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PQR, Outage, Communications and Web are in the top 5 drivers of satisfaction
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Internal satisfaction scores track closely with J.D. Power, confirming our 
focus on improving key experiences makes a difference

*Note: 

• JDP transitioned to a calendar year study administration beginning in 2020, resulting in no monthly data for the last half of 2019



What the customers want… timely, accurate information

NPS was 35 points 
higher than average 

when Customers were 
well informed of their 

outage.*

35

* When taken independently of length of outage

NPS was 14 points 
higher for customers 

who received the Crew 
Status.

14
NPS was 13 points 

higher for Customers 
who received the 

Outage Cause Code.

13



“Your most unhappy customers are your greatest 
source of learning”

Bill Gates



2014: COAL ASH

Defining Moments in 

Duke Energy’s Recent History
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2017: HURRICANE IRMA

2022: SUBSTATION EVENT

2022: LOAD SHED EVENT



Major Events | phases

PREPARE 
(… if there is time)

ASSESS

RECOVER

APPRECIATE



“If you don’t have a team focused on solving customer 
problems, then you’re working at the pace of 

meetings.”

Sasha Weintraub
SVP and President, Natural Gas Business Unit Duke Energy



SUPPORT STRUCTURE

We utilize an ecosystem of 
different instruments to 

inform our recommendations 
including J.D. Power, brand 
health and Ad tracker, CXM, 

and customer surveys

LISTENING TO 

CUSTOMERS

Across Duke Energy, we 
created integrated cross-

functional teams and 
forums to provide closed 
loop feedback, read out 

results and keep the 
organization focused on 
results and momentum

ENGAGING 

STAKEHOLDERS

Numerous self-help tools 

were developed to assist 

Duke Energy in obtaining, 

interpreting and gaining 

insights from the data along 

with targets and teams to 

support the collection and 

readout of the data

MEASURING 

RESULTS

We stay close to our delivery 
partners and have dedicated 
durable teams to align on a 

strategy for how we will develop 
solutions to address customer 

problems. Working together with 
our marketing, communications 

and change management 
partners creates our success.

TAKING 

ACTION 

“I never received any 

notifications or 

communications regarding 

the estimated time power 

would turn back on.”



Driving change based on customer feedback

Expanded self-service options and information for 

customers during an outage event.

Customized outage alerts for consistent 

messaging and developed robust process 

should another load shed event be necessary

The Planned Outage Portal allows us for the first 

time to associate a customer data set (pulled with 

an API from SAP) with a device within seconds, 

pulling complete and robust customer records to 

send proactive automated customer 

communications around outages.



“Most companies must realize that they are no longer 
competing against the guy down the street or the 
brand that sells similar products. Instead, they’re 

competing with every other experience a customer 
has.”

DAN GINGISS, AUTHOR AND CUSTOMER EXPERIENCE EXPERT



Striving for an integrated, seamless customer journey



Historical Speed of Adoption
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Where is the horse?Where is the car?

Source: Rohan Rajiv, A Learning a Day: Horses, cars and the disruptive decade
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