB set out a number of reporting requirements. This

included a commitment from EGD to provide an Annual Productivity Report to be filed as part
of the ESM application and a Performance Metrics Benchmarking Report “to be filed ant the end
of the Custom IR term”. Please provide copies of the completed Annual Productivity Reports.
What is the status of the Performance Metrics Benchmarking Report?

Response

The Annual Productivity Report was filed in EGD’s 2014 (EB-2015- 0122), 2015(EB-2015-0142
and 2016(EB-2017-0102) ESM and deferral and variance account clearance proceedings at
Exhibit D1, Tab 3, Schedule 1 (Attachments 1 to 3). A performance metrics benchmarking
report is not complete.
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ENBRIDGE GAS DISTRIBUTION INC. AND UNION GAS LIMITED

Answer to Interrogatory from
Consumers Council of Canada (“CCC”)

MAADs

Reference: (Ex. B/T1/pp. 9-10)

Question:
At the end of December 2016 EGD had approximately 2,100 employees. At the end of

December 2016 Union had approximately 2,300 employees.

a) For both Union and EGD, please provide the number of employees/FTEs in each year
2014-2018.

b) For each year of the deferred rebasing period what is the expected number of
employees/FTES?

¢) In 2016 EGD went through a corporate restructuring. How many employees left the
company in 2016? What were the savings attributable to that restructuring initiative?

d) Please provide copies of all studies undertaken related to workforce alignment within the
new combined utility.

Response

Reported headcount for Union and EGD includes: u
- Full-time and part-time regular employees; and,

- Full-time and part-time temporary employees.

Reported headcount for Union and EGD excludes: u
- Contractors;

- Students;

- Seasonal employees;

- Affiliate employees;

- Leave of absences; and,

- Employees on long-term disability.



a) Please see the tables below.

Union Headcount Information:

Year

# of Employees

2012
2013
2014
2015
2016
2017
2018*

2,211
2,200
2,233
2,269
2,288
2,271
2,240

Updated: 2018-04-12
EB-2017-0306/EB-2017-0307
Exhibit C.CCC.7

Page 2 of 2

fu

*2018 data is as of Feb.28, 2018. All other years are as of December 31.

EGD Headcount Information:

Year

# of Employees

2012
2013
2014

2015
2016
2017
2018*

2,126
2,221
2,204
2,138
2,071
1,942
1,938

lu

*2018 data is as of Feb.28, 2018. All other years are as of December 31.

b) Please see the response to BOMA Interogatory#11(a) found at to Exhibit C. BOMA.11.

c) The restructuring in 2016 resulted in the departure of approximately 100 individuals with a

savings range of approximately $9 to $10 million.

d) There are no studies.
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ENBRIDGE GAS DISTRIBUTION INC. AND UNION GAS LIMITED

Answer to Interrogatory from
Consumers Council of Canada (“CCC”)

MAADs Application

Reference: (Ex. B/T1/p.9)

Question:

Please provide a detailed list of all of the cost reductions/efficiencies achieved since the
Applicants have been under common ownership. (February 27, 2017)

Response

Please see response to LPMA Interrogatory#10(a) found at Exhibit C.LPMA.10.



Filed: 2018-03-23
EB-2017-0306/EB-2017-0307
Exhibit C.CCC.9

Page 1 of 1

ENBRIDGE GAS DISTRIBUTION INC. AND UNION GAS LIMITED

Answer to Interrogatory from
Consumers Council of Canada (“CCC”)

MAADs Application

Reference: (Ex. B/T1/p. 13)

Question:

Please recast Table 2 (Comparison of OM&A per Customer) to include 2017 data.

Response

Please see the response to LPMA Interrogatory #29(b) found at Exhibit C.LPMA.29.
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ENBRIDGE GAS DISTRIBUTION INC. AND UNION GAS LIMITED

Answer to Interrogatory from
Consumers Council of Canada (“CCC”)

MAADs Application
Reference: (Ex. B/T1/p. 17)

Question:

The evidence states that the Applicants do not expect the transaction costs related to the
amalgamation to be material. Please provide a detailed list of the transaction and transition costs
for Enbridge Inc., Union and EGD.

Response

Please see the response to BOMA Interrogatory #7 found at Exhibit C. BOMA.7.
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ENBRIDGE GAS DISTRIBUTION INC. AND UNION GAS LIMITED

Answer to Interrogatory from
Consumers Council of Canada (“CCC”)

MAADs Application

Reference: (Ex. B/T1/p. 21)

Question:

What is the current status of the Asset Management Plans for EGD and Union? If they are
completed please provide copies? Do Union and EGD have plans for a consolidated AMP? If
so, when is that AMP expected to be completed? Will the Applicants be seeking approval of that
plan from the OEB? If so, through what process?

Response

Please see the response to Board Staff Interrogatory #54 found at Exhibit C.STAFF.54. The
Applicants intend to provide the AMPs as part of the annual rate setting filing to support any
ICM requests.
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ENBRIDGE GAS DISTRIBUTION INC. AND UNION GAS LIMITED

Answer to Interrogatory from
Consumers Council of Canada (“CCC”)

MAADs Application

Reference: (Ex. B/T1/p. 20-21)

Question:

Please explain, in detail, how the Applicants derived the capital expenditures included in the
analysis provided in Table 3. Please explain how the Applicants derived the operating costs
included in the analysis.

Response
The cost projections in the analysis are high level estimates and are derived as follows:

Capital Expenditures

The capital costs are as per the forecasts from the EGD and Union Asset Management Plans.
Please see Table 1 and Table 5 provided in the response to FRPO Interrogatory#11(a) found at
Exhibit C.FRPO.11.

Operating Costs
The departmental O&M and Customer Care costs were assumed to increase at an average of the

inflation rate over the 2018 budget. Pension costs are based on estimate from Mercer. DSM
costs are the Board approved numbers for 2019-2020 and escalated at an average of inflation rate
for 2021 to 2028. Please see Table 1 and Table 5 provided in the response to FRPO
Interrogatory#11(a) found at Exhibit C.FRPO.11.
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ENBRIDGE GAS DISTRIBUTION INC. AND UNION GAS LIMITED

Answer to Interrogatory from
Consumers Council of Canada (“CCC”)

MAADs Application

Reference: (Ex. B/T1/Attachment 12 — Capital Investment and High Level Estimated OM&A
Savings for Utility Integration)

Question:

Please explain, in detail, how these numbers were derived. Please include all assumptions. How
much of the $680 million in expected savings will be shared with customers during the rate plan
period.

Response

Please see the response to BOMA Interrogatory#16(d) part (i) found at Exhibit C.BOMA.16.
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ENBRIDGE GAS DISTRIBUTION INC. AND UNION GAS LIMITED

Answer to Interrogatory from
Consumers Council of Canada (“CCC”)

MAADs Application

Reference: (Ex. B/T1/p. 33)

Question:

The evidence states that initiatives to align the Enbridge corporate office functions across the
enterprise are ongoing. Integration and optimization began in Q1 2017. What are the expected
annual savings for Union and EGD related to these functions?

Response

There is no forecast of expected annual savings for Union or EGD related to corporate office
functions being aligned. As the evidence states, this work is ongoing and is expected to continue
on through utility integration, and could be impacted by utility integration. The corporate office
integration process and projects are being conducted in a manner that adheres to the OEB’s
Affiliate Relationship Code (ARC). This means that each utility is still operating on a stand-
alone basis with the Enbridge corporate office where these functions are concerned.

Any savings that arose in 2017 or will arise in 2018 for each of Union and EGD will flow
through their respective earnings sharing mechanisms.

There has not been any detailed planning or activity with respect to the impact of utility
integration on corporate office functions.
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ENBRIDGE GAS DISTRIBUTION INC. AND UNION GAS LIMITED

Answer to Interrogatory from
Consumers Council of Canada (“CCC”)

MAADs Application

Reference: (Ex. B/T1/p. 33)

Question:

Union has always purchased services from its parent. EGD has always purchased services from
its parent. For each year 2013-2018 please provide a detailed list of all services purchased from
the relevant parent company, and the associated costs. Please include forecast and actual
numbers in each year.

Response

For EGD 2013 to 2017 Regulatory Cost Allocation Methodology (RCAM) amounts, please see
below. For 2018, there is a placeholder in the EGD budget of $50.2 million. The EGD 2018
services and allocations have not been finalized.

For Union 2013 to 2018 information, please see below. Union’s information contains both
affiliate revenues and expenses as Union has historically provided and received corporate
services to/from Spectra. Note that 2017 figures are preliminary.
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EGD Information:
Services / Direct Charges 2013 2014 2015 2016 2017
1. Aerial Pipeline Surveillance $ - $ - 0% - $ -
2. Audit & Accounting Advice $ 158,418 $ 134,343 $ 189,792 $ 135,038
3. Board of Directors Support $ 848267 $ 707990 $ 678,780 $ 421,563 $ 360,500
4. Business & Economic Financial Analysis $ -8 - 0% - $ - $ 17,749
5. Business Development $ 751,127 $ 303,345 $ 345025 $ 370,370 $ 476,479
6. Capital Market Financing & Access $ 1,029508 $ 745805 $ 662,464 $ 735076 $ 645,059
7. Cash Management & Banking $ 997,480 $ 249517 $ 421,457 $ 328,818 $ 382,995
8. Enterprise System Program and Project Management $ - $ 1,611,719 $ 2,272,174 $ 1,571,338 $ 2,908,463
9. Corporate Compliance $ 290,362 $ 201,541 $ 113441 $ 102,774 $ 92,342
10. Brand Strategy & Community Investment Relations $ 247559 $ 454520 $ 619,686 $ 262,787
11. Emerging Energy Technology Research $ -8 -8 - $ - $ -
12. Employee Development $ 1318597 $ 1,140,897 $ 920,683 $ 980,858 $ 1,417,088
13. Enterprise Infrastructure Program and Project Management $ - % 86,548 $ 4,184,303 $ 6,145,826 $ 4,403,816
14. Enterprise [T Strategy Planning & Management - inactive $ - 0% -8 -3 - $ -
15. Enterprise Infrastructure Management and Technical Support $ - 3 - $ 4535353 $ 5,392,852 $ 3,910,414
16. External Audit Coordination $ 207,076 $ 103,364 $ 52,843 $ 75,193 $ 67,875
17. External Communications $ - $ - % - $ 29,790
18. Enterprise System Management and Technical Support $ - $ 4902,304 $ 4,077,266 $ 4,157,578 $ 5,090,420
.é 19. Gas Accounting $ -8 -8 - % - $ -
§ 20. Gas Contract Administration $ -8 -8 - s - s -
% 21. Gas Supply, Storage, and Transportation Strategy $ - $ -8 - 0% - $ -
g 22. Government Relations & CSR $ - $ 268319 $ 40,320 $ 424,800 $ 304,587
& 23. IT Planning and Governance $ - $ 1,718,004 $ 2,618,292 $ 3,219,852 $ 3,887,742
24. Human Resource Advice $ 171633 $ 312301 $ 765909 $ 1,193,129 $ 608,802
25. Safety and Process Safety $ - 0% - $ 589472 $ 823684 $ 879,525
26. Insurance Claims Support, Strategy and Management $ - $ 199,281 $ 167,818 $ 255577 $ 223,627
27. Internal Employee Communications $ - 3% - $ - 0% - $ 55,591
28. Investor Services $ 1,099,448 $ 1,014,165 $ 744,885 $ 864,332 $ 872,903
29. Employee Relations Strategy $ 252,118 $ - 0% - $ 18 $ 148
30. Legal Advice $ 465382 $ 487544 $ 501,353 $ 196,076 $ 258,938
31. Pension Plan Asset Management and Administration $ - $ -8 - 0% - $ -
32. Planning, Management & Execution of Internal Audits $ 243067 $ 359369 $ 346,070 $ 247643 $ 192,759
33. Rate Regulated Entity Support $ 225727 $ 209,479 $ 127225 $ 42,861 $ 23,477
34. Records and Information Management $ 888504 $ 1,054,087 $ 1,178,672 $ 2,299,041 $ 1,248,733
35. Reservoir Engineering $ - 8 - 8 - 0% - $ -
36. Risk Assessment and Management $ 865435 $ 654230 $ 1335271 $ 479639 $ 827,579
37. Strategic Planning $ 253073 $ 223115 $ 504582 $ 913595 $ 566,690
38. Supply Chain Management $ 46,900 $ 53,482 $ 73,828 $ 159,435 $ 139,631
39. Tax Advice $ - $ - 8 -0 - $ -
40. Tax Reporting & Planning $ 131679 $ 70,384 $ 468,068 $ 63,781 $ 67,392
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41. Total Compensation and Benefits $ 2,399,292 $ 1,908,125 $ 1,980,365 $ 1,766,358 $ 1,943,963
42. Labour Relations $ 336424 $ -8 -3 - $ -
43. MY HR Services $ - 3% - 38 - $ 2155117 $ 2,859,902
Accounting Advice $ - 8 - $ 154055 $ - $ -
Human Resource Services $ - 0% - $ 2603972 $ - $ -
Consolidation and Planning System Technical Support (Khalix) $ 275164 $ - $ - % - $ -
.é Industry Relations & Corporate Social Responsibility (CSR) $ 415918 $ - 0% - % - $ -
é Enterprise IT Program Management $ 661,348 $ -8 - $ - $ -
% Enterprise IT Strategy Planning & Management $ 236,125 $ - $ - % - $ -
g Expense System Management & Technical Support (Necho Navigator) $ 240347 $ - 8 - $ - $ -
& Financial and Project Accounting System Technical Support (Oracle) $ 517,170 $ - 0% - $ - $ -
Government Relations $ 48,971 $ - $ - 0% - $ -
HRIS Management and Technical Support $ 3,487,053 $ -8 - $ - $ -
Employee and Labour Relations $ - $ 48,772 $ - $ - $ -
Insurance Strategy and Management $ 325570 $ -8 - % - $ -
Portal Suite Operations & Technical Support $ 301,334 $ - 8 - $ - $ -
Total Service Charges $19,488,516 '$ 19,448,587 '$32,918,466 '$36,196,662 '$35,162,806
Direct EFS Charge (Credit) $(2,129,052) $(5,000,103) $(6,152,935) $ (6,152,935) $ (6,152,935)
g Directors Fees & Expenses $ 1,089,370 $ 1,223,750 $ 1,076,870 $ 1,010,389 $ 682,776
:0: Depreciation - Risk Management System $ - $ 25,132 $ 214307 $ 173948 $ 237,081
$ ¢ |Depreciation - Enterprise Systems $ - $ 3,392,008 $ 4,091,402 $ 3,900,377 $ 5,096,089
2 o
$ & |Insurance Premiums $ 5,652,239 $ 4,830,857 $ 4,897,830 $ 4,862,895 $ 4,190,719
._%_ 3] Audit Fees $ - $ - $ - $ - $ -
g EGD Stock Based Compensation Charge $ - $ - $ 9,636,747 $ 8,750,765 $10,219,256
E Risk Management System $ 133581 $ - $ - $ - $ -
BU Stock Based Compensation Charge $10,657,647 $ 9,225,003 $ - $ - $ -
Total Direct Charges $15,403,785 $13,696,647 $13,764,221 $12,545440 $14,272,986
Rate of Return $ 353189 $ 471684 $ 326905 $ 324,626 $ 134,828
Total EGD Allocation $35,245,490 $33,616,917 $47,009,592 $49,066,728 $49,570,620
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Union Information:
Union Gas Limited
Affiliate Revenue
($000's)
2013
Line Board-
_No. _Functional Service approved 2013 Actuals 2014 Actuals 2015 Actuals 2016 Actuals 2017 Actuals 2018 Forecast
@ (b) © (d) (e) (U] @
1 Bus Devel, S&T 728 506 383 550 427 354
2 Corp Services - - - - - -
3 Engineering & Construction 485 178 229 40 35 43
4 EHS 821 702 912 523 624 453 307
5 Ethics - - - - - -
6 Finance 1,951 1,881 2,434 2,942 3,348 3,600 2,030
7 Gov Relations 701 627 379 404 348 48
8 HR 2,480 2,782 2,694 2,927 2,806 2,790 2,967
9 Insurance 150 118 80 68 75 29
10 IT 4,339 5,509 5,670 6,091 5,810 6,191 5,735
11 Legal 13 5 2 1 66 291 141
12 Other 14 8 4 10 7 64
13 Public Affairs - - - - - -
14 Supply Chain 801 772 764 906 963 672 175
15 Tax 1,224 1,166 1,068 992 968 839
16 Audit - - - - 429 470
17 Total 13,706 14,254 14,619 15,454 15,905 15,842 11,355
Union Gas Limited
Affiliate Expenses
($000's)
Line 2013 Board-
No. Functional Service approved 2013 Actuals 2014 Actuals 2015 Actuals 2016 Actuals 2017 Actuals 2018 Forecast
1 Bus Devel, S&T 206 (65) - - - -
2 Corp Services 68 109 109 81 70 91 528
3 Engineering & Construction 437 56 - - - -
4 EHS 1,097 831 922 701 640 714 450
5 Ethics 230 376 280 424 342 330
6 Finance 1,286 1,349 1,843 2,158 2,898 2,782 5,864
7 Gov Relations - - - - - -
8 HR 2,207 1,588 1,825 1,887 1,809 2,056 12,054
9 Insurance 505 97 127 310 302 217
10 IT 1,729 5,046 5,403 7,945 8,741 8,395 9,613
11 Legal 156 73 155 204 218 213 2,075
12 Other 315 - - - - 1,982 1,691
13 Pub Affairs 5 3 3 20 - - 1,897
14 Supply Chain 752 889 1,768 3,218 3,772 3,483 792
15 Tax 450 455 435 475 481 472
16  Audit - - - - 583 434
17  Sub Total 9,443 10,807 12,870 17,423 19,856 21,170 34,963
18 Depreciation 2,445 2,052 2,208 2,526 2,152 1,440 9,480
19 Corporate Adjustments *o- 26,300
20 Total 11,888 12,859 15,078 19,949 22,008 22,610 18,143

* Corporate provided Union with an adjustment to bring Union back to 2018 approved budget
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ENBRIDGE GAS DISTRIBUTION INC. AND UNION GAS LIMITED

Answer to Interrogatory from
Consumers Council of Canada (“CCC”)

MAADs Application

Reference: (Ex. B/T1/p. 35)

Question:

The evidence cites a savings estimate of $14 million per year related to Engineering, Asset
Management and Integrity, Public Affairs, DSM, Cap and Trade and other Low Carbon Business
Development. Please explain how this number was derived.

Response

Please see the response to BOMA Interrogatory#16(d) part (i) found at Exhibit C.BOMA.16.
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ENBRIDGE GAS DISTRIBUTION INC. AND UNION GAS LIMITED

Answer to Interrogatory from
Consumers Council of Canada (“CCC”)

MAADs Application

Reference: (Ex. B/T1/p. 37)

Question:

The Applicants expect $180 million in savings related to the alignment of the management
structure within the merged entity. Please explain how this number was derived. Please include
all assumptions.

Response

Please see the response to BOMA Interrogatory#16(d) part (i) found at Exhibit C.BOMA.16.
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Plus Attachments

ENBRIDGE GAS DISTRIBUTION INC. AND UNION GAS LIMITED

Answer to Interrogatory from
Consumers Council of Canada (“CCC™)

MAADs Application

Reference: (Ex. B/T1/p. 38)

Question:
In developing the Application and the proposed rate plan did Union and/or EGD specifically

engage customers regarding the elements of the rate plan? If so, please provide the results of that
customer engagement. If not, why not? Please provide copies of all materials related to the
customer engagement referred to in the evidence (that undertaken in preparation of the 2019 rate
applications).

Response

The Applicants held a stakeholder session at the Board’s offices on November 15, 2017 to
present an overview of the EB-2017-0306 and EB-2017-0307 applications. The Applicants did
not specifically engage customers regarding the elements of the rate plan, however used the
findings from the customer engagement referred to in the evidence to help inform the
applications. Please see Attachment 1 (EGD) and Attachment 2 (Union) for the results of the
customer engagement undertaken.

The key findings for both EGD and Union indicate the outcomes that customers value most are
price, safety and reliability. The Applicants’ proposed Rate Setting Mechanism during the
deferred rebasing period provides stability of rates while also providing the ability for Amalco to
invest in its systems to continue to provide safe and reliable service.
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Objectives for Research

Ipsos Public Affairs was commissioned by Enbridge Gas Distribution (EGD) to help Enbridge explore the
needs and preferences of customers regarding future initiatives to inform the organization’s five-year
investment plans. This research is intended to build upon Enbridge’s regular customer satisfaction
surveys, more specifically, this research investigates:

e Overall customer satisfaction

e Satisfaction with safety, reliability, customer service, and value provided by Enbridge

e Experience with service issues and natural gas outages

o Customer preferences for improved services

o Willingness to pay for maintaining or improving service

e Awareness of Cap and Trade, renewable natural gas, and conservation programs

e Willingness to pay for investments into renewable natural gas

e Preferences for investment in conservation and investment into renewable energy sources
o  Willingness to pay for investments included in Enbridge’s five-year plan

Furthermore, engaging customers and obtaining feedback is an important prerequisite of any rate
application by a utility provider in the Province of Ontario — including natural gas providers such as
Enbridge Gas Distribution. As established by the Ontario Energy Board (OEB) under the Renewed
Regulatory Framework for Electricity Distributors (RRFE), a utility must:

1. Involve customers in an effective, on-going process.

2. Incorporate customer predilections, needs, and expectations into its planning process by
engaging customers.

3. Prove that utility services that address customer preferences, expectations, and needs will be
provided.

As such, Ipsos has been retained by Enbridge Gas Distribution to design a multifaceted customer survey
to collect feedback from a multitude of different groups ranging from residential to large volume
customers.

A more detailed overview of the different customer groups surveyed will follow in the Methodology
section of this report.
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About this Research

Overview of Methodology

Enbridge customers were separated into four customer groups for this research, including:

e Residential customers

e General service business customers

e Rate 6 business customers
e large volume customers

The table below provides a summary of the various different customer surveys conducted by Ipsos on

behalf of Enbridge in 2016-17:

Residential Customers
General Service Customers
Rate 6 Business Customers

Large Volume Customers

Dec 15, 2016 - Jan 10, 2017
Dec 21, 2016 - Jan 20, 2017

May 12 — May 29, 2017
April 18 —May 9, 2017

1,000 +/-3.1%
500 +/-4.4%
250 +/-6.2%

50 +/-12.5%

The table below provides a summary of when the findings from each of the separate surveys were

provided to Enbridge by Ipsos:

Residential Customers
Residential Customers
General Service Customers
General Service Customers
Rate 6 Business Customers
Rate 6 Business Customers
Large Volume Customers
All Groups

Residential Customers

Topline Report
Detailed Report
Topline Report
Detailed Report
Topline Report
Detailed Report
Detailed Report

Combined Report

January, 2017
June, 2017
February, 2017
June, 2017
June, 2017
June, 2017
June, 2017
August, 2017

The survey was conducted by telephone with a random and representative sample of n=1,000 residential
customers between December 15", 2016 and January 10" 2017. The survey was suspended the week

of December 26" for the holidays.

To qualify for the residential survey the customer must receive an Enbridge Natural Gas bill and be

responsible or partially responsible for paying the bill directly to Enbridge (those who pay their natural

gas costs through a landlord or otherwise were disqualified).
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Based on a sample of n=1,000 the data has an associated margin of error of +/- 3.1%, nineteen times out
of twenty.

The data for the residential survey was weighted by region and billing type to ensure the sample
represents residential customers based on sample lists provided by Enbridge Gas Distribution.

General Service Business Customers

The survey was conducted by telephone with a random and representative sample of n=500 general
service business customers between December 21%, 2016 and January 20" 2017. The survey was
suspended the week of December 26™ for the holidays.

To qualify for the survey the customer must receive an Enbridge Natural Gas bill and be responsible or
partially responsible for paying the bill directly to Enbridge (those who pay their natural gas costs
through a property manager or otherwise were disqualified).

Based on a sample of n=500 the data has an associated margin of error of +/- 4.4%, nineteen times out
of twenty.

The data for the general service business survey have been weighted by region and billing type to ensure
the sample represents general service customers based on sample lists provided by Enbridge Gas
Distribution.

Rate 6 Business Customers

The survey was conducted by telephone with a random and representative sample of n=250 Rate Class 6
business customers between May 12" and May 29" 2017.

To qualify for the survey the customer must receive an Enbridge Natural Gas bill and be responsible or
partially responsible for paying the bill directly to Enbridge (those who pay their natural gas costs
through a property manager or otherwise were disqualified).

Based on a sample of n=250 the data has an associated margin of error of +/- 6.2%, nineteen times out
of twenty.

The data for the rate 6 Business customer survey are unweighted.
The sample was provided by Enbridge Gas Distribution from customer lists.
Large Volume Customers

The survey was conducted online with customers in rate classes 110, 115, 135, 145 and 170. A total of
N=260 customers were invited to participate in the survey, of which n=50 customers completed the
survey. The survey was conducted between April 18" and May 9™ 2017. Reminder emails were sent on
April 24" April 28" and May 2™, 2017.
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Only one survey was sent to each customer. Customers were instructed that the survey should be
completed by the person(s) within their organization that are involved in reviewing or making decisions
about the services they receive from Enbridge Gas Distribution. This may be the CFO, VP or Manager of
Engineering, Asset Management, Facilities Manager etc.

Prior to entering the survey the individual responding to the survey was required to answer yes to the
following question:

Can you please confirm that you are involved in reviewing and making decisions about the services you
receive from Enbridge Gas Distribution or that such a person(s) has collaborated in preparing your
responses to the survey?” If that is not you, please forward this survey to the correct person. They will be
able to re-use the same link.

In advance of sending out the survey, Ipsos and Enbridge Gas Distribution hosted a webinar for
customers on March 30", 2017. The purpose of the webinar was to provide customers with information
about the topics covered in the survey and allow customers an opportunity to ask any clarifying
guestions about the information presented.

During the webinar it was explained that each customer would be emailed a unique URL to use to
complete the survey, thus only one survey per customer would be permitted. The survey URL would be
emailed to the name/email address that Enbridge has on file for the customer.

Customers were encouraged to contact Enbridge following the webinar to confirm the email address on
file for the customer is the most appropriate person to complete the survey on their organization’s
behalf.

Enbridge Gas Distribution sent Ipsos a list of N=376 email addresses. Ipsos reviewed the list and removed
any duplicate records (e.g. duplicate email addresses or more than one email address per customer).
Where duplicates were present, Ipsos randomly chose one email address per customer. After removing
duplicates, Ipsos sent out the survey to N=260 customers.

Given that for some customers one person may oversee multiple facilities that have varying distribution
costs, rate classes and annual amounts, one facility was randomly selected by Ipsos and the customer
was asked to consider this facility in answering the survey. Customers were advised of this prior to
starting the survey, using the following instruction.

You are listed as the contact for [BUSINES NAME] [SITE/FACILITY NAME OR CITY].

If you are listed as the contact for multiple sites with varying consumption and thus varying distribution
costs, rate classes and annual bill amounts, one site has been randomly selected. The rate impacts for this
randomly chosen site have been used in the survey.

Based on a sample of n=50 the data has an associated margin of error of +/- 12.5%, nineteen times out
of twenty.

The data for the large volume customer survey are not weighted.
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Key Findings

The vast majority of customers are satisfied with the various aspects of the services provided to them by
Enbridge Gas Distribution. Including at least eight in ten Large Volume customers (88%), Rate 6 Business
customers (82%), General Service customers (81%), and Residential customers (79%). Looking specifically
at the various aspects of the services provided, the vast majority of customers are satisfied with the
reliability of natural gas services provided to them (including 98% of Large Volume, 96% of Rate 6
Business, 96% of Residential, and 96% of General Service customers). Similarly, the vast majority of
customers are satisfied with the safe delivery of natural gas to their home or business (including 98% of
Large Volume, 92% of Residential, 92% of General Service, and 91% of Rate 6 Business customers).
Customer ratings of customer service provided to them by Enbridge are also high as at least two-thirds of
customers are satisfied (including 72% of Rate 6 Business, 66% of Large Volume, 66% of Residential, and
65% of General Service customers) with customer service. Value for money is also perceived positively by
customers as the vast majority of customers indicate that they are satisfied with the value that they
receive for the money that they pay for Enbridge Gas service (including 72% of Rate 6 Business
customers, 66% of Large Volume customers, 66% of Residential customers, and 65% of General Service
customers).

Across all metrics and customer segments, most customers feel that Enbridge should invest in
maintaining current levels of reliability, safety, and customer service. On average, between half and
three quarters of customers believe that Enbridge should invest in maintaining existing reliability, safety,
and customer service standards, while about one in five customers across the various customer groups
believe that the organization should invest in improving these three critical areas. The remainder of
customers do not know which option they prefer.

When asked if customers find it acceptable to pay more on their natural gas bill to maintain current
levels of reliability and safety over the next five years (increases vary by type of customer) the majority
of Residential (62%) and Large Volume (46%) would find such an increase acceptable, while about half
(47%) of General Service and four in ten (44%) Rate 6 Business customers would find this acceptable.

The highest proportion of customers in each segment would prefer it if Enbridge Gas Distribution both
invested in renewable energy sources that will reduce the overall network’s consumption and in
conservation programs to help customers reduce their consumption. Opinions vary, however, in terms of
the perceived savings based on renewable energy versus energy efficiency. A higher proportion of Large
Volume and Rate 6 Business customers feel like they would see more savings from energy efficiency
whereas residential and general service customers are more evenly split, with roughly an equal
proportion favouring either.

With the exception of Large Volume customers, awareness of the Cap and Trade program and
knowledge of renewable natural gas is low, as only about three in ten Rate 6 Business (33%), Residential
(30%), or General Service (27%) customers are aware, compared to more than half (56%) of Large
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Volume customers. Willingness to pay more for the use of renewable natural gas in the natural gas
network is strong, as about seven in ten Residential (73%) and Large Volume (72%) customers would be
willing to pay more, while two thirds (64%) of General customers and about six in ten (58%) Rate 6
Business customers would be willing to pay more (amount willing to pay depends on customer segment).
In each of the customer segments a majority of customers believe renewable gas costs should be
regulated as opposed to market-driven. Additionally, more customers trust Enbridge Gas Distribution to
develop alternative forms of renewable energy than distrust the organization.

Awareness of energy conservation programs offered and administered by Enbridge Gas Distribution is
mixed among customer segments. The vast majority of Large Volume customers (82%) indicate that they
are aware of these programs, compared to half (49%) of Residential customers. Awareness is lower
among Rate 6 Business customers (29%) and General Service customers (20%). Large Volume customers
are more likely to say they think that Enbridge should continue administering their energy conservation
programs at about the same level and cost as they are currently doing (60%), compared to Residential
(31%), Rate 6 (27%), and General Service (24%) customers. Only a minority of customers from all
segments believe that Enbridge should invest more money or invest less money in these programs to
encourage customers to reduce consumption and Cap and Trade costs.

At the end of the survey, customers were asked about their willingness to pay for the various
investments included in the survey, including the costs to maintain currently levels of safety and
reliability and for the costs associated with investing in renewable natural gas (or willingness to pay for
both). Large Volume customers expressed the greatest willingness to pay more (80%), including 40% of
customers willing to pay more for both developing renewable natural gas and maintaining current safety
and reliability levels, while 26% support paying more for the former and 20% support paying more for
the latter. 14% of Large Volume customers would not be willing to pay more for any of these services,
while 6% say that they ‘don’t know’.

Among Residential customers, slightly more than half (56%) support paying more, including 35% who
support paying more for both RNG and the maintenance of safety and reliability levels, 14% who support
paying more only for the development of RNG, and 9% who only support paying more for only
maintaining safety and reliability levels. One in five (22%) Residential customers would not be willing to
pay more, while the same proportion (22%) don’t know.

A minority of General Service customers (44%) would be willing to pay more, including 20% of customers
from this segment who would be willing to pay more for the development of RNG and the maintenance
of safety and reliability levels, while 16% would be willing to pay more for the former and 11% the latter.
Three in ten (30%) of these customers would not be willing to pay more for any of these services, while
one quarter (26%) say that they ‘don’t know’. Finally, only about one third (36%) of Rate 6 Business
customers would be willing to pay more, including 12% who would be willing to pay more for both the
development of renewable natural gas and maintaining safety and reliability standards, while 14% would
be willing to pay more for the former, and 11% only for the latter. Overall, four in ten (38%) of these
customers would not be willing to pay more, while 26% indicate that they ‘don’t know’.
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Detailed Findings

Satisfaction & Preference for Safety, Reliability, and
Customer Service Investments

Satisfaction with Enbridge Gas Distribution

At eight in ten or more, the vast majority of customers in each customer group are satisfied with the
service provided by Enbridge Gas Distribution. At nearly nine in ten (88%), satisfaction is highest among
Large Volume customers, followed by Rate 6 Business customers (82%), General Service customers
(81%), and Residential customers (79%).

Rate 6 Business customers are significantly more likely than General Service Business customers to say
they are ‘very satisfied’ with all aspects of their utility service experience (52% versus 42%).

FIGURE 1: Satisfaction with Enbridge Gas Distribution

m Very satisfied m Somewhat satisfied m Neither satisfied nor dissatisfied

B Somewhat dissatisfied W Very dissatisfied m Don't know Satisfied

14% 3% ST

13% 5% [T

Residential Customers 47% 32% 14% 4%

Large Volume Customers

Rate 6 Business
Customers

General Service
Customers

79%

Values <3% not labelled in chart.
*small base size **very small base size. Interpret with caution.

Q1. Taking into consideration all aspects of your utility service experience, how satisfied are you with your Enbridge Gas Distribution service?
Base: All Respondents Rate 6 Business Customers (n=250); Large Volume Customers (n=50**); Residential Customers (n=1000); General
Service Customers (n=500)
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Satisfaction with Reliability, Safety, Customer Service, and Value
The Reliability of Natural Gas Delivery to Your Home/ Business

Virtually all Large Volume (98%), Residential, General Service Business, and Rate 6 Business customers
(96%, respectively) are satisfied with the reliability of natural gas delivery to their home/ business.

FIGURE 2: The Reliability of Natural Gas Delivery to Your Home/ Business

W Very satisfied u Somewhat satisfied B Neither satisfied nor dissatisfied
W Somewhat dissatisfied W Very dissatisfied m Don't know L
Satisfied
M Refused
Large Volume Customers 98%
Rate 6 Business .
Customers 6%
Residential Customers 96%
General Service 96%

80% 26% 3%

Customers

Values <3% not labelled in chart.
*small base size **very small base size. Interpret with caution.

Q2. How would you rate Enbridge Gas Distribution when it comes to each of the following?
Base: All Respondents Rate 6 Business Customers (n=250); Large Volume Customers (n=50*); Residential Customers (n=1000); General Service
Customers (n=500)

The Safe Delivery of Natural Gas to Your Home/ Business

At nine in ten or more, the vast majority of Enbridge customers across all customer segments are
satisfied with the safe delivery of natural gas to their home/ business. At 98%, virtually all Large Volume
customers are satisfied, followed by closer to nine in ten Residential (92%), General Service (92%), and
Rate 6 Business customers (91%).
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FIGURE 3: The Safe Delivery of Natural Gas to Your Home/ Business
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Values <4% not labelled in chart.
*small base size **very small base size. Interpret with caution.

Q2. How would you rate Enbridge Gas Distribution when it comes to each of the following?
Base: AllRespondents Rate 6 Business Customers (n=250); Large Volume Customers (n=50*); Residential Customers (n=1000); General Service Customers
(n=500)

Satisfaction with Customer Service

At three quarters or more, a strong majority of Enbridge customers express satisfaction with the
customer service they receive. At over eight in ten (84%), customer service satisfaction is highest among
Large Volume customers, followed by Rate 6 Business customers (80%), General Service Business
customers (74%), and Residential customers (73%).
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FIGURE 4: The Customer Service You Receive
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Values <4% not labelled in chart.
*small base size **very small base size. Interpret with caution.

Q2. How would you rate Enbridge Gas Distribution when it comes to each of the following?
Base: All Respondents Rate 6 Business Customers (n=250); Large Volume Customers (n=50*); Residential Customers (n=1000); General Service
Customers (n=500)

Value for Money Received from Enbridge

At two thirds or more, a strong majority of Enbridge customers express satisfaction with the value they
receive for their Enbridge Gas Distribution service. At over seven in ten (72%), satisfaction with value for
money is highest among Rate 6 Business customers, followed by Residential (66%), Large Volume (66%),
and General Service customers (65%).
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FIGURE 5: The Value You Receive for the Money You Pay for Your Enbridge Gas Service
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*small base size **very small base size. Interpret with caution.
Q2. How would you rate Enbridge Gas Distribution when it comes to each of the following?
Base: All Respondents Rate 6 Business Customers (n=250); Large Volume Customers (n=50*); Residential Customers (n=1000); General Service
Customers (n=500)

What Enbridge Can Do to Improve Service (Large Volume Customers Only)

Large Volume customers were asked if there is anything that Enbridge Gas Distribution can do to
improve the service that is provided to customers. At nearly two thirds (64%), a large majority did not
offer any suggestions for improvement. Of those that did, the most common responses relate to
changing/ improving pricing (12%), improving communications/ transparency (10%), improving customer
service (6%), and having more meetings with Enbridge Gas Distribution representatives to discuss service
(4%).
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FIGURE 6: What Enbridge Can Do to Improve Service (Large Volume Customers Only)

Change/ improve pricing - 12%
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*small base size **very small base size. Interpret with caution

Q3. Is there anything in particular that Enbridge Gas Distribution can do to improve its service to you?
Base: All Respondents Large volume Customers (n=50%*);

Customers Who Experienced a Natural Gas Outage

The vast majority of customers across all segments indicate that they have not experienced a natural gas
outage in their home or business. At eight percent (8%), General Service customers are significantly more
likely to have experienced a natural gas outage compared to Residential customers (5%).
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FIGURE 7: Experienced A Natural Gas Outage
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*small base size **very small base size. Interpret with caution.

Q3 (Q4 LVC). Have you ever experienced a natural gas outage in your home? This would not include planned outages where your natural gas is
turned off intentionally, for example, because of construction work around your home or a meter change. Base: All Respondents Rate 6 Business
Customers (n=250); Large Volume Customers (n=50%*); Residential Customers (n=1000); General Service Customers (n=500)

Number of Unplanned Outages in Past 5 Years

Among those customers that have experienced an unplanned natural gas outage, most have experienced
between 1 and 5 unplanned outages in the past 5 years, with very few having experienced more than 5
outages during this time. On average, both General Service and Rate 6 Business customers indicate
experiencing 2.6 outages, with Residential customers experiencing 1.6 unplanned outages on average.
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FIGURE 8: Number of Unplanned Outages in Past 5 Years
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Q4 (Q5LVC). How many unplanned outages have you experienced in the past 5 years? Base: Experienced Natural Gas Outage Rate 6 Business
Customers (n=11**); Residential Customers (n=52*); General Service Customers (n=42*)

Negative Experiences with Natural Gas Delivery

Across all segments, very few customers report having any negative experiences related to natural gas
delivery, with Rate 6 Business customers (at 98%) being more likely to say they have not experienced any
issues compared to both Residential and General Service customers (at 95% each). Among those who
had a negative experience, General Service customers are more likely to cite slow/ inefficient response
(3%) as the negative experience they encountered compared to Rate 6 Business customers (1%).
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FIGURE 9: Negative Experiences with Natural Gas Delivery (Excluding large volume Customers)
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Q5. Have you ever had any other negative experiences related to safety or reliability of natural gas delivery to your home, for example, slow
response to an emergency call? Base: All Respondents Rate 6 Business Customers (n=250); Residential Customers (n=1000); General Service

Customers (n=500)

Almost all (94%) Large Volume customers mention having no issues with the delivery of their natural gas.

FIGURE 10: Negative Experiences with Natural Gas Delivery Among Large Volume Customers
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Q6. Have you ever had any other negative experiences related to safety or reliability of natural gas delivery to your home, for example, slow
response to an emergency call? Base: All Respondents Large Volume Customers (n=50%)

Customer Concerns and Unmet Needs Among Large Volume Customers

A majority (54%) of Large Volume customers do not express any concerns about unmet needs in the past
two years. Of those that do the most common mention is costs associated with new natural gas service
(24%), followed by meter reading accuracy (16%), other billing issues (12%), and timelines associated

with receiving new natural gas services (10%).

FIGURE 11: Customer Concerns and Unmet Needs — Large Volume Customers
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Q22. Have you had any concerns about any of the following in the past 2 years? Base: All Respondents (n=50*)

Customer Preferences for Improved Service

Across all metrics and customer segments, a majority of customers feel that Enbridge should invest in
maintaining current levels of reliability, followed by investing in safety, or customer service. At just over
six in ten (62%), Residential customers are less likely to think that Enbridge should invest in maintaining
current levels of reliability compared to Large Volume customers (76%), Rate 6 Business customers
(74%), or General Service customers (69%). Residential customers are also less likely to think that
Enbridge should invest in maintaining current safety levels (55%), compared to the other customer
groups, including Large Volume customers (72%), Rate 6 Business customers (64%), or General Service
Business customers (63%). This group is also less likely to think Enbridge should invest in maintaining
current levels of customer service (54%), compared to Rate 6 Business customers (64%) specifically.
Residential customers are also the most likely to indicate that they ‘do not know’ if Enbridge should
invest in maintaining or improving its reliability (16%) or customer service (19%), compared to each of
the other customer groups.

On average, between 16% and 34% of customers from various customer groups think that Enbridge
should invest in improving current levels of reliability, safety, or customer service. Customer service
investments are most often requested by Large Volume customers (34%), followed by General Service
(29%), Residential (26%), and Rate 6 Business customers (23%). Regarding safety, almost three in ten
Residential customers (28%) would like to see Enbridge increase investment in this area, while about one
in five General Service (23%), Large Volume customers (20%), and Rate 6 customers (19%) indicate the
same. Across all customer groups, about one in five (Residential, 21%; Large Volume 20%; General

Incentive Regulation Customer Engagement Research
Prepared by: Ipsos Public Affairs

Page 20

DRAFT - Proprietary and Confidential



Filed: 2017-03-23, EB-2017-0306/EB-2017-0307, Exhibit C.CCC.18, Attachment 1, Page 21 of 86

Service 18%; and Rate 6 Business 16%) customers would like to see Enbridge invest in improving
reliability for it’s customers.

FIGURE 12: Customer Preferences for Improved Service
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Acceptability of Rate Increases to Maintain Current Levels of Service

Prior to being asked about the acceptability of increasing rates to maintain the current level of reliability,
customers across all segments were read the below statements:

Rate 6 Business Customers:

In considering its five-year investment plan Enbridge Gas Distribution estimates that it will need to increase its capital costs to
keep up with aging infrastructure and still maintain the current level of reliability and safety it delivers to its customers. It is
estimated that the average business customer bill will need to increase by 3% over the next 5 years to maintain current levels.
This increase would start in 2019 and apply until 2023. So, by the end of 2023 business customers will pay 15% more
compared to what they pay now, to cover these increased capital investments.

Large Volume Customers:

In considering its five-year investment plan Enbridge Gas Distribution estimates that it will need to increase its capital costs to
keep up with aging infrastructure to continue to maintain the current level of reliability and safety it delivers to its customers.
It is estimated that the delivery charge portion of your bill will need to increase by 1.5% per year over the next 5 years to
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maintain current levels of safety and reliability. For customers in your rate class the delivery charge typically represents
[Pipe-in % based on rate class: 110 = 15%, 115 = 0.5%, 135 = 30-35%, 145= 30-35%, 170 = 3-7%] of your total annualized bill
costs. This increase would start in 2019 and apply until 2023. So, by the end of 2023 your costs the delivery charge portion of
your bill would be [insert based on rate class] more than it is now, to cover these increased capital investments.

Residential Customers:

In considering its five-year investment plan Enbridge Gas Distribution estimates that it will need to increase investments to
keep up with aging infrastructure and still maintain the current level of reliability and safety it delivers to its customers. It is
estimated that the average residential customer bill will need to increase by 3% or S2 per month over the next 5 years to
maintain current levels of safety and reliability. This increase would start in 2019 and apply until 2023. So, by the end of 2023
residential customers will pay $10 more per month compared to what they pay now, to cover these increased capital
investments.

General Service Customers:

In considering its five-year investment plan Enbridge Gas Distribution estimates that it will need to increase its capital costs to
keep up with aging infrastructure and still maintain the current level of reliability and safety it delivers to its customers. It is
estimated that the average general service customer bill will need to increase by 3% or $15 per month over the next 5 years to
maintain current levels. This increase would start in 2019 and apply until 2023. So, by the end of 2023 general service
customers will pay S75 more per month compared to what they pay now, to cover these increased capital investments.

A majority (62%) of Residential customers believe that increasing rates by 3% or $2 per month over the
next 5 years to cover the costs associated with aging infrastructure in order to maintain the current level
of reliability and safety is reasonable (21%) or necessary (41%). Among these customers, one in five
(21%) indicate that such an increase is reasonable and they would support it, compared to two in five
(41%) who don’t like the increase, but think it is necessary. One quarter (26%) of residential customers
indicate that the increase is unreasonable and that they would oppose it, while 12% ‘don’t know’.

Slightly more than half (56%) of Large Volume customers believe that increasing rates by 1.5% over the
next 5 years to keep up with aging infrastructure costs to maintain the current level of reliability and
safety is reasonable (14%) or necessary (42%), compared to four in ten (40%) who would oppose it.
Slightly fewer than half (47%) of General Service customers believe that increasing rates by 3% over the
next five years is reasonable (8%) or necessary (39%), compared to four in ten (38%) who would oppose
such an increase. Finally, slightly more than four in ten (44%) Rate 6 Business customers indicate that an
increase of 3% a year for 5 years is reasonable (10%) or necessary (34%), compared to about one third
(36%) of customers who would oppose such an increase. One in five (19%) rate 6 customers indicate that
they ‘don’t know’ enough to provide an opinion.

At two in ten (21%), Residential customers are statistically more likely to think that the increase is
reasonable and they would support it compared to General Service (8%) and Rate 6 Business customers
(10%) and less likely to think that the increase is unreasonable and they would oppose it compared to all
other customer segments (26% vs. 40%, 38%, and 36%, for Large Volume, General Service, and Rate 6
Business customers respectively). Moreover, Residential and Large Volume customers are less likely to
say that they don’t know compared to Rate 6 Business and General Service customers (12% and 4% vs.
19% and 15% respectively).

FIGURE 13: Acceptability of Increase to Maintain Current Levels

Incentive Regulation Customer Engagement Research

22
Prepared by: Ipsos Public Affairs Page

DRAFT - Proprietary and Confidential



Filed: 2017-03-23, EB-2017-0306/EB-2017-0307, Exhibit C.CCC.18, Attachment 1, Page 23 of 86

M The increase is reasonable and | would support it m | don't like it, but I think the increase is necessary
M The increase is unreasonable and | would oppose it m Don't know
H Refused Increase Reasonable/
Necessary
Residential Customers
62%
Large Volume
Customers 56%
General Service
Customers 47%
Rate 6 Business
Customers 44%

Values <4% not labelled in chart.
*Small/**Very small Base size

Q7 (Q8 LVC). Would you be willing to accept this increase to maintain the current level of reliability and safety you currently receive for the next
5years? Base: All Respondents Rate 6 Business Customers (n=250); Large Volume Customers (n=50*); Residential Customers (n=1000); General
Service Customers (n=500)

Renewable Natural Gas Investments

Awareness of Cap and Trade Cost

Prior to being asked about their awareness of the Cap and Trade program in Ontario, customers across
all segments were read the below statements:

Rate 6 Business Customers:

As you may know, on January 1, 2017 the Ontario government introduced a Cap and Trade system to help reduce greenhouse
gas emissions in Ontario. Customers will pay a cost related to the amount of greenhouse gases (GHG’s) they emit, such as
from the combustion of natural gas. The government plans to invest these Cap and Trade proceeds into various initiatives
intended to reduce greenhouse gases such as renewable sources of energy, public transportation, electric vehicle incentives,
and energy conservation programs. Based on your rate class and EGD’s Ontario Energy Board approved cap and trade interim
rate, your bill is estimated to increase by approximately 15%.

Large Volume Customers:

As you may know, on January 1, 2017 the Ontario government introduced a Cap and Trade system to help reduce greenhouse
gas emissions in Ontario. Customers will pay a cost related to the amount of greenhouse gases (GHG’s) they emit, such as
from the use (combustion) of natural gas. The government plans to invest these Cap and Trade proceeds into various
initiatives that reduce greenhouse gases such as renewable sources of energy, public transportation, electric vehicle
incentives, and energy conservation programs. Based on your rate class and Enbridge Gas Distribution’s Ontario Energy Board
approved cap and trade interim rate [PIPE-IN BASED ON SAMPLE FLAG] you are being charged a ‘facility related charge’
(large final emitter rate) only. As a mandatory or voluntary cap and trade participant, you are required to register with the
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Government and manage your own cap and trade allowances related to your GHG emissions from combustion, including
natural gas, as well as any other process emissions.

Starting January 1, Enbridge Gas Distribution is charging you a ‘facility-related charge’ (large final emitter rate) of 0.0337
cents/m3 (as per the Ontario Energy Board approved interim rate order) associated with Enbridge Gas Distribution’s GHG
emissions resulting from the delivery of natural gas to your site.

...you are being charged a ‘facility and customer related charge.’ For businesses that cannot or are not interested in managing
their own cap and trade obligations, you are being charged 3.3518 cents per m’ (as per the approved interim rate). This
charge accounts for the emissions generated by your natural gas combustion as well as the emissions generated in delivering
the gas to your site.

Residential Customers:

As you may know, on January 1, 2017 the Ontario government is planning to introduce a Cap and Trade system to help reduce
greenhouse gas emissions in Ontario. Customers will pay a cost related to the amount of greenhouse gases they emit, such as
from the use of fossil fuels.

The government plans to invest these cap and trade proceeds into various initiatives that reduce greenhouse gases such as
renewable sources of energy, public transportation, electric vehicle incentives, and energy conservation programs. Initially,
the government expects costs to be about $7 per month for each natural gas customer for home heating, but the exact
amounts next year and in future years is not yet known. Some estimates have indicated that the cost could increase by
roughly 50 percent by 2023.

General Service Customers:

As you may know, on January 1, 2017 the Ontario government is planning to introduce a Cap and Trade system to help reduce
greenhouse gas emissions in Ontario. Customers will pay a cost related to the amount of greenhouse gases (GHG’s) they emit,
such as from the use (combustion) of fossil fuels.

The government plans to invest these cap and trade proceeds into various initiatives that reduce greenhouse gases such as
renewable sources of energy, public transportation, electric vehicle incentives, and energy conservation programs. Initially,
the government expects costs to be about $36 per month for each general service natural gas customer for heating, but the
exact amounts next year and in future years is not yet known. Some estimates have indicated that the cost could increase to
about $52.50 per month by 2023.

With the exception of Large Volume customers, less than half, and for some groups, much less than half,
are aware of the unit rate increase they are being charged to cover the cost of the Cap and Trade
program. In fact, at three quarters (74%), Large Volume customers are statistically more likely to be
aware of this compared to all other customer groups (46% for Residential customers, 36% for General
Service customers, and 31% for Rate 6 Business customers).

FIGURE 14: Awareness of Cap and Trade Cost
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B Yes MW No M Don'tknow

Large Volume Customers 74% 26%
Residential Customers 46% 54%
General Service Customers 36% 63%
Rate 6 Business Customers 31% 69%

Q8 (Residential Customers). Were you aware that starting in 2017 on average residential customers will pay roughly $7 more per month on their
bill to cover the cost of this cap and trade system? / Q8 (General Service Customers). Were you aware that starting in 2017 on average general
service customers will pay roughly $26 more per month on their bill to cover the cost of this cap and trade system?/ Q9 (Large Volume
Customers). Were you aware of this unit rate increase that you are being charged to cover the cost of cap and trade? / Q8 (Rate 6 Business
Customers). Were you aware that you are being charged 15% to cover the cost of cap and trade?

Base: All Respondents Rate 6 Business Customers (n=250); Large Volume Customers (n=50); Residential Customers (n=1000); General Service
Customers (n=500) *small base size **very small base size. Interpret with caution.

Conservation vs. Renewable Energy Investments

Prior to being asked about their views of conservation versus renewable energy investments, customers
across all segments were read the below statements:

Rate 6 Business Customers:

There are a couple of ways in which Enbridge Gas can help to lower customer costs to offset this cap and trade cost. One way
is to offer conservation programs (such as rebates and incentives) to encourage customers to make changes to their business
to reduce their natural gas consumption. Another way is for Enbridge to invest in renewable energy sources that will reduce
greenhouse gas emissions across the network and offset the amount of cap and trade costs to customers overall.

Large Volume Customers:

There are a couple of ways in which Enbridge Gas Distribution can help to lower customer costs to offset this Cap and Trade
cost. One way is to offer conservation programs (such rebates and incentives) to encourage customers to make changes to
their organization to reduce their natural gas consumption. Another way is for Enbridge Gas Distribution to invest in
renewable energy sources that will reduce greenhouse gas emissions across the network and offset the amount of Cap and
Trade costs to customers overall.

Residential Customers:

There are a couple of ways in which Enbridge Gas can help to lower customer costs to offset this cap and trade cost. One way
is to offer conservation programs (such rebates and incentives) to encourage customers to make changes to their home to
reduce their household natural gas consumption. Another way is for Enbridge to invest in renewable energy sources that will
reduce greenhouse gas emissions across the network and offset the amount of cap and trade costs to customers overall.

General Service Customers:

There are a couple of ways in which Enbridge Gas can help to lower customer costs to offset this cap and trade cost. One way
is to offer conservation programs (such rebates and incentives) to encourage customers to make changes to their business to
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reduce their natural gas consumption. Another way is for Enbridge to invest in renewable energy sources that will reduce
greenhouse gas emissions across the network and offset the amount of cap and trade costs to customers overall.

Across all segments, the highest proportion of customers would prefer it if Enbridge Gas Distribution
both invested in conservation programs to help customers reduce their consumption and in renewable
energy sources that will reduce the overall network’s consumption of fossil fuels. In terms of choosing
one or the other, Large Volume customers indicate a greater preference for investing in conservation
programs (34% vs. 12% for investing in renewable energy sources), though across all other customer
segments there is no clear preference in terms of one or the other.

It follows that Large Volume customers are more likely to indicate a preference for investing in
conservation programs compared to all other customer segments (34% vs. for 15% for Rate 6 Business,
14% for Residential, and 9% among General Service customers). This group is also the most set in their
opinions as they are less likely to say they ‘don’t know’ which option they prefer (2% vs. 26%, 22%, and
18%, for General Service, Residential, and Rate 6 Business customers, respectively).

FIGURE 15: Conservation vs. Renewable Energy Investments

m Invest in conservation programs to help customer reduce their consumption

m Invest in renewable energy sources that will reduce the overall network's consumption
m Both

m Neither

m Don't know

Large Volume Customers

Rate 6 Business Customers

Residential Customers 14% ‘ 14% 41% 9% 22%

General Service Customers

Q9 (Q10 LVC). Generally speaking, would you prefer to see Enbridge...?
Base: All Respondents Rate 6 Business Customers (n=250); Large Volume Customers (n=50%*); Residential Customers (n=1000); General Service
Customers (n=500) *small base size **very small base size. Interpret with caution

Energy Efficiency vs. Renewable Energy

Prior to being asked about whether customers believe they are more likely to experience cost savings on
their natural gas bill based on using more renewable energy to off-set Cap and Trade costs, versus
making their home/ business more energy efficient, customers across all segments were read the below
statements that were rotated randomly:

Rate 6 Business Customers:

SOME PEOPLE SAY there is not much more they can do to make their business more energy efficient and therefore they may
not be able to lower the cap and trade cost they pay. They are more likely to see savings based on investments Enbridge Gas
could make in renewable energy that will reduce the cap and trade costs to customers across the network.
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OTHER PEOPLE SAY there is more they can do to make their business more energy efficient and they would prefer to have
access to rebates and incentives to help them do that to lower the cap and trade cost they pay rather than rely on
investments in renewable energy by Enbridge Gas to lower cap and trade cost across the network.

Large Volume Customers:

SOME CUSTOMERS SAY there is not much more they can do to make their organization more energy efficient and therefore
they may not be able to lower the Cap and Trade cost they pay. They are more likely to see savings based on investments
Enbridge Gas Distribution could make in renewable energy that will reduce the Cap and Trade costs to customers across the
network.

OTHER CUSTOMERS SAY there is more they can do to make their organization more energy efficient and they would prefer to
have access to rebates and incentives to help them do that to lower the Cap and Trade cost they pay rather than rely on
investments in renewable energy by Enbridge Gas Distribution to lower cap and trade cost across the network.

Residential Customers:

SOME PEOPLE SAY there is not much more they can do to make their home more energy efficient and therefore they may not
be able to lower the cap and trade cost they pay. They are more likely to see savings based on investments Enbridge Gas
could make in renewable energy that will reduce the cap and trade costs to customers across the network.

OTHER PEOPLE SAY there is more they can do to make their home more energy efficient and they would prefer to have access
to rebates and incentives to help them do that to lower the cap and trade cost they pay rather than rely on investments in
renewable energy by Enbridge Gas to lower cap and trade cost across the network.

General Service Customers:

SOME PEOPLE SAY there is not much more they can do to make their business more energy efficient and therefore they may
not be able to lower the cap and trade cost they pay. They are more likely to see savings based on investments Enbridge Gas
could make in renewable energy that will reduce the cap and trade costs to customers across the network.

OTHER PEOPLE SAY there is more they can do to make their business more energy efficient and they would prefer to have
access to rebates and incentives to help them do that to lower the cap and trade cost they pay rather than rely on
investments in renewable energy by Enbridge Gas Distribution to lower cap and trade cost across the network.

Perceived savings from energy efficiency versus renewable energy investments varies somewhat across
the key customer groups. A higher proportion of Large Volume (56%) and Rate 6 Business customers
(42%) feel like they would see more savings from energy efficiency as opposed to renewable energy
(36% and 32%, respectively). On the other hand, Residential and General Service customers are more
evenly split as there is no clear preference for one or the other among customers in those segments.

FIGURE 16: Energy Efficiency vs. Renewable Energy
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m More likely to see savings based on renewable energy investments across the network
m More likely to see savings based on making your home/ business more energy efficient
= Don't know

m Refused

Residential Customers 39% 35% 24%
Large Volume Customers 36% 56% 8%
General Service Customers 34% 33% 32%
Rate 6 Business Customers 32% 42% 26%

Q10 (Q11 LVC). Which is closer to your point of view? Are you...
Base: All Respondents Rate 6 Business Customers (n=250); Large Volume Customers (n=50%); Residential Customers (n=1000); General Service
Customers (n=500) *small base size **very small base size. Interpret with caution.

Knowledge About Renewable Natural Gas

When asked to self-assess their knowledge about renewable natural gas, most customers report low
levels of knowledge, with the exception of Large Volume customers, where a majority (56%) claim to
have at least some knowledge of this topic compared to significantly less Rate 6 Business customers
(33%), Residential customers (30%), or General Service customers (27%). It follows that Large Volume
customers are less likely to say they know ‘nothing’ compared to all other customer groups (at 6% vs.
28%, 32%, and, 34% for Rate 6 Business, Residential, and General Service customers respectively).

FIGURE 17: Knowledge About Renewable Natural Gas

mAlot mSome mNot much m Nothing

Large Volume Customers

Rate 6 Business Customers

Residential Customers

General Service Customers

Values <4% not labelled in chart.
Q11 (Q12 LVC). How much do you know about renewable natural gas, this is sometimes also referred to as bio methane gas, or biogas?
Base: All Respondents Rate 6 Business Customers (n=250); Large Volume Customers (n=50%); Residential Customers (n=1000); General Service
Customers (n=500) *small base size **very small base size. Interpret with caution.
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Support for Renewable Natural Gas Investments

Prior to being asked about whether customers support or oppose paying increased rates for renewable
natural gas investments, customers across all segments were read the below statements:

Rate 6 Business Customers:

As you may know, Renewable natural gas (RNG), or bio methane gas or biogas, is a type of renewable gas that is carbon
neutral, thus it is better for the environment than conventional natural gas. It is a sustainable fuel that is created by
converting organic material such as municipal green bin collection waste (ie. vegetable peelings), farm crop residue, gas from
water treatment plants and even landfill gas that is captured and cleaned to the same quality level as natural gas.
Renewable natural gas could be produced in Ontario and put into the existing natural gas distribution system. It would be
compatible with all your natural gas appliances so there would be no lifestyle change for business. Renewable natural gas
helps reduce greenhouse gas emissions by displacing conventional natural gas. Investing in renewable natural gas can start
with modest levels of blending renewable energy with conventional energy. Think of this like the 2% blending of ethanol in
gasoline. This level of renewable blending is estimated to cost customers approximately 4% per month. Over time, it is
expected the cost of renewable natural gas will decline, making renewable natural gas less expensive than conventional
natural gas in the long-term for customers.

Large Volume Customers:

As you may know, Renewable Natural Gas (RNG), or bio methane gas or biogas, is a type of renewable gas that is carbon
neutral, thus it is better for the environment than conventional natural gas. It is a sustainable fuel that is created by
converting organic material such as municipal green bin collection waste (ie. vegetable peelings), farm crop residue, gas from
water treatment plants and even landfill gas that is captured and cleaned to the same quality level as natural gas.
Renewable natural gas could be produced in Ontario and put into the existing natural gas distribution system. It would be
compatible with all your natural gas appliances so there would be no lifestyle change for business. Renewable natural gas
helps reduce greenhouse gas emissions by displacing conventional natural gas.

Investing in renewable natural gas can start with modest levels of blending renewable energy with conventional energy.
Think of this like the 2% blending of ethanol in gasoline. This level of renewable blending is estimated to cost your
organization approximately [rate class 110=0.4%, 115= 0.8%, 135 = 0.4%, 145=0.4%, 170=1.1%] per year on the delivery
charge portion of your bill. Over time, it is expected the cost of renewable natural gas will decline, making renewable natural
gas less expensive than conventional natural gas in the long-term for customers.

Residential Customers:

As you may know, Renewable natural gas (RNG), or bio methane gas or biogas, is a type of renewable gas that is carbon
neutral, thus it is better for the environment than conventional natural gas. It is a sustainable fuel that is created by
converting organic material such as municipal green bin collection waste (ie. vegetable peelings), farm crop residue, gas from
water treatment plants and even landfill gas that is captured and cleaned to the same quality level as natural gas.
Renewable natural gas could be produced in Ontario and put into the existing natural gas distribution system. It would be
compatible with all your natural gas appliances so there would be no lifestyle change for households. Renewable natural gas
helps reduce greenhouse gas emissions by displacing conventional natural gas.

Investing in renewable natural gas can start with modest levels of blending renewable energy with conventional energy.
Think of this like the 2% blending of ethanol in gasoline. This level of renewable blending is estimated to cost customers
approximately $1.60 per month. Over time, it is expected the cost of renewable natural gas will decline, making renewable
natural gas less expensive than conventional natural gas in the long-term for customers.

General Service Customers:

As you may know, Renewable natural gas (RNG), or bio methane gas or biogas, is a type of renewable gas that is carbon
neutral, thus it is better for the environment than conventional natural gas. It is a sustainable fuel that is created by
converting organic material such as municipal green bin collection waste (ie. vegetable peelings), farm crop residue, gas from
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water treatment plants and even landfill gas that is captured and cleaned to the same quality level as natural gas.
Renewable natural gas could be produced in Ontario and put into the existing natural gas distribution system. It would be
compatible with all your natural gas appliances so there would be no lifestyle change for business. Renewable natural gas
helps reduce greenhouse gas emissions by displacing conventional natural gas.

Investing in renewable natural gas can start with modest levels of blending renewable energy with conventional energy.
Think of this like the 2% blending of ethanol in gasoline. This level of renewable blending is estimated to cost customers
approximately $19 per month. Over time, it is expected the cost of renewable natural gas will decline, making renewable
natural gas less expensive than conventional natural gas in the long-term for customers.

At over seven in ten (73%), support for renewable natural gas investments is highest among Residential
customers (35% ‘strongly’ or 38% ‘somewhat support’) and Large Volume Customers (72%), while closer
to six in ten General Service (64%) and Rate 6 Business customers (58%) support paying more for such
investments.

Residential customers are less likely to say they oppose (strongly/ somewhat oppose) paying more for
renewable natural gas investments (13%), compared to Large Volume (24%), General Service (34%), or
Rate 6 Business customers (39%).

FIGURE 18: Support for Renewable Natural Gas Investments

M Strongly support mSomewhat support B Somewhat oppose M Strongly oppose M Don't know ® Refused

Support
Residential Customers 35% 38% 5% 8% 13%

< . 73%

Large Volume Customers 22% 50% 16% 8% 4% 72%
General Service

9 15% 19% 9

Customers 23% 41% 64%
Rate 6 Business

21% 37% 19% 20% 58%

Customers

Values <4% not labelled in chart.
*Small/**Very small Base size

Q12 (Residential Customers). Knowing this, would you strongly support, somewhat support, somewhat oppose, strongly oppose or Don’t know
about paying $1.60 more per month to start to begin building Ontario’s renewable natural gas supplies? / Q12 (General Service Customers)
Knowing this, would you support or oppose paying about $19 more per month to start to begin building Ontario’s renewable natural gas
supplies? / Q13 (Large Volume Customers). Knowing this, would you support or oppose paying about [rate class 110=0.4%, 115=0.8%, 135 =
0.4%, 145=0.4%, 170=1.1%)] ... more per year on the delivery charge portion of your bill to start to begin building Ontario's renewable natural gas
supplies through biogas? / Q12 (Rate 6 Business Customers). Knowing this, would you support or oppose paying about 4% more per month to
start to begin building Ontario’s renewable natural gas supplies?

Base: All Respondents Rate 6 Business Customers (n=250); Large Volume Customers (n=50%*); Residential Customers (n=1000); General Service
Customers (n=500)
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Willingness to Pay Even More For Blending of Renewable Natural Gas
Network

In each of the customer groups, willingness to pay even more for the additional blending of renewable
natural gas into the existing natural gas network is low. In terms of residential customers, only about one
third (36%) would be willing to pay more (above the base increase detailed in the previous question),
including 9% who would be willing to pay an additional $1 per month by 2023, 12% who would be willing
to pay $2 more per month by 2023, 7% who would be willing to pay $3 more per month to 2023, and 8%
who would be willing to pay $4 more per month by 2023. One quarter (25%) of Residential customers
indicate that they are unwilling to pay more than the initial cost of $1.60 per month, while slightly fewer
are unwilling to pay even the initial $1.60 per month to cover the costs associated with blending
renewable natural gas into the existing natural gas (20%) or don’t know enough to provide an opinion
(19%).

FIGURE 19: Willingness to Pay for Additional Blending of RNG Network, Residential Customers

$1.00 more per month by 2023 9%
$2.00 more per month by 2023 12%
$3.00 more per month by 2023 7%
$4.00 more per month by 2023 8%
I am not willing to pay more than the initial $1.60 per month 25%
I am not willing to pay even the initial $1.60 per month 20%

Don't know 19%

Q13 (Residential Customers). And how much would you be willing to pay per month, over and above the initial $1.60 per month, to increase the amount of
renewable natural gas that is blended into the system between 2019 and 20237

Base: All Respondents Residential Customers (n=1000)

Three in ten (28%) General Service customers are unwilling to pay more than the initial cost of $19.00
per month, while about one quarter (27%) of customers would be willing to pay more per month,
including 13% who would be willing to pay an additional $7.50 per month by 2023, 8% who would be
willing to pay $15.00 more per month by 2023, 3% who would be willing to pay $22.50 more per month
to 2023, and 3% who would be willing to pay $30.00 more per month by 2023. One quarter (25%) of
General Service customers would not be willing to pay the initial $19.00 per month to cover the costs
associated with blending renewable natural gas into the existing natural gas network and one in five
(21%) say that they ‘don’t know’ enough to provide an opinion.

Incentive Regulation Customer Engagement Research
Prepared by: Ipsos Public Affairs

Page 31

DRAFT - Proprietary and Confidential



Filed: 2017-03-23, EB-2017-0306/EB-2017-0307, Exhibit C.CCC.18, Attachment 1, Page 32 of 86

FIGURE 20: Willingness to Pay for Additional Blending of RNG Network, General Service Customers

m General Service Customers

$7.50 more per month by 2023 - 13%
$15.00 more per month by 2023 - 8%

$22.50 more per month by 2023

$30.00 more per month by 2023 I 3%

I am not willing to pay more than the initial $19 per month _ 28%

I am not willing to pay even the initial $19 per month 25%

Don't know 21%

Q13 (General Service Customers). And how much would you be willing to pay per month, over and above the initial $19 per month, to increase the amount of
renewable natural gas that is blended into the system between 2019 and 2023? Base: All Respondents General Service Customers (n=500)

Three in ten (28%) Rate 6 Business customers are unwilling to pay more than the initial increase of 4%
per month, while about one in five (20%) would be willing to pay more per month, including 10% who
would be willing to pay an additional 1.5% per month by 2023, 6% who would be willing to pay an
additional 3.0% per month by 2023, 3% who would be willing an additional 4.5% per month to 2023, and
1% who would be willing an additional 6.0% per month by 2023. Three in ten (29%) Rate 6 business
customers would not be willing to pay the initial increase of 4.0% per month to cover the costs
associated with blending renewable natural gas into the existing natural gas network, while one in five
(22%) say they ‘don’t know’ enough to provide an opinion.

FIGURE 21: Willingness to Pay for Additional Blending of RNG Network: Rate 6 Business Customers

m Rate 6 Business Customers

1.5% more per month by 2023 - 10%
3.0% more per month by 2023 - 6%

4.5% more per month by 2023 . 3%

6.0% more per month by 2023 I 1%

I am not willing to pay more than the initial 4% per %
28%
month
1 am not willing to pay even the initial 4% per mont ||| T 2>
Rl _ e

Q13 (Rate 6 Business Customers). And how much would you be willing to pay per month, over and above the initial 4% per month, to increase the amount of
renewable natural gas that is blended into the system between 2019 and 20237
Base: All Respondents Rate 6 Business Customers (n=250)
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One third (34%) of Large Volume customers are unwilling to pay more than the initial increase (depends
on rate class), while around the same proportion (36%) of customers would be willing to pay more per
month, including 12% who would be willing to pay an additional 0.1% per month by 2023, 6% who would
be willing to pay an additional 0.2% per month by 2023, 6% who would be willing an additional 0.3% per
month to 2023, and 12% who would be willing an additional 0.4% per month by 2023. Fewer than one in
five (16%) Large Volume customers would not be willing to pay the initial increase (depends on rate
class) to cover the costs associated with blending renewable natural gas into the existing natural gas
network, while about the same proportion (14%) say that they ‘don’t know’ enough to provide an
opinion.

FIGURE 22: Willingness to Pay for Additional Blending of RNG Network, Large Volume Customers

0.19% more per year (0.5% more per year by 2023) 12%
0.2% more per year (1% more per year by 2023) 6%
0.3% more per year (1.5% more per year by 2023) 6%
0.4% more per year (2% more per year by 2023) 12%
I am not willing to pay more than the initial increase 34%
I am not willing to pay even the initial increase 16%
Don't know 14%

Q14 (Large Volume Customers). And how much would you be willing to pay, overand above the initial [rate class 110=0.4%, 115= 0.8%, 135 = 0.4%, 145=0.4%,
170=1.1%] ... on the delivery charge portion of your bill, to increase the amount of renewable natural gas that is blended into the system between 2019 and
20237 Base: All Respondents Large Volume Customers (n=50%) *small base size **very small base size. Interpret with caution

Preferences for Renewable Natural Gas Regulation

Prior to being asked about whether they think renewable natural gas costs should be regulated or
market-driven, customers across all segments were read the below statements:

Rate 6 Business Customers:

SOME PEOPLE SAY that the costs that customers pay for renewable natural gas should be regulated by the Ontario Energy
Board in the same way conventional gas is, so that the cost charged to customers is regularly reviewed and relatively stable
for customers.

OTHER PEOPLE SAY that renewable natural gas should be available to customers through third party marketers who already
sell natural gas as a commodity to some Ontarian customers. The marketers would not be regulated by the Ontario Energy
Board and thus the cost to customers would be market-driven, meaning it could be lower or higher than the cost provided by
Enbridge.
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Large Volume Customers:

SOME PEOPLE SAY [rotate] that the costs that customers pay for renewable natural gas should be regulated by the Ontario
Energy Board in the same way conventional gas is, so that the cost charged to customers is regularly reviewed and relatively
stable for customers. OTHER PEOPLE SAY [rotate] that renewable natural gas should be available to customers through third
party marketers who already sell natural gas as a commodity to some Ontario customers. The marketers would not be
regulated by Ontario Energy Board and thus the cost to customers would be market-driven, meaning it could be lower or
higher than the cost provided by Enbridge Gas Distribution.

Residential Customers:

SOME PEOPLE SAY [rotate] that the costs that customers pay for renewable natural gas should be regulated by the Ontario
Energy Board in the same way conventional gas is, so that the cost charged to customers is regularly reviewed and relatively
stable for customers. OTHER PEOPLE SAY [rotate] that renewable natural gas should be available to customers through third
party marketers who already sell natural gas as commodity to some Ontarian customers. The marketers would not be
regulated by Ontario Energy Board and thus the cost to customers would be market-driven, meaning it could be lower or
higher than the cost provided by Enbridge.

General Service Customers:

SOME PEOPLE SAY [rotate] that the costs that customers pay for renewable natural gas should be regulated by the Ontario
Energy Board in the same way conventional gas is, so that the cost charged to customers is regularly reviewed and relatively
stable for customers. OTHER PEOPLE SAY [rotate] that renewable natural gas should be available to customers through third
party marketers who already sell natural gas as commodity to some Ontario customers. The marketers would not be
regulated by Ontario Energy Board and thus the cost to customers would be market-driven, meaning it could be lower or
higher than the cost provided by Enbridge.

Most customers believe that renewable natural gas costs should be regulated. At two thirds (67%),
Residential customers are more likely to believe this compared to General Service (57%), Large Volume
(52%), and Rate 6 (52%) Business customers. This group is also less likely to believe that renewable gas
costs should be market-driven (at 14%), compared to Large Volume (48%), Rate 6 Business (27%), and
General Service customers (22%). Conversely, Large Volume customers are more likely to think that
renewable natural gas costs should be market-driven and are less likely to say they don’t know enough
to provide an opinion (at 0% compared to 19%, 21%, and, 21%, for residential, general service, and rate 6
business customers).
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FIGURE 23: Preferences On Renewable Natural Gas Regulation

W Renewable natural gas costs should be regulated m Renewable natural gas costs should be market-driven ® Don't know

Residential Customers 67% 14% 19%

General Service Customers

Rate 6 Business Customers

Large Volume Customers

*Small/**Very small Base size

Q14 (Q16 LVC). Which is closer to your point of view? Areyou...
Base: All Respondents Rate 6 Business Customers (n=250); Large Volume Customers (n=50*); Residential Customers (n=1000); General Service
Customers (n=500)

Level of Trust in Enbridge Gas Distribution to Develop Renewable Energy
Alternatives

Prior to being asked about whether they trust Enbridge Gas Distribution to develop alternative forms of
renewable energy, customers across all segments were read the below statements:

Rate 6 Business Customers:

Another way to reduce greenhouse gas emissions and reduce the costs of cap and trade is for Enbridge to invest in other
forms of renewable energy outside of its natural gas business. This would include solar energy, wind energy or geo-thermal
(from the ground). Investments in these other energy sources would reduce Enbridge Gas’ cap and trade costs, savings that
would be passed on to customers.

Large Volume Customers:

Another way to reduce greenhouse gas emissions and reduce the costs of cap and trade is for Enbridge Gas Distribution to
invest in other forms of renewable energy outside of its natural gas business. This would include solar energy, wind energy or
geo-thermal (from the ground). Investments in these other energy sources would reduce Enbridge Gas Distribution’s cap and
trade costs, savings that would be passed on to customers.

Residential Customers:

Another way to reduce greenhouse gas emissions and reduce the costs of cap and trade is for Enbridge to invest in other
forms of renewable energy outside of its natural gas business. This would include solar energy, wind energy or geo-thermal
(from the ground). Investments in these other energy sources would reduce Enbridge Gas’ cap and trade costs, savings that
would be passed on to customers.
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General Service Customers:

Another way to reduce greenhouse gas emissions and reduce the costs of cap and trade is for Enbridge to invest in other
forms of renewable energy outside of its natural gas business. This would include solar energy, wind energy or geo-thermal
(from the ground). Investments in these other energy sources would reduce Enbridge Gas’ cap and trade costs, savings that
would be passed on to customers.

Across all customer groups, customers are more likely to trust than distrust Enbridge Gas Distribution in
developing alternative forms of renewable energy. Seven in ten (70%) Large Volume customers trust
Enbridge Gas Distribution more or the same as other organizations compared to only one in five (18%)
who distrust Enbridge. Nearly half (48%) of Residential customers trust Enbridge compared to only 14%
who distrust the organization, while slightly fewer General Service and Rate 6 Business customers trust
Enbridge (at 45% and 44% respectively), compared to a small minority of these customers who distrust
the organization (13% for the former, 14% the latter).

A significant proportion of Rate 6 (42%), general service (42%), and residential (38%) customers say that
they ‘don’t know’ if they trust Enbridge Gas Distribution more, the same, or less than other organizations
to develop alternative forms of renewable energy.

Half (50%) of Large Volume customers say they trust Enbridge Gas Distribution to develop alternative
forms of renewable energy about as much as other companies, more than in any other customer
segment (34% of General Service customers, 32% of Residential customers, and 27% of Rate 6 Business
customers say this). At 12%, Large Volume customers are also the least likely to say they don’t know
enough to provide an opinion (compared to 42% of rate 6 Business Customers, 42% of General Service
customers, and 38% of Residential customers).
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FIGURE 24: Level of Trust in Enbridge Gas Distribution to Develop Renewable Energy Alternatives

B More than companies already operating in these areas As much as companies already operating in these areas

M Less than companies already operating in these areas W Don't know

Large Volume Customers 20% 50% 18% 12%

Rate 6 Business

17% 7% 14% 42%
Customers

Residential Customers 16% 32% 14% 38%

General Service

11% 49 13% 42%
Customers

*Small/**Very small Base size
Q15 (Q17 LVC). Would you trust Enbridge to develop these renewable energy alternatives...?
Base: All Respondents Rate 6 Business Customers (n=250); Large Volume Customers (n=50%*); Residential Customers (n=1000); General Service
Customers (n=500)

Energy Efficiency Initiative Investments

Awareness of Power-to-Gas (Large Volume Customers Only)

Prior to being asked about their awareness of Power-to-Gas, Large Volume customers were read the
below statement:

Power-to-Gas is a new energy storage technology that supports the electricity grid’s ability to integrate more renewable
generation by converting off-peak, and surplus, renewable power into hydrogen that can be injected into the natural gas
distribution system to complement RNG.

Only one in five (22%) Large Volume customers say they have at least some knowledge of the ‘Power-to-
Gas’. Half (50%) say they don’t know much while nearly three in ten (28%) claim to know nothing. None
of the other customer segments were asked about Power-to-Gas.
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FIGURE 25: Awareness of Power-to-Gas

m A lot
B Some
m Not much

M Nothing

Q15. How much do you know about Power-to-Gas?
Base: All Respondents Large Volume Customers (n=50%*);

*small base size **very small base size. Interpret with caution.

Opinions on Whether Enbridge Should Consider Investing in Power-to-Gas
(Large Volume Customers Only)

Four in ten (40%) Large Volume customers believe that Enbridge Gas Distribution should consider
investing in Power-to-Gas, though at nearly half (46%), the highest proportion say that they don’t know
enough to provide an opinion. Fourteen percent (14%) indicate that Enbridge should not consider such
an investment. None of the other customer segments were asked about Power-to-Gas.

FIGURE 26: Opinions on Whether Enbridge Should Consider Investing in Power-to-Gas

No, 14%

Yes, 40%

Don't know, 46%

Q15a. The potential cost to customers for Enbridge Gas Distribution to investin Power-to-Gas is not yet known. Contingent upon
knowing the cost impact to customers, do you think Enbridge Gas should consider investing in Power-to-Gas?
Base: All Respondents Large Volume Customers (n=50%);

*small base size **very small base size_Interpret with caution
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Awareness of Enbridge’s Conservation Programs

Prior to being asked about their awareness of Enbridge Gas Distribution’s conservation programs,
customers across all segments were read the below statements:

Rate 6 Business Customers:

Enbridge Gas currently offers a number of energy efficiency programs to encourage small business customers to conserve
energy. For example, the Direct Install program for small commercial and industrial customers that offers a full service
installation of air doors.

Large Volume Customers:

Enbridge Gas Distribution current offers programs that range from prescriptive, customer and / or comprehensive energy
management programs depending on your organization’s needs.

Residential Customers:

Enbridge Gas currently offers a number of energy efficiency programs to encourage customers to conserve energy. For
residential customers, these include:
. The Home Energy Conservation Program that provides incentive for making energy efficient upgrades and
reducing energy consumption by 25%
. The Smart Thermostats Program, that offers $100 off of a smart thermostat
. The Home Winter Proofing Program, where for qualifying low and fixed income customers Enbridge pays
for the cost of the energy efficiency improvements such as insulation and draft proofing measures

General Service Customers:

Enbridge Gas currently offers a number of energy efficiency programs to encourage general service customers to conserve
energy. For example, the Direct Install program for small commercial and industrial customers that offers a full service
installation of air doors.

At over eight in ten (82%), Large Volume customers are more likely to indicate awareness of Enbridge’s
conservation programs than their Residential (49%), Rate 6 (29%), and General Service (20%)
counterparts. In contrast, about the same proportion (80%) of General Service customers say they are
unaware of Enbridge’s conservation programs, statistically more than Rate 6 (71%), Residential (51%), or
Large Volume (18%) customers.
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FIGURE 27: Awareness of Enbridge’s Conservation Programs
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Views of the Future of Enbridge Gas Distribution’s Energy Conservation
Programs

Prior to being asked about their views of the future of Enbridge Gas Distribution’s energy conservation
programs, customers across all segments were read the below statements:

Rate 6 Business Customers:

Each dollar Enbridge Gas spends on energy efficiency yields approximately to $2.67 in benefits (mostly from savings on gas
costs). Approximately 2% of the average business customer’s bill currently goes toward the cost of these programs.

Large Volume Customers:

Each dollar Enbridge Gas Distribution spends on conservation programs to help customers improve their energy efficiency
yields approximately to $2.67 in benefits (mostly from savings on gas costs). Approximately [RATE CLASS: 110=10%, 115=27%,
135=24%, 145=125%, 170 =101%] of the delivery charge for large volume customers in your rate class pay per year currently
goes toward the cost of these programs.

Residential Customers:

In 2014, 5,000 residential customers took advantage of the Home Energy Conservation Program incentive to retrofit their
home, making it more energy efficient. Each dollar Enbridge Gas spends on energy efficiency yields approximately to $2.67 in
benefits (mostly from savings on gas costs). Approximately 2% of the average residential customer’s bill or S16 per year
currently goes toward the cost of these programs.

General Service Customers:

Each dollar Enbridge Gas spends on energy efficiency yields approximately to $2.67 in benefits (mostly from savings on gas
costs). Approximately 2% of the average general service customer’s bill or $10 per month currently goes toward the cost of
these programs.

Large Volume customers are more likely to say they think that Enbridge should continue administering
their energy conservation programs at about the same level and cost as they are currently doing (60%),
compared to Residential (31%), Rate 6 (27%), and General Service customers (24%). This group is also
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less likely to say they don’t know enough to provide an opinion (at 4%) compared to Residential (27%),
General Service (38%), and Rate 6 Business customers (31%).

One in five (20%) Large Volume customers believe that Enbridge should invest more money into
conservation programs to encourage customers to reduce their consumption and Cap and Trade costs,
compared to around one in ten of Residential (15%), General Service (11%), and Rate 6 (10%) business
customers.

Conversely, just under one in five Rate 6 (18%), General Service (16%), and Residential customers (15%)
and considerably fewer Large Volume customers (6%) believe that Enbridge should invest less in
conservation programs in order to re-invest money in other programs such as renewable natural gas.
Furthermore, in each of the customer groups, about one in ten customer believe that Enbridge should
invest less in these programs in order to provide savings to customers, including 13% of Rate 6, 9% of
General Service, and 8% of Residential and Large Volume customers (respectively).

FIGURE 28: Views of the Future of Enbridge’s Energy Conservation Programs

I
Continue to administer these programs at about the same level and 60%
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*Small/**Very small Base size
Q17 (Q19 LVC). There are a few ways Enbridge can look at future planning for these programs. Do you think Enbridge Gas should....?
Base: All Respondents Rate 6 Business Customers (n=250); Large Volume Customers (n=50%); Residential Customers (n=1000); General Service
Customers (n=500)
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Willingness to Pay

Willingness to Pay for Various Investments

Prior to being asked about their willingness to pay for various investments, customers across all
segments were read the below statements:

Rate 6 Business Customers:

To this point in the survey we have asked your opinion about several different ideas Enbridge Gas is considering in its future
planning. A couple of these ideas have an associated impact on the cost that customers pay. Please indicate below which of
these ideas you would be willing to pay for? If you see sufficient benefit in each of these ideas and are willing to pay for all of
them your total monthly bill would increase by approximately 7%.

Large Volume Customers:

To this point in the survey we have asked your opinion about several different ideas Enbridge Gas Distribution is considering
in its future planning. Some of these ideas have an associated impact on the cost that customers pay that is known at this
stage. Please indicate below which of these ideas you would be willing to pay for? If you see sufficient benefit in each of
these ideas and are willing to pay for all of them, your delivery charge would increase by an estimated [RATE CLASS:
110=1.9%, 115=2.3%, 135=1.9%, 145=1.9%, 170 = 2.6%]

Residential Customers:

To this point in the survey we have asked your opinion about several different ideas Enbridge Gas is considering in its future
planning. Two of these ideas have an associated impact on the cost that customers pay. Please indicate below which of these
ideas you would be willing to pay for? If you see sufficient benefit in each of these ideas and are willing to pay for all of them
your total monthly bill would increase by an estimated $3.60.

General Service Customers:

To this point in the survey we have asked your opinion about several different ideas Enbridge Gas is considering in its future
planning. Four of these ideas have an associated impact on the cost that customers pay. Please indicate below which of these
ideas you would be willing to pay for? If you see sufficient benefit in each of these ideas and are willing to pay for all of them
your total monthly bill would increase by an estimated $34.

In terms of their willingness to pay for various investments, there is considerable variation across
customer segments. Among Residential customers, more than half (58%) are willing to pay an increase in
their bill to fund an investment. About one third (35%) of Residential customers would be willing to pay
approximately $3.60 more per month for both maintaining current levels of safety and reliability and to
invest in renewable natural gas. Slightly more than one in ten (14%) Residential customers would be
willing to pay approximately $1.60 more per month to invest in renewable natural gas exclusively, while
one in ten (9%) would be willing to pay approximately $2.00 more per month to maintain existing levels
of safety and reliability.

Only about one in five (22%) customers would not be willing to pay more for any of these investments,
while the same proportion (22%) feel that they ‘don’t know’ enough to provide an opinion.
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FIGURE 29: Willingness to Pay, Residential Customers
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Among General Service customers, just under half (47%) are willing to pay an increase to fund an
investment. One in five (20%) would be willing to pay approximately $34.00 more per month for both
maintaining current levels of safety and reliability and to invest in renewable natural gas. Slightly fewer
(16%) would be willing to pay approximately $19.00 more per month to invest in renewable natural gas
exclusively, while one in ten (11%) would be willing to pay approximately $15.00 more per month to

maintain existing levels of safety and reliability.

Three in ten (30%) General Service customers would not be willing to pay more for any of these
investments, while slightly fewer (26%) indicate that they ‘don’t know’ enough to offer an opinion.
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FIGURE 30: Willingness to Pay, General Service Customers
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Among Rate 6 Business customers, nearly four in ten (37%) are willing to pay an increase to fund an
investment, of which around one in ten (12%) Rate 6 Business customers would be willing to pay
approximately 7% more per month for both maintaining current levels of safety and reliability and to
invest in renewable natural gas. Fourteen percent (14%) would be willing to pay approximately 4% more
per month to invest in renewable natural gas exclusively, while slightly fewer (11%) would be willing to

pay approximately 3% more per month to maintain existing levels of safety and reliability.

About four in ten (38%) Rate 6 Business customers would not be willing to pay more for any of these

investments and one quarter (26%) ‘don’t know’ enough to provide an opinion.

FIGURE 31: Willingness to Pay, Rate 6 Business Customers
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Among Large Volume customers, the vast majority (86%) are willing to pay an increase to fund an
investment. Four in ten (40%) would be willing to pay more (% depends on actual consumption as read
to respondents) per month for both maintaining current levels of safety and reliability and to invest in
renewable natural gas. One in five (20%) would be willing to pay more per month to invest in renewable
natural gas exclusively (% depends on actual consumption as read to respondents), while one quarter
(26%) would be willing to pay approximately 1.5% more per month to maintain existing levels of safety
and reliability.

Only fourteen percent (14%) of Large Volume customers would not be willing to pay more for any of
these investments, while very few (6%) customers in this segment feel they ‘don’t know’ enough to
provide an opinion.

FIGURE 32: Willingness to Pay, Large Volume Business Customers

Cost to maintain the current levels of safety and reliability of your gas
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Q20. Please indicate below which of these ideas you would be willing to pay for?

Base: All Respondents Large Volume Customers (n=50%) *small base size **very small base size. Interpret with caution
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Appendix 1.0: Additional Comments

At the end of each survey customers were asked to

provide any additional comments about Enbridge

Gas Distribution. Across all groups, most customers provide no additional comments. Among those

customers that did provide a comment, the most common mentions include issues associated with the

cost of natural gas or increasing prices, satisfaction with Cap and Trade, or receiving good service from

Enbridge.

FIGURE 33: Additional Comments — Residential Customers
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FIGURE 34: Additional Comments — Rate 6 Business Customers
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Q19. Do you have any comments you would like to share with Enbridge Gas? Base: All Respondents (n=250)
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FIGURE 35: Additional Comments — General Service Customers

Positive Comments (Net)

Satisfied with cap and trade

Good service from Enbridge

Getting more environmentally friendly/ renewable natural gas/
Good/ acceptable price

Safety/ reliability of the service

Negative Comments (Net)

High cost/ increasing price

Lower the administration bonuses

Poor/ limited service

Should not invest in invest pipelines/ natural gas/ renewable energy
Do not like Cap and Trade

It's a monopoly/ no options

Hassles from third party

Miscellaneous (Net)

Need to know more/ unfamiliar

Better communication/ information

Keep the cost low

Other

Nothing

Do not know

N 8%
M 3%
B 2%
-l 2%
2%
1 1%
I 15%
I 11%
1 1%
1 1%
1 1%
I 1%
1 1%
1 1%
N 6%
H 2%
1 1%
H 2%
I 9%
I S 8 %6
Il 5%

Q19. Do you have any comments you would like to share with Enbridge Gas? Base: All Respondents (n=500)

FIGURE 36: Additional Comments — Large Volume Customers

Positive - Net

Good/ great service (unspecified)

Other positive mentions

Negative - Net

High rates/ rate increases

Cap and Trade mentions

More cooperation/ communication

Other negative mentions

Other

Nothing

Don’t know

8%

6%

2%

16%

6%

4%

4%

6%

2%

4%

Q28. We have come to the end of the survey. Is there anything else that you would like to share with Enbridge Gas Distribution

before ending the survey? Base: All Respondents (n=50%)

74%

*small base size **very small base size. Interpret with caution.
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Appendix 2.0: Profile of Customer Segments

FIGURE 37: Rate 6 Business Customers

NATURAL GAS COMPANY TYPE OF BILL

eBill (Paperless) 22%

Enbridge Gas 86%

A marketer or broker
that provides a
separate charge on 12%
your utility bill for the
supply of natural gas

Paper bill 76%

Don't know 3%

Don't know 2%

Q19b. Which company do you purchase your natural gas supply from? / Q20. When you receive your monthly natural gas bill, do
you receive a paperless eBill (online) or a paper bill from Enbridge Gas Distribution? Base: All Respondents (n=250)

REGION NUMBER OF EMPLOYEES INDUSTRY SECTOR

Less than 10 . 21% Manufacturing 1Tl 21%

Toronto - 29% Property management M 12%
Natural resources MW 11%
10-19 l 13% Retail W 7%
Hospitality industry B 6%
Central West . 23% Real estate B 5%
20-49 . 18% Restaurant/food service 1 4%
Automotive 0 4%
Pharmaceuticals/medical 1 3%
Central East . 21% 50-99 - 20% Services 1 3%
Charity/ non-profit/ church 1 3%
Education 1 3%
Eastern l 14% 100-299 . 16% Construction 1 2%
Government/Crown...1 2%
Transportation | 2%
300 or above I 8% Distribution 1 2%
Niagara I 13% Telecommunications | 1%
Mean — 97 Consumer products | 1%
Don't know I 5% Median - 35 Recreation | 1%
Other B 7%

Q20b. Approximately how many employees, including yourself, does your company presently employ at this location? Q21b. What sector or industry
does your company operate in? Base: All Respondents (n=250)

Incentive Regulation Customer Engagement Research
Prepared by: Ipsos Public Affairs Page 48
P y-ip DRAFT - Proprietary and Confidential



Filed: 2017-03-23, EB-2017-0306/EB-2017-0307, Exhibit C.CCC.18, Attachment 1, Page 49 of 86

FIGURE 38: Residential Customers

TYPE OF BILL

Single family
detached home
eBill (Paperless)

24% Semi-detached

home

Townhome or
rowhouse

Multi-level
dwelling like an
apartment or...

Paper bill 76%

Other

TYPE OF HOME

11%

10%

3%

‘1%

REGION

Region - Toronto

Region - Central

West

Region - Central
East

Region - Eastern

Region - Niagara

Q20. When you receive your monthly natural gas bill, do you receive a paperless eBill (online) or a paper bill from Enbridge Gas

Distribution? Base: All Respondents (n=1000)

Q21. What type of home you live in. Do you currently live in a...? Base: All Respondents (n=1000)

GEND EDU ION HOUSEHOLD INCOME

Some high school or less

Male - 52%
Female - 48%

AGE

High school graduate

Some college

Community/Technical
college or CEGEP graduate

Some university

Age-18-34 | 6%

age-35-54 [ 38%

Age-55-64 [ 26%

Bachelor's degree

Graduate degree

Age-65-74 [l 19%

B 10%

Prefer not to say
Age-75 or

older

Less than $20,000
$20,000 to less than $40,000
$40,000 to less than $60,000
$60,000 to less than $80,000

$80,000 to less than $100,000
$100,000 to less than $120,000
$120,000 to less than $140,000
$140,000 to less than $160,000
$160,000 to less than $200,000
More than $200,000

Prefer not to say

Don't know

Refused

B 1%
B 12%
B 12%
M 12%
M 12%
M 9%
B 5%

B 2%

N 2%

B %
B 18%

| 1%

I 2%
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FIGURE 39: General Service Customers

NATURAL GAS SUPPLIER

Enbridge Gas 92%

A marketer or broker that
provides a separate charge 7%
on your utility bill for the 2
supply of natural gas

Don'tknow | 1%

TYPE OF BILL

eBill (Paperless) . 24%

Don't know

1%

Q19b. Which company do you purchase your natural gas supply from? / Q20. When you receive your monthly natural gas bill, do
you receive a paperless eBill (online) or a paper bill from Enbridge Gas Distribution? Base: All Respondents (n=500)

INDUSTRY SECTOR

GENDER

Male 52%

Female 48%

Manufacturing
Retail
Services
Automotive
Property management
Real estate
Restaurant/food service
Construction
Hospitality industry
Charity/ non-profit
Financial services
Pharmaceuticals/medical
Natural resources
Wholesale
Consumer products
Government
Media
Telecommunications
Transportation
Education
Printing/ publishing
Distribution
Other

_— 12%
— 12%
— 12%
m— 10%
- 7%
= 6%
. 6%

. 5%

- 4%

- 4%

| 3%

= 3%

u 2%

m 2%

1 1%

1 1%

1 1%
11%

1 1%

1 1%

1 1%
11%

. 4%

Q20b. Approximately how many employees, including yourself, does your company presently employ at this location? Q21b. What sector or industry

does your company operate in? Base: All Respondents (n=500)
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Appendix 3.0: Questionnaires

Appendix 3.1: Residential Customers Questionnaire

EGD INCENTIVE REGULATION QUESTIONNAIRE
RESIDENTIAL CUSTOMERS

Hello, my name is from Ipsos a professional public opinion research company. | assure you we are
not selling anything; we are only interested in your opinions. Today, we are conducting a customer
survey for Enbridge Gas Distribution about your natural gas. This call may be monitored or recorded for
quality assurance purposes.

Can | speak with the person in your household who is responsible or jointly responsible for decisions
regarding natural gas such as viewing and paying your Enbridge bill?

Yes — Continue

No — Ask to speak with person

Unavailable — Schedule call back

DK or REFUSE then Thank and Terminate

Thank you. | have some questions to see if you qualify for this study.

A. Are you responsible or partially responsible for paying your natural gas bill from Enbridge?

Yes
No
Do not receive a natural gas bill from Enbridge

[If No, Do not receive a bill, DK, or REF THANK & TERMINATE “Thank you for your interest, but this survey

is for customers who receive and pay their natural gas bill directly to Enbridge”.]

B. And, do you currently own or rent?

Own
Rent

[If own, skip to QD. If rent, ask QC]
C. Do you receive a natural gas bill?

Yes
No

[If No, DK, or REF THANK & TERMINATE “Thank you for your interest, but this survey is for customers
who receive and pay their natural gas bill directly to Enbridge”.]

D. What are the first 3 digits of your postal code?
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[Enter X#X]

What broad age group do you fall into? Are you... (READ LIST — stop once respondent age group
is reached)

Under 18
18-34 years old
35-54 years old
55-64 years old
65-74 years old
75 and older

[If under 18 THANK & TERMINATE “Thank you for your interest, but this survey is for customers who are
18 years of age or older”.]

F.

Do you, or does anyone else in your immediate family work in any of the following areas? (Read
list)

[MULTIPUNCH]

Marketing research

Advertising or public relations

The media, such as TV, radio or newspaper

Energy providers, such as natural gas, oil, electricity, propane
A gas equipment or appliance contractor or retailer

Energy sector regulator or intervener

(DO NOT READ) None [MUTUALLY EXCLUSIVE]

[If None continue, else Thank and Terminate]

Section 1. Safety, Reliability, Customer Service (Maintain vs Invest)

1.

2.

Taking into consideration all aspects of your utility service experience, how satisfied are you with
your Enbridge Gas Distribution service? (Read list)

Very satisfied

Somewhat satisfied

Neither satisfied nor dissatisfied
Somewhat dissatisfied

Very dissatisfied

How would you rate Enbridge Gas Distribution when it comes to each of the following? (Read list
first time and then as needed)

[RANDOMIZE]

The customer service you receive

The value you receive for the money you pay for your Enbridge natural gas service
The reliability of natural gas delivery to your home
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The safe delivery of natural gas to your home

Very satisfied

Somewhat satisfied

Neither satisfied nor dissatisfied
Somewhat dissatisfied

Very dissatisfied

3. Have you ever experienced a natural gas outage in your home? This would not include planned
outages where your natural gas is turned off intentionally, for example, because of construction
work around your home or a meter change.

Yes
No

[IF YES ASK Q4 OTHEWISE SKIP TO Q5]
4. How many unplanned outages have you experienced in the past 5 years?
[Range 1-99]

5. Have you ever had any other negative experiences related to safety or reliability of natural gas
delivery to your home, for example, slow response to an emergency call? Please explain. (Probe
once)

Record Response [Open end]
Nothing / None / No

6. Thinking about safety, reliability and customer service you receive from Enbridge, would you like
to see Enbridge Gas invest in maintaining or improving upon the current level? If you don’t know
please say so. How about... [insert safety, reliability, customer service], should Enbridge [insert
response options]?

[Randomize]
Safety

Reliability
Customer service

[response options]

Invest in maintaining the current level
Invest in improving the current level
Don’t know [Anchor]

In considering its five-year investment plan Enbridge Gas estimates that it will need to increase
investments to keep up with aging infrastructure and still maintain the current level of reliability and
safety it delivers to its customers.
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It is estimated that the average residential customer bill will need to increase by 3% or S2 per month
over the next 5 years to maintain current levels of safety and reliability. This increase would start in
2019 and apply until 2023. So by the end of 2023 residential customers will pay $10 more per month
compared to what they pay now, to cover these increased capital investments.

7. Would you be willing to accept this increase to maintain the current level of reliability and safety
you currently receive for the next 5 years? [Single punch] (Read list)

The increase is reasonable and | would support it

| don’t like it, but | think the increase is necessary
The increase is unreasonable and | would oppose it
Don't know (Read) [Anchor]

[Rotate Sections 2 and 3]

Section 2. Renewable Natural Gas

As you may know, on January 1, 2017 the Ontario government is planning to introduce a Cap and Trade
system to help reduce greenhouse gas emissions in Ontario. Customers will pay a cost related to the
amount of greenhouse gases they emit, such as from the use of fossil fuels.

The government plans to invest these cap and trade proceeds into various initiatives that reduce
greenhouse gases such as renewable sources of energy, public transportation, electric vehicle incentives,
and energy conservation programs. Initially, the government expects costs to be about $7 per month for
each natural gas customer for home heating, but the exact amounts next year and in future years is not
yet known. Some estimates have indicated that the cost could increase by roughly 50 percent by 2023.

8. Were you aware that starting in 2017 on average residential customers will pay roughly $7 more
per month on their bill to cover the cost of this cap and trade system?

Yes
No

There are a couple of ways in which Enbridge Gas can help to lower customer costs to offset this cap and
trade cost. One way is to offer conservation programs (such rebates and incentives) to encourage
customers to make changes to their home to reduce their household natural gas consumption. Another
way is for Enbridge to invest in renewable energy sources that will reduce greenhouse gas emissions
across the network and offset the amount of cap and trade costs to customers overall.

9. Generally speaking, would you prefer to see Enbridge...? (Read list)

Invest in conservation programs to help customer reduce their consumption

Invest in renewable energy sources that will reduce the overall network’s consumption
Both

Neither

Don’t know (Read) [Anchor]
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10. SOME PEOPLE SAY [ROTATE STATEMENT 1 AND 2] [STATEMENT 1] there is not much more they
can do to make their home more energy efficient and therefore they may not be able to lower the
cap and trade cost they pay. They are more likely to see savings based on investments Enbridge
Gas could make in renewable energy that will reduce the cap and trade costs to customers across
the network. OTHER PEOPLE SAY [STATEMENT 2] there is more they can do to make their home
more energy efficient and they would prefer to have access to rebates and incentives to help
them do that to lower the cap and trade cost they pay rather than rely on investments in
renewable energy by Enbridge Gas to lower cap and trade cost across the network. Which is
closer to your point of view? Are you... (Read list)

More likely to see savings based on renewable energy investments across the network
More likely to see savings based on making your home more energy efficient
Don’t know (Read) [Anchor]

11. How much do you know about renewable natural gas, this is sometimes also referred to as bio
methane gas, or biogas? (Read list)

Alot
Some

Not much
Nothing

Please bear with me as | tell you about renewable natural gas...

As you may know, Renewable natural gas (RNG), or bio methane gas or biogas, is a type of renewable gas
that is carbon neutral, thus it is better for the environment than conventional natural gas. It is a
sustainable fuel that is created by converting organic material such as municipal green bin collection
waste (vegetable peelings), farm crop residue, gas from water treatment plants and even landfill gas that
is captured and cleaned to the same quality level as natural gas.

Renewable natural gas could be produced in Ontario and put into the existing natural gas distribution
system. It would be compatible with all your natural gas appliances so there would be no lifestyle change
for households. Renewable natural gas helps reduce greenhouse gas emissions by displacing conventional
natural gas.

Investing in renewable natural gas can start with modest levels of blending renewable energy with
conventional energy. Think of this like the 2% blending of ethanol in gasoline. This level of renewable
blending is estimated to cost customers approximately $1.60 per month. Over time, it is expected the cost
of renewable natural gas will decline, making renewable natural gas less expensive than conventional
natural gas in the long-term for customers.

12. Knowing this, would you strongly support, somewhat support, somewhat oppose, strongly oppose or
Don’t know about paying $1.60 more per month to start to begin building Ontario’s renewable
natural gas supplies?

Strongly support
Somewhat support
Somewhat oppose
Strongly oppose
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13.

Don’t know [Anchor]

And how much would you be willing to pay per month, over and above the initial $1.60 per month,
to increase the amount of renewable natural gas that is blended into the system between 2019
and 20237? (Read list)

[SPLIT SAMPLE — HALF RESPONDENTS SEE LIST THE FIRST 4 LEVELS IN ASCENDING ORDER AND OTHER
HALF IN DESCENDING ORDER]

14.

15

$1.00 more per month by 2023
$2.00 more per month by 2023
$3.00 more per month by 2023
$4.00 more per month by 2023

[SHOW SECOND LAST] I am not willing to pay more than the initial $1.60 per month
[SHOW LAST] | am not willing to pay even the initial $1.60 per month
Don’t know (Read) [Anchor]

SOME PEOPLE SAY [ROTATE STATEMENTS 1 AND 2] [STATEMENT 1 that the costs that customers
pay for renewable natural gas should be regulated by the Ontario Energy Board in the same way
conventional gas is, so that the cost charged to customers is regularly reviewed and relatively
stable for customers. OTHER PEOPLE SAY [STATEMENT 2] that renewable natural gas should be
available to customers through third party marketers who already sell natural gas as commodity
to some Ontarian customers. The marketers would not be regulated by Ontario Energy Board and
thus the cost to customers would be market-driven, meaning it could be lower or higher than the
cost provided by Enbridge. Which is closest to your point of view...? (Read list)

Renewable natural gas costs should be regulated
Renewable natural gas costs should be market-driven
Don’t know (Read)

. Another way to reduce greenhouse gas emissions and reduce the costs of cap and trade

is for Enbridge to invest in other forms of renewable energy outside of its natural gas business.
This would include solar energy, wind energy or geo-thermal (from the ground). Investments in
these other energy sources would reduce Enbridge Gas’ cap and trade costs, savings that would
be passed on to customers. Would you trust Enbridge to develop these renewable energy
alternatives...? (Read list)

More than companies already operating in these areas
As much as companies already operating in these areas
Less than companies already operating in these areas
Don’t know (Read)

Section 3. Energy Efficiency Initiatives

Enbridge Gas currently offers a number of energy efficiency programs to encourage customers to
conserve energy. For residential customers, these include:
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The Home Energy Conservation Program that provides incentive for making energy efficient
upgrades and reducing energy consumption by 25%

The Smart Thermostats Program, that offers $100 off of a smart thermostat

The Home Winter Proofing Program, where for qualifying low and fixed income customers
Enbridge pays for the cost of the energy efficiency improvements such as insulation and draft
proofing measures

16. Were you aware that Enbridge Gas offers any of these conservation programs for customers?

Yes
No

In 2014, 5,000 residential customers took advantage of the Home Energy Conservation Program
incentive to retrofit their home, making it more energy efficient. Each dollar Enbridge Gas spends on
energy efficiency yields approximately to $2.67 in benefits (mostly from savings on gas costs).
Approximately 2% of the average residential customer’s bill or $16 per year currently goes toward the
cost of these programs.

17. There are a few ways Enbridge can look at future planning for these programs. Do you think
Enbridge Gas should....? (Read list)

Invest more money in these programs to encourage customers to reduce their consumption and
thus their cap and trade costs, even if the monthly bill increases.

Continue to administer these programs at about the same level and cost to you as now.

Invest less in these programs in order to provide you with the savings.

Invest less in these programs in order to re-invest the money in other programs such as
renewable natural gas or other forms of renewable energy to lower costs across the network and
making cap and trade costs lower.

something else (specify)

Don’t know (Read) [Anchor]

Section 4: Rank each section above in terms of priority & cost impact

18. To this point in the survey we have asked your opinion about several different ideas Enbridge Gas
is considering in its future planning. Two of these ideas have an associated impact on the cost that
customers pay.

Please indicate below which of these ideas you would be willing to pay for? If you see sufficient
benefit in each of these ideas and are willing to pay for all of them your total monthly bill would
increase by an estimated $3.60. Would you be willing to pay... (read list)

(select all that apply)

Cost to maintain the current levels of safety and reliability of your gas service ($2.00 per month)
Cost to invest in renewable natural gas and bring it into the fuel mix ($1.60 per month)

All of the above ($3.60 per month)

None

Don’t know[Anchor]
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Section 5: Other Comments

19. Do you have any comments you would like to share with Enbridge Gas? (ACCEPT FIRST RESPONSE,
CLARIFY IF NEEDED)

[open-end]
Section 6: Demographics

20. When you receive your monthly natural gas bill, do you receive a paperless eBill (online) or a
paper bill from Enbridge Gas Distribution?

eBill (Paperless)
Paper bill

21. What type of home you live in. Do you currently live in a...? (READ LIST)

Single family detached home

Semi-detached home

Townhome or rowhouse

Multi-level dwelling like an apartment or condo
Other (Specify)

22. Which of the following income groups would best represent your annual HOUSEHOLD income
before taxes? (READ LIST UNTIL INTERRUPTED)

Less than $20,000

$20,000 to less than $40,000
$40,000 to less than $60,000
$60,000 to less than $80,000
$80,000 to less than $100,000
$100,000 to less than $120,000
$120,000 to less than $140,000
$140,000 to less than $160,000
$160,000 to less than $200,000
More than $200,000

Prefer not to say

23. What is the highest level of schooling that you have completed? (READ LIST UNTIL INTERRUPTED)

Some high school or less

High school graduate

Some college

Community/Technical college or CEGEP graduate
Some university

Bachelor’s degree

Graduate degree

Incentive Regulation Customer Engagement Research

Prepared by: Ipsos Public Affairs Page 58

DRAFT - Proprietary and Confidential



Filed: 2017-03-23, EB-2017-0306/EB-2017-0307, Exhibit C.CCC.18, Attachment 1, Page 59 of 86

Prefer not to say
24. Are you?

Male
Female

25. Finally, we appreciate your participation in this survey. Your opinions are important. Would you
be willing to participate in ongoing customer engagement research about Enbridge?

Yes
No

[If yes continue, else go to end of survey]

26. Which of the following ways would you be interested in participating in future research? (select
all that apply)

Telephone surveys
Online surveys
Focus groups
None

[If none then skip to end. If mention online ask Q27]

27. May | please enter your email address [allow to move forward if blank/incomplete]
[Record email]

Those are all of the questions. It is greatly appreciated and very helpful that you took the time to help us
serve you better. On behalf of Enbridge, thank you.

Appendix 3.2: General Service Customers Questionnaire

EGD INCENTIVE REGULATION QUESTIONNAIRE
SMALL BUSINESS CUSTOMERS

Hello, my name is from Ipsos a professional public opinion research company. | assure you we are
not selling anything; we are only interested in your opinions. Today, we are conducting survey of
business customers for Enbridge Gas Distribution about your businesses natural gas service. This call may
be monitored or recorded for quality assurance purposes.

Can | speak with the person in your business who is responsible or jointly responsible for decisions
regarding your natural gas service?

Yes — Continue
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No — Ask to speak with person
Unavailable — Schedule call back
DK or REFUSE then Thank and Terminate

Thank you. | have some questions to see if you qualify for this study.
A. Does your business receive a natural gas bill from Enbridge?

Yes
No

[If Yes continue, if No, DK, or REF Thank and Terminate]
B. Are you responsible or partially responsible for paying your natural gas bill?

Yes
No

[If No, DK, or REF THANK & TERMINATE “Thank you for your interest, but this survey is for customers
who receive and pay their natural gas bill directly to Enbridge”.]

C. What are the first 3 digits of your postal code?

[Enter X#X]

Section 1. Safety, Reliability, Customer Service (Maintain vs Invest)

1. Takinginto consideration all aspects of your utility service experience, how satisfied are you with
your Enbridge Gas Distribution service? (Read list)

Very satisfied

Somewhat satisfied

Neither satisfied nor dissatisfied
Somewhat dissatisfied

Very dissatisfied

2. How would you rate Enbridge Gas Distribution when it comes to each of the following? (Read list
first time and then as needed)

[RANDOMIZE]

The customer service you receive

The value you receive for the money you pay for your Enbridge natural gas service
The reliability of natural gas delivery to your business

The safety of the delivery of natural gas to your business

Very satisfied
Somewhat satisfied
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Neither satisfied nor dissatisfied
Somewhat dissatisfied
Very dissatisfied

3. Have you ever experienced an unplanned natural gas outage in your business? This would not
include planned outages where your natural gas is turned off intentionally, for example, because
of construction work around your home or a meter change.

Yes
No

[IF YES ASK Q4 OTHEWISE SKIP TO Q5]
4. How many unplanned outages have you experienced in the past 5 years?
[Range 1-99]

5. Have you ever had any other negative experiences related to safety or reliability of natural gas
delivery to your business, for example, slow response to an emergency call? Please explain.
(Probe once)

Record Response [Open end]
Nothing / None / No

6. Thinking about safety, reliability and customer service you receive from Enbridge, would you like
to see Enbridge Gas invest in maintaining or improving upon the current level? If you don’t know
please say so. How about... [insert safety, reliability, customer service], should Enbridge [insert
response options]?

[Randomize]

Safety

Reliability

Customer service

[response options]

Invest in maintaining the current level
Invest in improving the current level
Don’t know[Anchor]

In considering its five-year investment plan Enbridge Gas estimates that it will need to increase its capital
costs to keep up with aging infrastructure and still maintain the current level of reliability and safety it
delivers to its customers.

It is estimated that the average residential customer bill will need to increase by 3% or $15 per month
over the next 5 years to maintain current levels. This increase would start in 2019 and apply until 2023.
So by the end of 2023 residential customers will pay $75 more per month compared to what they pay
now, to cover these increased capital investments.

7. Would you be willing to accept this increase to maintain the current level reliability and safety
you currently receive for the next 5 years? [Single punch]
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The increase is reasonable and | would support it

I don’t like it, but | think the increase is necessary
The increase is unreasonable and | would oppose it
Don't know (Read) [Anchor]

[Rotate Sections 2 and 3]

Section 2. Renewable Natural Gas

As you may know, on January 1, 2017 the Ontario government is planning to introduce a Cap and Trade
system to help reduce greenhouse gas emissions in Ontario. Customers will pay a cost related to the
amount of greenhouse gases (GHG's) they emit, such as from the use (combustion) of fossil fuels.

The government plans to invest these cap and trade proceeds into various initiatives that reduce
greenhouse gases such as renewable sources of energy, public transportation, electric vehicle incentives,
and energy conservation programs. Initially, the government expects costs to be about $36 per month
for each small business natural gas customer for heating, but the exact amounts next year and in future
years is not yet known. Some estimates have indicated that the cost could increase to about $52.50 per
month by 2023.

8. Were you aware that starting in 2017 on average small business customers will pay roughly $36
more per month on their bill to cover the cost of this cap and trade system?

Yes
No

There are a couple of ways in which Enbridge Gas can help to lower customer costs to offset this cap and
trade cost. One way is to offer conservation programs (such rebates and incentives) to encourage
customers to make changes to their business to reduce their natural gas consumption. Another way is
for Enbridge to invest in renewable energy sources that will reduce greenhouse gas emissions across the
network and offset the amount of cap and trade costs to customers overall.

9. Generally speaking, would you prefer to see Enbridge...? (Read list)

Invest in conservation programs to help customer reduce their consumption

Invest in renewable energy sources that will reduce the overall network’s consumption
Both

Neither

Don’t know (Read) [Anchor]

10. SOME PEOPLE SAY [ROTATE STATEMENT 1 AND 2] [STATEMENT 1] there is not much more they
can do to make their business more energy efficient and therefore they may not be able to lower
the cap and trade cost they pay. They are more likely to see savings based on investments
Enbridge Gas could make in renewable energy that will reduce the cap and trade costs to
customers across the network. OTHER PEOPLE SAY [STATEMENT 2] there is more they can do to
make their business more energy efficient and they would prefer to have access to rebates and
incentives to help them do that to lower the cap and trade cost they pay rather than rely on
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investments in renewable energy by Enbridge Gas to lower cap and trade cost across the
network. Which is closer to your point of view? Are you... (Read list)

More likely to see savings based on renewable energy investments across the network
More likely to see savings based on making your business more energy efficient

Don’t know (Read) [Anchor]

11. How much do you know about renewable natural gas, this is sometimes also referred to as bio
methane gas, or biogas? (Read list)

Alot
Some

Not much
Nothing

As you may know, Renewable natural gas (RNG), or bio methane gas or biogas, is a type of renewable gas
that is carbon neutral, thus it is better for the environment than conventional natural gas. It is a
sustainable fuel that is created by converting organic material such as municipal green bin collection
waste (vegetable peelings), farm crop residue, gas from water treatment plants and even landfill gas that
is captured and cleaned to the same quality level as natural gas.

Renewable natural gas could be produced in Ontario and put into the existing natural gas distribution
system. It would be compatible with all your natural gas appliances so there would be no lifestyle change
for business. Renewable natural gas helps reduce greenhouse gas emissions by displacing conventional
natural gas.

Investing in renewable natural gas can start with modest levels of blending renewable energy with
conventional energy. Think of this like the 2% blending of ethanol in gasoline. This level of renewable
blending is estimated to cost customers approximately $19 per month. Over time, it is expected the cost
of renewable natural gas will decline, making renewable natural gas less expensive than conventional
natural gas in the long-term for customers.

12. Knowing this, would you support or oppose paying about $19 more per month to start to begin
building Ontario’s renewable natural gas supplies? (Clarify if needed)
Strongly support
Somewhat support
Somewhat oppose
Strongly oppose
Don’t know [Anchor]

13. And how much would you be willing to pay per month, over and above the initial $19 per month,
to increase the amount of renewable natural gas that is blended into the system between 2019
and 2023? (Read list)

[SPLIT SAMPLE — HALF RESPONDENTS SEE LIST THE FIRST 4 LEVELS IN ASCENDING ORDER AND OTHER
HALF IN DESCENDING ORDER]

$7.50 more per month by 2023
$15.00 more per month by 2023
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14.

15.

$22.50 more per month by 2023

$30.00 more per month by 2023

[SHOW SECOND LAST] I am not willing to pay more than the initial $19 per month
[SHOW LAST] | am not willing to pay even the initial $19 per month

Don’t know (Read) [Anchor]

SOME PEOPLE SAY [ROTATE STATEMENTS 1 AND 2] [STATEMENT 1 that the costs that customers
pay for renewable natural gas should be regulated by the Ontario Energy Board in the same way
conventional gas is, so that the cost charged to customers is regularly reviewed and relatively
stable for customers. OTHER PEOPLE SAY [STATEMENT 2] that renewable natural gas should be
available to customers through third party marketers who already sell natural gas as commodity
to some Ontarian customers. The marketers would not be regulated by Ontario Energy Board and
thus the cost to customers would be market-driven, meaning it could be lower or higher than the
cost provided by Enbridge. Which is closest to your point of view...? (Read list)

Renewable natural gas costs should be regulated
Renewable natural gas costs should be market-driven
Don’t know (Read)

Another way to reduce greenhouse gas emissions and reduce the costs of cap and trade

is for Enbridge to invest in other forms of renewable energy outside of its natural gas business.
This would include solar energy, wind energy or geo-thermal (from the ground). Investments in
these other energy sources would reduce Enbridge Gas’ cap and trade costs, savings that would
be passed on to customers. Would you trust Enbridge to develop these renewable energy
alternatives...? (Read list)

More than companies already operating in these areas
As much as companies already operating in these areas
Less than companies already operating in these areas
Don’t know (Read)

Section 3. Energy Efficiency Initiatives

Enbridge Gas currently offers a number of energy efficiency programs to encourage small business
customers to conserve energy. For example, the Direct Install program for small commercial and
industrial customers that offers a full service installation of air doors.

16.

Were you aware that Enbridge Gas offers any of these conservation programs for customers?

Yes
No

Each dollar Enbridge Gas spends on energy efficiency yields approximately to $2.67 in benefits (mostly
from savings on gas costs). Approximately 2% of the average small business customer’s bill or $10 per
month currently goes toward the cost of these programs.
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17. There are a few ways Enbridge can look at future planning for these programs. Do you think
Enbridge Gas should....? (Read list)

Invest in these programs more to encourage customers to use them more to reduce their
consumption and thus their cap and trade costs, even if the monthly bill increases.

Continue to administer these programs at about the same level and cost to you as now.

Invest in these programs less in order to provide you with the savings.

Invest in these programs less in order to re-invest the money in other programs such as
renewable natural gas or other forms of renewable energy to lower costs across the network and
making cap and trade costs lower.

something else (specify)

Don’t know (Read) [Anchor]

Section 4: Rank each section above in terms of priority & cost impact

18. To this point in the survey we have asked your opinion about several different ideas Enbridge Gas
is considering in its future planning. Four of these ideas have an associated impact on the cost
that customers pay.

Please indicate below which of these ideas you would be willing to pay for? If you see sufficient
benefit in each of these ideas and are willing to pay for all of them your total monthly bill would
increase by an estimated $34.00.

(select all that apply)
Cost to maintain the current levels of safety and reliability of your gas service ($15 per month)
Cost to invest in renewable natural gas and bring it into the fuel mix (519 per month)
All of the above ($34.00 per month)
None
Don’t know[Anchor]

Section 5: Other Comments

19. Do you have any comments you would like to share with Enbridge Gas? (ACCEPT FIRST RESPONSE,
CLARIFY IF NEEDED)
[open-end]

Section 6: Firmographics
19B. Which company do you purchase your natural gas supply from?

Enbridge Gas
A marketer or broker that provides a separate charge on your utility bill for the supply of natural
gas

20. When you receive your monthly natural gas bill, do you receive a paperless eBill (online) or a
paper bill from Enbridge Gas Distribution?
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eBill (Paperless)
Paper bill

20B. Approximately how many employees, including yourself, does your company presently employ at
this location? [RANGE 1-999999]

21B. What sector or industry does your company operate in? (UNAIDED, DO NOT READ LIST, ACCEPT
ONE RESPONSE)

Aerospace

Automotive

Consumer products

Engineering

Financial services / insurance / banking
Government/Crown Corporation

Hospitality industry

Manufacturing

Media

Natural resources (i.e. Mining, oil and gas, lumber, forestry, agriculture)
Pharmaceuticals/medical

Property management

Real estate

Restaurant/food service

Retail

Services
Telecommunications/information/technology
Transportation

Other (specify)

24. Finally, we appreciate your participation in this survey. Your opinions are important. Would you
be willing to participate in ongoing customer engagement research about Enbridge?

Yes
No

[If yes continue, else go to end of survey]

25. Which of the following ways would you be interested in participating in future research? (select
all that apply)

Telephone surveys
Online surveys
Focus groups
None

[If none then skip to end. If mention online ask Q27]

26. May | please enter your email address [allow to move forward if blank/incomplete]
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[Record email]

Those are all of the questions. It is greatly appreciated and very helpful that you took the time to help us
serve you better. On behalf of Enbridge, thank you.

Appendix 3.3: Rate 6 Business Customers Questionnaire

EGD INCENTIVE REGULATION QUESTIONNAIRE
BUSINESS CUSTOMERS

Hello, my name is from Ipsos a professional public opinion research company. | assure you we are
not selling anything; we are only interested in your opinions.

Can | speak with the owner of the business or a senior person in your business who is familiar with the
quality of natural gas service you receive and how much your business pays for the service?

(IF NECESSARY) We are not looking to speak with an accounts payable representative. Since this
survey is about the needs and preferences of customers, we need to speak with someone who can
speak on behalf of the business’s interests.

Yes — Continue

No — Ask to speak with person
Unavailable — Schedule call back

DK or REFUSE then Thank and Terminate

{once on the phone with person}

Hello, my name is from Ipsos a professional public opinion research company. We are
conducting an important survey on behalf of Enbridge Gas Distribution about your business’ natural
gas service. This survey is an opportunity for customers to provide input and inform Enbridge Gas’s
five-year operations and investment plans for 2019 to 2023.

Every utility in Ontario is required to submit a rate application to the Ontario Energy Board to approve
what it charges customers. Enbridge Gas’ next rate application will outline its plans and the costs
needed to achieve particular outcomes. It will be reviewed by the Ontario Energy Board and they will
decide whether the plans are reasonable and cost effective for customers.

This call may be monitored or recorded for quality assurance purposes.

Thank you. | have some questions to see if you qualify for this study.

A. Does your business receive a natural gas bill from Enbridge?

Yes
No
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[If Yes continue, if No, DK, or REF Thank and Terminate]

B.

Does the business pay its natural gas bill directly to Enbridge or are the natural gas costs paid by
a property manager or landlord?

Pays directly to enbridge

Paid by property manager or landlord

[If Paid by property manager, DK, or REF THANK & TERMINATE “Thank you for your interest, but this
survey is for customers who receive and pay their natural gas bill directly to Enbridge”.]

C.

What are the first 3 digits of your postal code?

[Enter X#X]

Section 1. Safety, Reliability, Customer Service (Maintain vs Invest)

3.

Taking into consideration all aspects of your utility service experience, how satisfied are you with
your Enbridge Gas Distribution service? (Read list)

Very satisfied

Somewhat satisfied

Neither satisfied nor dissatisfied
Somewhat dissatisfied

Very dissatisfied

How would you rate Enbridge Gas Distribution when it comes to each of the following? (Read list
first time and then as needed)

[RANDOMIZE]

The customer service you receive

The value you receive for the money you pay for your Enbridge natural gas service
The reliability of natural gas delivery to your business

The safety of the delivery of natural gas to your business

Very satisfied

Somewhat satisfied

Neither satisfied nor dissatisfied
Somewhat dissatisfied

Very dissatisfied

Have you ever experienced an unplanned natural gas outage in your business? This would not
include planned outages where your natural gas is turned off intentionally, for example, because
of construction work around your home or a meter change.

Yes
No
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[IF YES ASK Q4 OTHEWISE SKIP TO Q5]
4. How many unplanned outages have you experienced in the past 5 years?
[Range 1-99]

5. Have you ever had any other negative experiences related to safety or reliability of natural gas
delivery to your business, for example, slow response to an emergency call? Please explain.
(Probe once)

Record Response [Open end]
Nothing / None / No

6. Thinking about safety, reliability and customer service you receive from Enbridge, would you like
to see Enbridge Gas invest in maintaining or improving upon the current level? If you don’t know
please say so. How about... [insert safety, reliability, customer service], should Enbridge [insert
response options]?

[Randomize]
Safety

Reliability
Customer service

[response options]

Invest in maintaining the current level
Invest in improving the current level
Don’t know[Anchor]

In considering its five-year investment plan Enbridge Gas estimates that it will need to increase its capital
costs to keep up with aging infrastructure and still maintain the current level of reliability and safety it
delivers to its customers.

It is estimated that the average residential customer bill will need to increase by 3% over the next 5 years
to maintain current levels. This increase would start in 2019 and apply until 2023. So by the end of 2023
residential customers will pay 15% more compared to what they pay now, to cover these increased
capital investments.

7. Would you be willing to accept this increase to maintain the current level reliability and safety
you currently receive for the next 5 years? [Single punch]

The increase is reasonable and | would support it

| don’t like it, but | think the increase is necessary
The increase is unreasonable and | would oppose it
Don't know (Read) [Anchor]

[Rotate Sections 2 and 3]
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Section 2. Renewable Natural Gas

As you may know, on January 1, 2017 the Ontario government introduced a Cap and Trade system to
help reduce greenhouse gas emissions in Ontario. Customers will pay a cost related to the amount of
greenhouse gases (GHG's) they emit, such as from the combustion of natural gas.

The government plans to invest these Cap and Trade proceeds into various initiatives intended to reduce
greenhouse gases such as renewable sources of energy, public transportation, electric vehicle incentives,

and energy conservation programs.

Based on your rate class and EGD’s Ontario Energy Board approved cap and trade interim rate, your bill
is estimated to increase by approximately 15%.

8.

Were you aware that you are being charged 15% to cover the cost of cap and trade?

Yes
No

There are a couple of ways in which Enbridge Gas can help to lower customer costs to offset this cap and
trade cost. One way is to offer conservation programs (such rebates and incentives) to encourage
customers to make changes to their business to reduce their natural gas consumption. Another way is
for Enbridge to invest in renewable energy sources that will reduce greenhouse gas emissions across the
network and offset the amount of cap and trade costs to customers overall.

9.

10.

Generally speaking, would you prefer to see Enbridge...? (Read list)

Invest in conservation programs to help customer reduce their consumption

Invest in renewable energy sources that will reduce the overall network’s consumption
Both

Neither

Don’t know (Read) [Anchor]

SOME PEOPLE SAY [ROTATE STATEMENT 1 AND 2] [STATEMENT 1] there is not much more they
can do to make their business more energy efficient and therefore they may not be able to lower
the cap and trade cost they pay. They are more likely to see savings based on investments
Enbridge Gas could make in renewable energy that will reduce the cap and trade costs to
customers across the network. OTHER PEOPLE SAY [STATEMENT 2] there is more they can do to
make their business more energy efficient and they would prefer to have access to rebates and
incentives to help them do that to lower the cap and trade cost they pay rather than rely on
investments in renewable energy by Enbridge Gas to lower cap and trade cost across the
network. Which is closer to your point of view? Are you... (Read list)

More likely to see savings based on renewable energy investments across the network
More likely to see savings based on making your business more energy efficient
Don’t know (Read) [Anchor]
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11. How much do you know about renewable natural gas, this is sometimes also referred to as bio
methane gas, or biogas? (Read list)

A lot
Some

Not much
Nothing

As you may know, Renewable natural gas (RNG), or bio methane gas or biogas, is a type of renewable gas
that is carbon neutral, thus it is better for the environment than conventional natural gas. It is a
sustainable fuel that is created by converting organic material such as municipal green bin collection
waste (vegetable peelings), farm crop residue, gas from water treatment plants and even landfill gas that
is captured and cleaned to the same quality level as natural gas.

Renewable natural gas could be produced in Ontario and put into the existing natural gas distribution
system. It would be compatible with all your natural gas appliances so there would be no lifestyle change
for business. Renewable natural gas helps reduce greenhouse gas emissions by displacing conventional
natural gas.

Investing in renewable natural gas can start with modest levels of blending renewable energy with
conventional energy. Think of this like the 2% blending of ethanol in gasoline. This level of renewable
blending is estimated to cost customers approximately 4% per month. Over time, it is expected the cost of
renewable natural gas will decline, making renewable natural gas less expensive than conventional
natural gas in the long-term for customers.

12. Knowing this, would you support or oppose paying about 4% more per month to start to begin
building Ontario’s renewable natural gas supplies? (Clarify if needed)
Strongly support
Somewhat support
Somewhat oppose
Strongly oppose
Don’t know [Anchor]

13. And how much would you be willing to pay per month, over and above the initial 4% per month,
to increase the amount of renewable natural gas that is blended into the system between 2019
and 2023? (Read list)

[SPLIT SAMPLE — HALF RESPONDENTS SEE LIST THE FIRST 4 LEVELS IN ASCENDING ORDER AND OTHER
HALF IN DESCENDING ORDER]

1.5% more per month by 2023

3.0% more per month by 2023

4.5% more per month by 2023

6.0% more per month by 2023

[SHOW SECOND LAST] I am not willing to pay more than the initial 4% per month
[SHOW LAST] | am not willing to pay even the initial 4% per month

Don’t know (Read) [Anchor]
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14.

15.

SOME PEOPLE SAY [ROTATE STATEMENTS 1 AND 2] [STATEMENT 1 that the costs that customers
pay for renewable natural gas should be regulated by the Ontario Energy Board in the same way
conventional gas is, so that the cost charged to customers is regularly reviewed and relatively
stable for customers. OTHER PEOPLE SAY [STATEMENT 2] that renewable natural gas should be
available to customers through third party marketers who already sell natural gas as commodity
to some Ontarian customers. The marketers would not be regulated by Ontario Energy Board and
thus the cost to customers would be market-driven, meaning it could be lower or higher than the
cost provided by Enbridge. Which is closest to your point of view...? (Read list)

Renewable natural gas costs should be regulated
Renewable natural gas costs should be market-driven
Don’t know (Read)

Another way to reduce greenhouse gas emissions and reduce the costs of cap and trade

is for Enbridge to invest in other forms of renewable energy outside of its natural gas business.
This would include solar energy, wind energy or geo-thermal (from the ground). Investments in
these other energy sources would reduce Enbridge Gas’ cap and trade costs, savings that would
be passed on to customers. Would you trust Enbridge to develop these renewable energy
alternatives...? (Read list)

More than companies already operating in these areas
As much as companies already operating in these areas
Less than companies already operating in these areas
Don’t know (Read)

Section 3. Energy Efficiency Initiatives

Enbridge Gas currently offers a number of energy efficiency programs to encourage small business
customers to conserve energy. For example, the Direct Install program for small commercial and
industrial customers that offers a full service installation of air doors.

16. Were you aware that Enbridge Gas offers any of these conservation programs for customers?

Yes
No

Each dollar Enbridge Gas spends on energy efficiency yields approximately to $2.67 in benefits (mostly
from savings on gas costs). Approximately 2% of the average business customer’s bill currently goes
toward the cost of these programs.

17. There are a few ways Enbridge can look at future planning for these programs. Do you think

Enbridge Gas should....? (Read list)

Invest in these programs more to encourage customers to use them more to reduce their
consumption and thus their cap and trade costs, even if the monthly bill increases.
Continue to administer these programs at about the same level and cost to you as now.
Invest in these programs less in order to provide you with the savings.
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Invest in these programs less in order to re-invest the money in other programs such as
renewable natural gas or other forms of renewable energy to lower costs across the network and
making cap and trade costs lower.

Something else (specify)

Don’t know (Read) [Anchor]

Section 4: Rank each section above in terms of priority & cost impact

18. To this point in the survey we have asked your opinion about several different ideas Enbridge Gas
is considering in its future planning. A couple of these ideas have an associated impact on the cost
that customers pay.

Please indicate below which of these ideas you would be willing to pay for? If you see sufficient
benefit in each of these ideas and are willing to pay for all of them your total monthly bill would
increase by approximately 7%.

(select all that apply)
Cost to maintain the current levels of safety and reliability of your gas service, an increase of

about 3% per month
Cost to invest in renewable natural gas and bring it into the fuel mix, an increase of about 4% per

month
All of the above, an increase of about 7% per month

None
Don’t know[Anchor]

Section 5: Other Comments

19. Do you have any comments you would like to share with Enbridge Gas? (ACCEPT FIRST RESPONSE,
CLARIFY IF NEEDED)

[open-end]
Section 6: Firmographics
19B. Which company do you purchase your natural gas supply from?
Enbridge Gas
A marketer or broker that provides a separate charge on your utility bill for the supply of natural
gas

20. When you receive your monthly natural gas bill, do you receive a paperless eBill (online) or a
paper bill from Enbridge Gas Distribution?

eBill (Paperless)
Paper bill
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20B. Approximately how many employees, including yourself, does your company presently employ at
this location? [RANGE 1-999999]

21B. What sector or industry does your company operate in? (UNAIDED, DO NOT READ LIST, ACCEPT
ONE RESPONSE)

24.

Aerospace

Automotive

Consumer products

Engineering

Financial services / insurance / banking
Government/Crown Corporation

Hospitality industry

Manufacturing

Media

Natural resources (i.e. Mining, oil and gas, lumber, forestry, agriculture)
Pharmaceuticals/medical

Property management

Real estate

Restaurant/food service

Retail

Services
Telecommunications/information/technology
Transportation

Other (specify)

Finally, we appreciate your participation in this survey. Your opinions are important. Would you
be willing to participate in ongoing customer engagement research about Enbridge?

Yes
No

[If yes continue, else go to end of survey]

25.

Which of the following ways would you be interested in participating in future research? (select
all that apply)

Telephone surveys
Online surveys
Focus groups
None

[If none then skip to end. If mention online ask Q27]

26.

May | please enter your email address [allow to move forward if blank/incomplete]

[Record email]
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Those are all of the questions. It is greatly appreciated and very helpful that you took the time to help us
serve you better. On behalf of Enbridge, thank you.

Appendix 3.4: Large Volume Customers Questionnaire

EGD INCENTIVE REGULATION QUESTIONNAIRE
large volume / Key Account Customers
(FINAL DRAFT FOR REVIEW MARCH 28 2017)

[LANDING PAGE]
[Screen 1]

Enbridge Gas Distribution would like to better understand your needs and preferences as a customer.
Between now and mid-2017 Enbridge Gas Distribution will be reaching out to its customers to gather
feedback on customer preferences that will inform Enbridge Gas Distribution’s future planning and
ultimately its rate application to the Ontario Energy Board.

Every utility in Ontario is required to submit a rate application to the Ontario Energy Board to approve
what it charges customers. Enbridge Gas Distribution’s next rate application will outline its plans and the
costs needed to achieve particular outcomes. It will be reviewed by the Ontario Energy Board and they
will decide whether the plans are reasonable and cost effective for customers.

[Screen 2]
This is an opportunity for customers to provide input and inform Enbridge Gas Distribution’s five-year
operations and investment plans for 2019 to 2023. Enbridge Gas Distribution has committed to regularly

asking customers for their input to ensure it understands your needs and preferences.

Thank you in advance of your interest and participation!
Please complete the survey by May 5, 2017}.

[Screen 3]

This survey is intended for large volume customers such as yourself. You are receiving this survey
because you are the customer contact that Enbridge Gas Distribution has on file for your organization.

You are listed as the contact for [ACCOUNT _cl][ CITY_cl] [scriptwriter: make piped in information bold]
If you are listed as the contact for multiple sites with varying consumption and thus varying distribution
costs, rate classes and annual bill amounts, one site has been randomly selected. The rate impacts for

this randomly chosen site have been used in the survey.

Only one survey has been sent to each large volume customer. You may collaborate internally on your
responses to the survey, but only one completed survey will be permitted per customer.
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This survey should be completed by the person(s) within your organization that are involved in reviewing
or making decisions about the services you receive from Enbridge Gas Distribution. This may be the CFO,
VP or Manager of Engineering, Asset Management, Facilities Manager etc.

If that is not you, please forward this survey to the correct person. They will be able to re-use the same
link.

[Screen 4]

A. Can you please confirm that you are involved in reviewing and making decisions about the
services you receive from Enbridge Gas Distribution or that such a person(s) has collaborated
in preparing your responses to the survey?

Yes
No

[IF NO SHOW] Please forward the survey link you received to someone within your organization involved
in reviewing and making decisions about the services you receive from Enbridge Gas Distribution.
Please do so promptly as the deadline for completing the survey is May 5, 20171].

[SCRIPTWRITER — A NO RESPONSE SHOULD ALWAYS LOOP BACK TO INTRODUCTION, YES IS NEEDED TO
CONTINUE TO NEXT SCREEN]

[NEXT SCREEN]

The survey should take you about 10-15 minutes to complete from start to finish. Please try to reserve
some time to do the survey as soon as possible. We’d appreciate it if you could do it from the beginning
to the end at one time, rather than stop and restart.

If you need to stop at any point along the way, you are able to close the survey and your answers to that
point will be saved. When you are ready to come back to the survey, you will be brought directly to the

survey question that you left off at.

Some browsers time out after a certain amount of time if you are inactive (not touching your computer).
If the survey times out before you have completed the survey you will have to start from the beginning.

[NEXT SCREEN]

Please read and consider each question carefully as you will not be permitted to go back to change your
responses. Please do not use the back button of your browser as this will take you out of the survey.

If you have any difficulties with completing the survey please refer to the email address for technical
support provided at the top right corner of the screen.

[NOTE TO SCRIPTWRITER: we will want to show a progress bar if possible in device agnostic and AODA
compliant mode, if not, device agnostic and AODA are priority]
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[do not show heading] Section 1. Safety, Reliability, Customer Service
Let’s begin.

1. Takinginto consideration all aspects of your utility service experience, how satisfied are you with
your Enbridge Gas Distribution service?

Very satisfied

Somewhat satisfied

Neither satisfied nor dissatisfied
Somewhat dissatisfied

Very dissatisfied

Don’t know

2. How would you rate Enbridge Gas Distribution when it comes to each of the following?

[RANDOMIZE ORDER] [Progressive grid]

The customer service you receive

The value you receive for the money you pay for your Enbridge natural gas service
The reliability of natural gas delivery to your business

The safety of the delivery of natural gas to your business

Very satisfied

Somewhat satisfied

Neither satisfied nor dissatisfied
Somewhat dissatisfied

Very dissatisfied

Don’t know

3. Isthere anything in particular that Enbridge Gas Distribution can do to improve its service to you?

Yes (please specify with as much detail as possible)
No

4. Have you ever experienced an unplanned natural gas outage in your organization? This would
not include planned outages where your natural gas is turned off intentionally, for example,

construction work or a meter change.

Yes
No

[IF YES ASK Q5 OTHEWISE SKIP TO Q6]

5. How many unplanned natural gas outages have you experienced in the past 5 years?
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3
4
5 or more

6. Have you ever had any other negative experiences related to safety or reliability of natural gas
delivery to your organization, for example, slow response to an emergency call?

Yes (please specify with as much detail as possible)
No

7. Thinking about the safety, reliability and customer service you receive from Enbridge Gas
Distribution, would you like to see Enbridge Gas Distribution invest in maintaining or improving
upon the current level? [Progressive grid]

[RANDOMIZE GRID ROWS]
Of Safety

Of Reliability

Of Customer service

[GRID COLUMN]

Invest in maintaining the current level
Invest in improving the current level
Don’t know

[Info screen] Enbridge Gas Distribution takes a risk based approach in understanding safety and
reliability. In order to maintain the current level of safety and reliability you receive, Enbridge Gas
Distribution will need to increase its investment in the natural gas distribution system. In general, as
infrastructure ages it is more likely to fail, resulting in higher risk over time. As infrastructure ages,
there are additional costs required to maintain the current levels of safety and reliability.

The additional costs that Enbridge Gas Distribution expects to spend in order to maintain current safety
and reliability levels over the next 5-years breakout as follows:
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System Integrity
& Reliability —

ongoing
malntenance, risk
agsessed and

priritized capital

Other Capital-
general plant
maintenance and
IT cycle upgrades
e,

EMNBRIDGE

[SCRIPTWRITER TO CONFIRM IT IS POSSIBLE IN DEVICE AGNOSTIC MODE TO CLICK ON THE PIE SLICE FOR
MORE DETAILED INFORMATION]

Customer Growth:

Provide new or upgraded natural gas services to residential and commercial/ industrial
customers

Ensure Enbridge Gas Distribution is able to obtain a return on its investment equal to a
profitability index (PI) greater than or equal to that outlined in the Customer Attachment
Policy; for instances where the Pl is insufficient, ensure a Contribution in Aid of Construction
is collected from the customer(s) in order to balance the return on investment.

Ensure gas main extensions and reinforcements required for new/upgraded services are
identified and accounted for in the profitability index (PI)

System Integrity & Reliability

Maintain the pressurized natural gas distribution system at or above adopted codes and
standards for safety and operational effectiveness

Ensure the dependable delivery of natural gas to Enbridge Gas Distribution’s customers
Continuously improve on the understanding of the history, condition and risk associated
with pipe assets

Other Capital investments:

Provide the business with appropriate facilities, IT, fleet & equipment (and other
infrastructure) to allow for effective and safe business function

Sustain the integrity of all facilities, IT, fleet & equipment (and other infrastructure) for safe
and reliable use

Use cost, risk and performance to inform decisions and asset investments
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[Info and question on separate screens]

[Info screen]

In considering its 5-year investment plan Enbridge Gas Distribution estimates that it will need to increase
its capital costs to keep up with aging infrastructure to continue to maintain the current level of
reliability and safety it delivers to its customers.

It is estimated that the delivery charge portion of your bill will need to increase by 1.5% per year over
the next 5 years to maintain current levels of safety and reliability. For customers in your rate class the
delivery charge typically represents [Pipein_Q8_cl] of your total annualized bill costs. [scriptwriter:
make ALL pipe in bold]

[Show in one screen, question and below info in one screen]
This increase would start in 2019 and apply until 2023. So by the end of 2023 the delivery charge portion
of your bill would be 7.5% more than it is now, to cover these increased capital investments.

8. Would you be willing to accept this increase to maintain the current level of reliability and safety
you currently receive for the next 5 years? [Single punch]

The increase is reasonable and | would support it

| don’t like it, but | think the increase is necessary
The increase is unreasonable and | would oppose it
Don't know

[ROTATE SECTIONS 2 AND 3] Section 2. Renewable Natural Gas

[Info and question on separate screens]

As you may know, on January 1, 2017 the Ontario government introduced a Cap and Trade system to
help reduce greenhouse gas emissions in Ontario. Customers will pay a cost related to the amount of
greenhouse gases (GHG’s) they emit, such as from the use (combustion) of fossil fuels.

The government plans to invest these Cap and Trade proceeds into various initiatives that reduce
greenhouse gases such as renewable sources of energy, public transportation, electric vehicle incentives,
and energy conservation programs.

[scriptwriter: make piped in numbers bold see below]

Based on your rate class and Enbridge Gas Distribution’s Ontario Energy Board approved cap and trade
interim rate,

[SCRIPTWRITER if yes in Cap_Trade_cl insert the following: you are being charged a ‘facility related
charge’ (large final emitter rate) only. As a mandatory or voluntary cap and trade participant, you are
required to register with the Government and manage your own cap and trade allowances related to
your GHG emissions from combustion, including natural gas, as well as any other process

emissions. Starting January 1, Enbridge Gas Distribution is charging you a ‘facility-related charge’ (large
final emitter rate) of 0.0337 cents/m? (as per the Ontario Energy Board approved interim rate order)
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associated with Enbridge Gas Distribution’s GHG emissions resulting from the delivery of natural gas to
your site.]

[SCRIPTWIRTER: if #NA in Cap_Trade_cl insert the following: you are being charged a “facility and
customer related charge.” For businesses that cannot or are not interested in managing their own cap
and trade obligations, you are being charged 3.3518 cents per m> (as per the approved interim rate).
This charge accounts for the emissions generated by your natural gas combustion as well as the
emissions generated in delivering the gas to your site.]

9. Were you aware of this unit rate increase that you are being charged to cover the cost of cap and
trade?

Yes
No

[Info and question on separate screens]

There are a couple of ways in which Enbridge Gas Distribution can help to lower customer costs to offset
this Cap and Trade cost. One way is to offer conservation programs (such rebates and incentives) to
encourage customers to make changes to their organization to reduce their natural gas consumption.
Another way is for Enbridge Gas Distribution to invest in renewable energy sources that will reduce
greenhouse gas emissions across the network and offset the amount of Cap and Trade costs to
customers overall.

10. Generally speaking, would you prefer to see Enbridge Gas Distribution...? (select one response
only)

Invest in conservation programs to help customer reduce their consumption

Invest in renewable energy sources that will reduce the overall network’s consumption
Both

Neither

Don’t know

11. SOME CUSTOMERS SAY [ROTATE STATEMENT/screen 1 AND 2] [STATEMENT 1/ show screen 1]
there is not much more they can do to make their organization more energy efficient and
therefore they may not be able to lower the Cap and Trade cost they pay. They are more likely to
see savings based on investments Enbridge Gas Distribution could make in renewable energy that
will reduce the Cap and Trade costs to customers across the network. OTHER CUSTOMERS SAY
[STATEMENT 2/ show screen 2] there is more they can do to make their organization more energy
efficient and they would prefer to have access to rebates and incentives to help them do that to
lower the Cap and Trade cost they pay rather than rely on investments in renewable energy by
Enbridge Gas Distribution to lower cap and trade cost across the network.

Which is closer to your point of view? Are you... (select one response only)
More likely to see savings based on renewable energy investments across the network

More likely to see savings based on making your organization more energy efficient
Don’t know
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12. How much do you know about renewable natural gas, this is sometimes also referred to as bio
methane gas, or biogas?

Alot

Some

Not much

Nothing

[Info and question on separate screens]

[Screen 1]

As you may know, Renewable Natural Gas (RNG), or bio methane gas or biogas, is a type of renewable gas
that is carbon neutral, thus it is better for the environment than conventional natural gas. It is a
sustainable fuel that is created by converting organic material such as municipal green bin collection
waste (vegetable peelings), farm crop residue, gas from water treatment plants and even landfill gas that
is captured and cleaned to the same quality level as natural gas.

Renewable natural gas could be produced in Ontario and put into the existing natural gas distribution
system. It would be compatible with all your natural gas appliances so there would be no lifestyle change
for business. Renewable natural gas helps reduce greenhouse gas emissions by displacing conventional
natural gas.

[Screen 2]
scriptwriter: make ALL pipe in numbers bold]

Investing in renewable natural gas can start with modest levels of blending renewable energy with
conventional energy. Think of this like the 2% blending of ethanol in gasoline. This level of renewable
blending is estimated to cost your organization approximately [Pipein_Q13_cl] per year on the_delivery
charge portion of your bill. Over time, it is expected the cost of renewable natural gas will decline, making
renewable natural gas less expensive than conventional natural gas in the long-term for customers.

13. Knowing this, would you support or oppose paying about [[Pipein_Q13 cl]] more per year on the
delivery charge portion of your bill to start to begin building Ontario’s renewable natural gas
supplies through biogas?

Strongly support
Somewhat support
Somewhat oppose
Strongly oppose
Don’t know

14. And how much would you be willing to pay, over and above the initial [[Pipein_Q13_cl]] on the
delivery charge portion of your bill, to increase the amount of renewable natural gas that is
blended into the system between 2019 and 20237

[SPLIT SAMPLE — HALF RESPONDENTS SEE LIST THE FIRST 4 LEVELS IN ASCENDING ORDER AND OTHER
HALF IN DESCENDING ORDER]
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0.1% more per year (0.5% more per year by 2023)

0.2% more per year (1% more per year by 2023)

0.3% more per year (1.5% more per year by 2023)

0.4% more per year (2% more per year by 2023)

[SHOW SECOND LAST] I am not willing to pay more than the initial increase
[SHOW LAST] | am not willing to pay even the initial increase

Don’t know

[Info screen] Another investment option is referred to as Power-to-Gas (P2G). Power-to-Gas is a
new energy storage technology that supports the electricity grid’s ability to integrate more
renewable generation by converting off-peak, and surplus, renewable power into hydrogen that
can be injected into the natural gas distribution system to complement RNG.

15. How much do you know about Power-to-Gas?

Alot
Some

Not much
Nothing

15a. The potential cost to customers for Enbridge Gas Distribution to invest in Power-to-Gas is not yet
known. Contingent upon knowing the cost impact to customers, do you think Enbridge Gas should
consider investing in Power-to-Gas?

Yes
No
Don’t know

[Question 16, show each statement in separate screen and rotate screen 1 and 2, like q11]

16. SOME PEOPLE SAY [ROTATE STATEMENTS 1 AND 2] [STATEMENT 1 that the costs that customers
pay for renewable natural gas should be regulated by the Ontario Energy Board in the same way
conventional gas is, so that the cost charged to customers is regularly reviewed and relatively
stable for customers. OTHER PEOPLE SAY [STATEMENT 2] that renewable natural gas should be
available to customers through third party marketers who already sell natural gas as a commodity
to some Ontario customers. The marketers would not be regulated by Ontario Energy Board and
thus the cost to customers would be market-driven, meaning it could be lower or higher than the
cost provided by Enbridge Gas Distribution.

Which is closest to your point of view...?

Renewable natural gas costs should be regulated
Renewable natural gas costs should be market-driven

[Info screen] Another way to reduce greenhouse gas emissions and reduce the costs of Cap and
Trade is for Enbridge Gas Distribution to invest in other forms of renewable energy outside of its
natural gas business. This would include solar energy, wind energy or geo-thermal (from the
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17.

ground). Investments in these other energy sources would reduce Enbridge Gas Distribution’s Cap
and Trade costs, savings that would be passed on to customers.

Would you trust Enbridge Gas Distribution to develop these renewable energy alternatives...?

More than companies already operating in these areas
As much as companies already operating in these areas
Less than companies already operating in these areas
Don’t know

Section 3. Conservation Initiatives

18.

Yes
No

Enbridge Gas Distribution currently offers programs that range from prescriptive, customer and /
or comprehensive energy management programs depending on your organization’s needs. Were
you aware that Enbridge Gas Distribution offers several conservation programs to help customers
reduce their consumption?

scriptwriter: make ALL pipe in numbers bold]

Each dollar Enbridge Gas Distribution spends on conservation programs to help customers improve their
energy efficiency yields approximately to $2.67 in benefits (mostly from savings on gas costs).
Approximately [Pipein_Q19_cl] of the delivery charge for large volume customers in your rate class pay
per year currently goes toward the cost of these programs.

19.

There are a few ways Enbridge Gas Distribution can look at future planning for these programs.
Do you think Enbridge Gas Distribution should....?

Invest in these programs more to encourage customers to reduce their consumption and thus
their cap and trade costs, even if your delivery charges increase.

Continue to administer these programs at about the same level and at the same cost to you as
now.

Invest in these programs less in order to provide you with the savings on your delivery charges.
Invest in these programs less in order to re-invest the money you currently contribute to these
programs in other programs [click for more information] such as renewable natural gas or other
forms of renewable energy to lower costs across the network and making cap and trade costs
lower.

Something else (specify)

Don’t know
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Section 4: Rank each section above in terms of priority & cost impact

[Info screen] To this point in the survey we have asked your opinion about several different ideas
Enbridge Gas Distribution is considering in its future planning. Some of these ideas have an
associated impact on the cost that customers pay that is known at this stage.

scriptwriter: make ALL pipe in numbers bold]

20. Please indicate below which of these ideas you would be willing to pay for? If you see sufficient
benefit in each of these ideas and are willing to pay for all of them, your deliver charge would
increase by an estimated [Pipein_Q20 cl].

(select all that apply)

Cost to maintain the current levels of safety and reliability of your gas service (1.5% per year)

Cost to invest in renewable natural gas and bring it into the fuel mix (pipe in ##ROM [Pipein_Q13_cl] per
year)

Both of the above (Pipein_Q20 cl per year)

None [Exclusive]

Don’t know [Exclusive]

21. Switching topics away from future investments, do you have any concerns or unmet needs
related to the natural gas service you currently receive from Enbridge Gas Distribution? (Please
type in a response to continue)

[open-end]

22. Have you had any concerns about any of the following in the past 2 years? (select all that apply)

[RANDOMIZE — always show other billing after meter reading]
Meter reading accuracy

Other billing issues

Costs associated with new natural gas service

Timelines associated with receiving new natural gas service
Timing of Account finalization when there is a station rebuild
None [Anchor and Exclusive]

[If answer none or costs associated with new natural gas service ONLY skip Q27]
[IF SELECTED METER READING IN Q22 ASK Q23 OTHERWISE SKIP]
23. What do you think is a reasonable amount of time to resolve meter reading accuracy issues?
Within in 10 days
30 days
60 days
90 days

[IF SELECTED BILLING ISSUE IN Q22 ASK Q24 OTHERWISE SKIP]

Incentive Regulation Customer Engagement Research
Prepared by: Ipsos Public Affairs

Page 85

DRAFT - Proprietary and Confidential



Filed: 2017-03-23, EB-2017-0306/EB-2017-0307, Exhibit C.CCC.18, Attachment 1, Page 86 of 86

24. What do you think is a reasonable amount of time to resolve billing issues?

Within in 10 days
30 days
60 days
90 days

[IF SELECTED "Timelines associated with receiving new natural gas service" IN Q22 ASK Q25 OTHERWISE
SKIP]

25. What do you think is a reasonable amount of time to wait for new natural gas service?

Within in 10 days
30 days
60 days
90 days

[IF SELECTED "Timing of Account finalization when there is a station rebuild" ISSUE IN Q22 ASK Q26
OTHERWISE SKIP]

26. What do you think is a reasonable amount of time to finalize account when there is a station
rebuild?

Less than 30 days
30 days
60 days
90 days
[IF SELECTED METER READING IN Q22 ASK Q27 OTHERWISE SKIP]
27. You indicated that you have experienced an inaccurate meter reading issue in the past 2 years.
What specifically was the issue? (Please type in a response to continue) [open-end]
28. We have come to the end of the survey. Is there anything else that you would like to share with
Enbridge Gas Distribution before ending the survey? (Please type in a response to continue)

[open-end]

[STANDARD THANK YOU MESSAGE]
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1.Executive Summary

Overview

Innovative Research Group Inc. (INNOVATIVE) was engaged by Union Gas to assist in the design
and implementation of an extensive customer consultation program in support of their 2019 Rate
Application to the Ontario Energy Board (OEB).

The objective of the consultation was to identify customer needs, to identify and assess the
priorities among specific customer outcomes, and to explore customer preferences on some
significant and illustrative choices before Union Gas planners, including the pace of investment.

The consultation involved four stages:

Think:

INNOVATIVE and Union Gas worked together to identify potential questions to be included
in a workbook that would allow customers to share their needs and preferences.

Test:

The workbook was then reviewed by intervenors and tested with customers to assess
whether the workbook was comprehensible and whether challenges, solutions and options
presented were unambiguous and complete.

Identify:

A broad range of activities using voluntary input, discussion groups and Union Gas-led
engagements were used to help determine the range of customer views or the key topics in
the consultation.

Quantify:

The final step was a randomly recruited telephone survey of low-volume customers to allow
generalizable conclusions that can be applied to the broader population of Union Gas
customers.

Key Findings

What is immediately striking about the results of this consultation is the consistency across
methodologies and customer rate classes. There are examples where low-volume business
customers may not share the same preference as residential customers, but these differences are
the rare exception rather than the rule.

Where we do see fairly consistent differences is when we look at Low-Income Energy Assistance
Program (LEAP) qualified customers compared to others. As one would expect, generally speaking,
these customers are less likely to choose a planning option that results in a rate increase.

Note: in the tables contained in this section, “RES” indicates residential customers and “BUS” indicates
business customers. Percentages are shown for the telephone survey and online workbook (due to the
large number of participants), whereas counts (numbers) are shown for the qualitative phases of the
customer engagement.
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Most of this summary is drawn from the scientific telephone survey, but there are references to the
qualitative phases as well for topics that were not pursued in the survey.

Satisfaction is high in all rate classes

Across all rate classes and all methodologies, customers consistently report high levels of
satisfaction with Union Gas. In fact, in all rate classes at least a plurality say they are very satisfied
with the service provided by Union Gas.

Q: How satisfied are you with the overall performance of Union Gas in providing [you/your business] with natural gas service?

Telephone Survey Focus Groups Online  One-on-One

RES BUS RES BUS RES BUS Contract Strategic
Very satisfied 61% 57% 20 16 62% 48% 26 10
Somewhat satisfied 35% 37% 18 16 34% A42% 26 8
Somewhat dissatisfied 2% 2% 1 0 2% 9% 0
Very dissatisfied 1% 1% 0 0 1% 0% 2 0
Don"t know 2% 1% 0 0 1% 1% 0
Missing value n/a nfa 1 0 n/a n/a n/a 1

What customers need

So, what do customers need? For the most part, what customers need is exactly what Union Gas is
currently providing - safe, reliable natural gas delivery at a reasonable price. There are some,
though, who would like to see reduced rates.

We hear about price when we ask customers if there is anything Union Gas can do better. In the
online workbook, price is the only outcome that received a significant number of mentions, but it is
important to note that even more customers told us they were already satisfied or that there was
nothing Union Gas could improve upon.

What outcomes matter most to customers?

The first effort at understanding outcomes is when customers were asked how they know if Union
Gas is doing a good job for them? Reliability, price, and just having “things work” top the list of
mentions. Reliability includes things like a lack of interruptions or outages, having consistent and
reliable gas service that is always available. For some customers, it’s the rates they pay that reflect
the performance of Union Gas. For others, it comes down to having a warm house and hot water.

Before asking customers to rank the importance of customer outcomes, we asked them about their
perceptions of the current performance (or, in the case of price, reasonableness) of Union Gas when
it comes to price, reliability and safety. On these three key outcomes, Union Gas is performing
strongly.

While some customers would disagree, most consider the price of distributing gas at least
somewhat reasonable.
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Q: Overall, how reasonable do you find the price for distributing gas?
Online Workbook

Online  One-on-One

RES BUS RES BUS Contract Strategic
Very reasonable 4 1 21% 18% 7 4
Somewhat reasonable 22 21 53% 47% 28 9
Somewhat unreasonable 9 4 17% 21% 14 5
Very unreasonable 1 1 6% 9% 3 0
Don't know 4 3 4% 5% 5 1
Missing value 0 1 nfa nfa nfa 0

In all of the qualitative research, we got a clear message from customers on reliability: they are
satisfied - very satisfied, in fact.

Q: How satisfied are you with the reliability of Union Gas when if comes fo delivering natural gas?

Focus Groups Online Workbook Online  One-on-One
RES BUS RES BUS Contract Strategic
Very satisfied 34 27 81% 72% 41 16
Somewhat satisfied 5 4 17% 21% 13 2
Somewhat dissatisfied 1 0 1% 3% 2 1
Very dissatisfied 0 0 0% 1% 1 0
Don't know 0 0 1% 3% ] 0
Missing value 0 0 n/a n/a n/a 0

Customers are only slightly less satisfied when it comes to safety, with a number responding ‘Don’t
know’.

Q: When it comes to safety, how satisfied are you with Union Gas' performance?
Focus Groups Online Workbook

Online

One-on-One

RES BUS RES BUS Contract Strategic
Very satisfied 27 24 T2% 70% 38 14
Somewhat satisfied 3 3 19% 21% 12 3
Somewhat dissatisfied 0 1 1% 2% 0 0
Very dissatisfied 1 0 0% 2% 1 0
Don't know 3 2 7% 5% 6 1
Missing value 0 1] n/a n/a n/a 1

Customers were then asked to rank the outcomes that matter most to them. In both the qualitative
and quantitative research, and across all rate classes, the top three most important outcomes are
consistently price, safety and reliability - and usually in that order. Some business customers
prioritize reliability over safety, but for most it’s safety that follows price. Minimizing
environmental impact, customer service, making good use of rate monies, and transparency are
also important, but significantly less so. However, as we learned when asking customers to make
business planning choices, there are times when they will choose system health, the environment
or customer service over price.
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Number/proportion ranking each outcome MOST important

Methodology: Telephone Survey Focus Groups Online  One-on-One
RES BUS RES BUS RES BUS Contract Strategic
Stable, predictable, and
P . 35% 46% 14 24 62% 59% 23 4
affordable pricing
Safety 22% 14% 10 8 36% 38% 13 4
Reliability 12% 21% 7 5] 25% 27% 26 11
Minimizing impact on
IMIZINg IMp 10% 2% 2 5 15% 19% 3 0
environment
Providing dependable and
'8 cep : 6% 5% a 2 17% 21% a 1
responsive customer service
Making good use of the
gg 4% 4% 1 1 13% 13% a 0
money customers pay
Treating customers fairly and
€ Y 4% 4% a 0 15% 17% 5 1
openly
Being community minded
g ty mi 2% 1% 2 0 10% 10% 3 0
and socially responsible
Helping you become a maore
. PInEY 2% 1% nfa n/a nfa nfa nfa n/a
informed customer

Customer Preferences

Customers want a plan that focuses on price, reliability and safety, but not to the detriment of the
environment and customer service. They want a plan that will keep the system healthy and reliable,
but they want Union Gas to demonstrate prudence in its spending decisions. They do not want to
subsidize the needs of other customers - but, at the same time, they don’t want to overburden low-
income customers.

Pace of Investment

Even if it means higher prices, customers want Union Gas to spend what is needed to keep the
system healthy in the long run. The desire for a steady pace of investment applies even when Union
Gas goes through a cost review which may result in larger than normal bill increases.

Safety

In the trade-off between higher standards at a higher cost and sticking to regulated standards,
customers (particularly low-volume business) choose the lower priced option. In the online
workbook, participants told us they would rather keep costs down than move ahead with Maximum
Operating Pressure Verification, but they are willing to pay more to proactively replace bare and
unprotected pipes.

Customer Service

While customers are willing to pay a minimal amount to continue the current practice of exceeding
benchmark standards for answering routine customer service calls, they are not prepared to pay
more for enhanced online services. When it comes to paper vs. online billing, customers want to
have the choice - without penalty or incentive. Customers who participated in the online workbook
choose lower costs over consulting with neighbours on dealing with vaulted stations and the
installation of automated meter readers.
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User Fees

Customers are sympathetic to those who struggle to pay their bills and they don’t want to see an
increase in reconnection fees. On other user fees, customers are divided between increasing the
fees to cover actual costs and leaving them where they are. In the online workbook, participants
made it clear that they do not want to see their rates increase in order for Union Gas to cover credit
card fees.

The Environment
Customers are willing to pay a little bit more in order for Union Gas to reduce GHG emissions
beyond the regulated standard.

How Well Did the Process Work for Customers

At various points in the detailed results, readers will find “safety valve” questions where
participants are given the opportunity to “colour outside the lines” and raise issues not covered by
survey questions. There were also “diagnostic” questions designed to identify ways to improve
future consultations.

Generally, the work done to prepare and test the workbook appears to have paid off. Participants
provided positive responses to the diagnostic questions and raised relatively few unanticipated
issues in the “safety valve” questions.

The first of the “diagnostic” questions provides a good example. Customers in all qualitative
research activities were provided with a brief introduction to the consultation, which outlined why
the consultation was being conducted. Following this, almost all participants reported that they
understood why Union Gas is seeking their input.

Q: l understand why Union Gas is seeking my input
Methodology: Focus Groups

Online Workbook Online  One-on-One

BUS RES BUS Contract Strategic
Strongly agree 25 23 45% A7% 26 10
Somewhat agree 12 ] 46% 42% 32 3
Somewhat disagree 1 1 2% 2% 0 0
Strongly disagree 0 0 0% 1% 1 0
Don't know 0 ] 6% 8% 0 0
Missing value 1 3 n/a nfa n/a 1

What does it all mean for planners?

Based on the results of this consultation, making investment decisions for Union Gas is like a
juggling act. Imagine a juggler standing on a three-legged stool. The three legs represent price,

reliability and safety. Price may be the most important outcome to customers, but without

reliability and safety, the stool won’t stand. With the stool balanced, the juggler can then address
the remaining customer outcomes - everything from the mid-tier importance of environmental
impact, customer service, making good use of rate monies, and transparency to the less important
outcomes of being a good corporate citizen and consumer education.

While they may be highly satisfied with the performance of Union Gas - both overall and on specific
customer outcomes - they are not prepared to hand over a blank cheque. They want Union Gas to

Proprietary and Confidential (subject to restricted use)

Union Gas | Customer Engagement 2019 Rate Application
Report prepared by Innovative Research Group, Inc.
Page 10




Filed: 2018-03-23, EB-2017-0306/EB-2017-0307, Exhibit C.CCC.18, Attachment 2, Page 13 of 280

spend where it is needed, but to be prudent and try to avoid rate spikes. They prefer a steady rate at
a higher level, over a more reactive and less predictable pace of investment.

For the most part, customers are not in search of bells and whistles in the service they receive from
Union Gas. They don’t want to spend on enhanced online services, but they want to know that
someone will be there if they have to pick up the phone and call. Nor do they want to pay for the
services of others: things like credit card fees, landlord and seasonal turn-offs, paper bills, or an
increased investment in supporting low-income Ontarians.

There are places where customers are prepared to pay more: keeping the system healthy in the
long run, maintaining good customer service, further reducing GHG emissions, and replacing bare
and unprotected pipes (residential customers only). But, for the most part, change is not what
customers are looking for. Slow and steady wins the race with them.
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2.Approach and Methodology

Background

Innovative Research Group (INNOVATIVE) was commissioned by Union Gas in the fall of 2016 to
design and execute an extensive customer consultation program in support of their 2019 Rate
Application to the Ontario Energy Board (OEB).

In a letter to natural gas distributors dated March 7t 2016, the OEB announced it would be
updating the filing requirements for natural gas rate applications. This updated filing requirement
will incorporate the key principles as described in the Renewed Regulatory Framework for
Electricity distributors (RRFE) which shifts the focus from utility cost to value for customers.
Subsequently, on October 13t 2016, the OEB issued its Handbook for Utility Rate Applications
which described how the RRFE will now be referred to as the Renewed Regulatory Framework
(RRF) and will be applied to all rate regulated utilities - including natural gas - moving forward.

On February 16, 2017, the Handbook was supplemented with amended filing requirements for
natural gas rate applications, which make the following stipulations regarding customer
engagement:

o “..utilities are expected to demonstrate value for money by delivering genuine benefits to
customers and providing services in a manner which is responsive to customer preferences.
Customer engagement is expected to inform the development of utility plans, and utilities are
expected to demonstrate in their proposals how customer expectations have been integrated
into their plans, including the trade-offs between outcomes and costs.

o The OEB expects natural gas utilities to provide an overview of customer engagement
activities undertaken and how their customer’s needs, preferences and expectations have been
reflected in the elements of the application.”

' OEB Filing Requirements for Natural Gas Rate Applications, Section 2.1.6.
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Consultation Participants

The customer engagement included participants from various rate classes. The following table
summarizes which customers participated in particular phases of the engagement, along with a
definition of each customer group. Throughout this report, customers are referred to by their rate
class type (residential, contract, etc.).

.. Participants L
Engagement Activity (Rate Class) Definition of Rate Class
Focus groups, online Residential Customers who use less than 50,000 m3
workbook, telephone survey (M1,R1) of natural gas per year
Business customers who use less than
Focus groups, online Low Volume Business | 50,000 m3 of natural gas per year, as
workbook, telephone survey (M1,M2, R1,R10) well business customers who use more

than 50,000 m3 of natural gas per year
Commercial and industrial customers

Online Contract workbook Contract who have signed a contract for firm or
(M4,M5,M7,T1,R20,R25) | interruptible gas delivery with Union
Gas
Largest users of natural gas in the
Strategic Account validation Strategic Contract wholesale (distributors of natural gas),
interviews (M9,T2,T3,R100) chemical, refinery, steel, and power

generation segments.

Ex-Franchise Customers who contract
for firm services to transport gas
between any two interconnects on the
Union Gas system which includes: Dawn,
Parkway, Kirkwall, Ojibway,
Dawn(TCPL), Dawn(Vector) and
Bluewater.

Transport validation Transportation
interviews (M12, M12-X, Large C1)

Consultation Phases

When a customer engagement is complex, additional phases are sometimes included in the process.
When a customer engagement is straight forward, fewer phases are needed to effectively engage
the audience of interest. However, regardless of the complexity of the engagement, INNOVATIVE
generally follows a four step process: Think, Test, Identify, and Quantify.

Think

This is the first step in developing the core background material and key questions for the
workbook. INNOVATIVE and Union Gas worked together to review its distribution system (and
other elements of Union Gas’ plan) to identify potential questions that would allow customers to
share their needs and preferences. We then developed a workbook that provided the information
needed to allow customers with different levels of initial knowledge to provide answers to those
questions. The workbook formed the basis of an online customer consultation as well as the
engagement with customers in focus groups and webinars as well as provided the foundation for
discussions with strategic and transportation customers.
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Test

The second step was to determine the best way in which to present the workbook narrative.
INNOVATIVE conducted a series of customer focus groups to understand whether the workbook
was comprehensible and whether challenges, solutions and options presented were unambiguous
and complete.

In addition to engaging with customers, Union Gas arranged a meeting with intervenors and OEB
staff to ensure that this important group had an opportunity to provide feedback on the
information being provided and the questions being asked of customers.

Feedback from testing was used to refine to the workbook.

ldentify

The third step was to find out the range of views held by Union Gas’ customers regarding their
needs and preferences through qualitative elements of the process. This included an online
workbook open to all customers who wished to participate, a series of customer discussion focus
groups among low-volume customers, and an online workbook with optional webinars for contract
customers. In addition, a specific workbook was developed for each of the large strategic and
transport customers to understand their needs and preferences as well.

Quantify

The final step was quantitative - randomly recruited telephone surveys of low-volume customers.
Randomly recruited surveys allow us to draw generalizable conclusions that can be applied to the
broader population of Union Gas’ customers. The surveys were developed based on the feedback
from the qualitative research.
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INNOVATIVE and Union Gas'team worked E Consultation ! Workbook answers:
together to translate the choicesthey must | feedbackalllinked i : ::::at
make intheir business planning into an | togetherthrough 1| \....h\;
- educational document accessibleto the | 3 custamer ' v Where
[=] BVErage CONsSUMET. [ workbook ' * When
'.g _______ '| ________ * How
= { develop customer workbook} =
a
c
8 Test Testing Focus Group
':i‘:" with low-volume customers
o
Testing/Consulting on Consultation?
1. What's the best process to engage audiences? Stakeholder Workshop(s)
(PROCESS) with intervenors and OEB staff
2. What's the best way to present the narrative?
(COMMUNICATIONS)
Consultation Activities
- Online Workbook
Identify TR TEEEEEEEE
with volunteered low-volume customers
Whatare tl:e preferences and needs of Union Gas Consultation Focus Groups
E customers with randomly recruited low-volume
= 1. Can Union Gas provide better service? customers (i.e. residential + business)
&
L
S 2. Which customer outcomes are most important? . .
@ he Online Workbook & Webinars
E 3. What do customers think about the options with contract customers
bl presented?
[7]
4. What options make the most sense? - - -
E P Key Account Validation Interviews
= 5. What are customer preferences on trade-offs? with Union Gas' largest customers
3
[
Telephone Surveys
(:‘.',UEII'I‘I:If'pr among randomly recruited low- volume
customers (residential + business)
Providing statistically valid research findings
A quantitative assessment of the needs and
preferences of customers. Survey informed by
previous qualitative consultation phase.
Pre-Consultation. In this phase we worked with Union Gas to turn business planning
decisions that makes sense to accountants and engineers into a narrative with challenges
and the principles and priorities driving choices. We then supplemented that narrative with
questions customers feel they are equipped to answer about their needs and their
preferences.
Customer Consultation. We utilized integrated research-based consultation tools with
traditional voluntary-based tools so that at the end of the process all customers had an
opportunity to have their say, and Union Gas has a clear understanding of the needs and
preferences of the broader community.
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About the Consultation

When it comes to consultations in support of rate applications, INNOVATIVE’s typical customer
engagement process is built on five key principles:

1. Create an opportunity for customers to learn the basics of the natural gas distribution
system so they can provide a more informed point of view.

2. Ensure all customers have an opportunity to be heard. Create open voluntary processes that
allow anyone who wants to be heard an opportunity to express themselves.

3. Userandom-sampling research elements to ensure a representative sample of customers
are engaged.

4. Focus on fundamental value choices. Look for questions that ask customers to choose
between key outcomes rather than focus on the technical questions of how to reach those
outcomes.

5. Since this was the first time Union Gas explicitly engaged customers under the new
framework in the development of their natural gas system planning, a specific effort was
made to collect participant comments on the consultation process itself.

Preparing for the Consultation

Alook to other jurisdictions is often helpful in identifying best practices and lessons learned. In this
instance, we looked to the Office of Gas and Electricity Markets (Ofgem), the government regulator
for gas and electricity markets in the United Kingdom. Under Ofgem, utilities in the UK have been
consulting with customers with the same primary objective as the OEB’s RRF - that is, putting an
emphasis on outcomes as well as customer needs and preferences. In preparing for the Union Gas
customer consultation program, we reviewed the results of several recent applications to Ofgem in
order to distill learnings to be applied to the Union Gas engagement.

Further, we looked to see what we could learn from the existing customer research that Union Gas
has been conducting for many years. From this review, we identified customer outcomes that
should be brought forward to the current consultation, and we identified gaps where previous
research has not addressed the requirements of the new RRF.

Finally, in order to identify which customer outcomes should be included in the consultation, we
conducted one-on-one interviews with customer-facing Union Gas staff in order to hear directly
from them. They were able to tell us what specific outcomes customers are seeking from their
natural gas utility.

This document contains summaries of each of these three preparatory exercises.

Workbook Development

The key challenge in developing the workbook was to translate complicated business decisions into
more accessible language for the average customer. Further, we had to ensure that we covered key
issues and developed meaningful questions to determine customer needs and preferences. The
three preparatory activities noted above provided the foundation for the workbook development.
See next section for details on the development of the workbook.

The final workbook for the general service rate class included seven sections:
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1. Why are we here? The purpose of the consultation including how the information will be
used and why it matters.

2. What is this about? What are distribution charges? Where does the money go?

3. The Customer Journey: There are many ways Union Gas serves customers. Can Union Gas
do better?

4. Customer Outcomes: Union Gas must submit a business plan that focuses on the cost
effective delivery of outcomes that matter to customers. What are the outcomes customers
care about?

5. Making Choices: As Union Gas builds its business plan, it has to make choices that balance
competing outcomes. What are customers’ views on some of those choices?

6. How did we do? This is a new process. How did it work for customers? How can Union Gas
make it better next time?

7. More about you: In order to segment and group similar people together when the survey
results are analyzed, we asked customers a few questions about themselves.

Although the knowledge base of customers likely varied, the same basic workbook was used in all
qualitative customer engagements - the online workbook, the residential and business customer
discussion groups, the contract customer online workbook, and the transport and strategic
customer key account in person meetings.

The key change in the workbook material between audiences was any reference to bill impacts as a
result of specific scenarios presented in the planning options as well as the addition/deletion of
questions that were more/less applicable to the specific customer rate class.

Developing the Workbook: The Details

The first section of the workbook aimed to explain the basics of the natural gas system, the OEB
process and how rates work. In INNOVATIVE'’s experience, this is vital in ensuring participants feel
they understand the consultation and in setting some base knowledge for later questions about
system choices. This section was drafted based in part on existing Union Gas educational material
as well as by drafting new content that summarizes the OEB process.

The next sections of the work were the customer journey and customer outcomes sections, which
were based on the feedback from the customer facing staff interviews. These sections were drafted
with the aim of both assessing Union Gas’ overall performance on the outcomes identified, as well
as soliciting the relative importance of different outcomes. Participants were reminded that
sometimes Union Gas staff must make difficult choices, and that the purpose of the workbook was
to help those staff understand what customers would like them to prioritize when making their
choices.

The next section was “Making Choices” which presented customers with a series of different
options potentially available to Union Gas as it constructs its next multi-year business plan. This
section was developed through a series of meetings between INNOVATIVE and Union Gas staff and
departments. These meetings included a review of the OEB requirements for understanding
customer needs, preferences and outcomes - and how those requirements must inform the
business plan. It also underscored the importance of consulting customers on substantive issues
that might affect them.
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The bulk of the meetings focused on a discussion of the various issues and choices Union Gas is
facing and which need to be consulted on. In addition to INNOVATIVE staff, the key Union Gas staff
who were overseeing the customer engagement process participated and facilitated the meetings,
which included multiple conversations with both the asset management team and the operations
team. INNOVATIVE was briefed on the current thinking behind their planning, and probed for areas
of specific choices that could engage customers and which could also present important value
choices that could guide Union Gas in the future.

Ultimately, the criteria for including an item in the workbook were:

. Is Union Gas genuinely considering the choice?

. Will the choice Union Gas makes materially impact customers?

. Can the choice be explained in a way that solicits meaningful responses in a reasonable
amount of time?

. Does this choice provide meaningful insight into the outcomes customers value that can

be applied to future potential choices?

Additionally, questions had to be selected in a way that ensured the overall length of the workbook
was kept to a reasonable length, in order to ensure customer participation. The materials and
questions for the workbook were then drafted in an iterative process, with INNOVATIVE proposing
content and Union Gas ensuring the accuracy of the information presented and making suggestions
for clarity.

Testing the Workbook

Stakeholder Workshop

Given the new OEB handbook and the fact that this was Union Gas’ first time implementing those
guidelines, intervenors were invited to give feedback on the draft workbook. This ensured that
Union Gas had as much information as possible about the things intervenors felt were important to
them, and allowed Union Gas to proactively adjust the workbook to include their recommendations.

Union Gas held a preliminary workshop or “technical conference” to which they invited intervenors
and OEB staff. The purpose of this workshop was to present Union Gas’ proposed customer
consultation process, share the draft workbook, solicit stakeholder feedback and answer questions.
Intervenors were taken through the general outline of the customer engagement process and asked
for feedback. They were also provided a draft version of the workbook, and encouraged to provide
specific feedback on how it could be strengthened.

A senior management representative from INNOVATIVE was on hand to answer any questions
pertaining to the design and implementation of the consultation.

Testing Focus Groups

Because the workbook plays such a crucial role in this consultation, a series of six focus groups
were held over the course of three evenings in order to give low-volume residential and business
customers a chance to review the workbook and provide feedback on both the informative content
and the questions contained throughout.

These groups took place over three nights - one in Sudbury, one in Simcoe, and one in London. Each
night consisted of two groups, the first made up of low-volume business customers and the second
made up of residential customers. In addition to completing the workbook, the focus groups
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centered on ensuring the content was presented clearly and that the questions were effective in
capturing participants’ views. After each evening of focus groups, the workbook was revised based
on the feedback provided by the participants. Input gathered during these sessions was used to
refine the workbook from a comprehensive draft to the final product that was used in subsequent
phases of the consultation. The detailed results of these focus groups are available in a separate
report.

The Consultation Process

Based on the principles outlined above, INNOVATIVE worked with Union Gas staff to design a
multifaceted customer engagement program which included a combination of traditional
consultation services as well as qualitative and quantitative research elements. This comprehensive
consultation was designed to engage various rate classes and collect feedback on preferences and
needs as they relate to the multiyear business plan being developed by Union Gas, which will be
implemented as of 2019.

The consultation process involved the specific activities that are briefly described below. Each of
these activities, and the results of the research are covered in greater detail in subsequent sections
of this document.

Qualitative Consultation Activities

Qualitative consultation activities refers to a broad range of activities that help us determine the
range of customer views but do not allow those results to be generalized. These activities either
have self-selected voluntary participants or use randomly recruited participants who represent a
particular rate class and/or region but where the feedback is collected through a focus group. This
stage also included Union Gas-led engagement supported by INNOVATIVE validation surveys or
workbooks. The qualitative processes occurred first to allow the findings to be incorporated in the
quantitative survey.

Low-Volume Customer Online Workbook

An online workbook was developed to provide customers with background information to enable
them to give a more informed opinion in response to questions embedded throughout the online
document that were designed to identify participants’ needs and preferences.

Low-Volume Customer Consultation Focus Groups

These workbook-led focus groups were conducted among randomly recruited low-volume
residential and business customers. This qualitative consultation activity was used as an
engagement tool to educate customers, assess preferences and need, and gauge customer feedback
on the planning options that were presented to them.

Like the online workbook, information collected in the focus groups was used to help inform
subsequent telephone surveys.

Online Workbook and Optional Webinar for Contract Customers

A tailored version of the online workbook was developed for Union Gas’ contract customers. All
customers in this rate class were invited to complete the online workbook and to attend an optional
webinar to provide them with additional insight in advance of completing the online workbook.
The webinar provided an overview of the workbook presented by relevant Union Gas
rep