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Introductions: Snapshot of Joy
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Using MyAccount to Help 
Manage Usage and Costs

Beth Carlson
BCC Workshop

November 9, 2023



MyAccount in 2023
• 41 utilities have implemented MyAccount to date

➢First full site was live for Sturgeon Bay in 2018

➢Most recent was Baraga in September 2023

• MyAccount Minute monthly newsletter

• Refresher trainings

• New branding effort around four key benefits:
➢Security

➢Convenience

➢Control

➢Savings
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Updated 
toolkit items
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MyAccount landing 
page refresh
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• New logo

• Updated icons

• Color theme consistent with 
other promotional materials



Utility landing page embedded login
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Customers say…

• 80% want their utility to work with them to 
manage costs
➢44% satisfied

• 60% prefer email communications

• 33% prefer text message communications

• MyAccount can help customers manage and 
save, while giving customers choices in how 
they prefer to receive information
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Usage 
Alerts
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Weekly 
Summary
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Usage comparison tools
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Rate comparisons with What If Analysis
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What’s coming to 
MyAccount in 2024?

• Service Forms – 
Stop/Start/Transfer service
➢Request new service from 

utility website

➢Stop or Transfer service 
from within MyAccount
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• Outage Management – 
optional integration with 
OpenPoint

➢Report outages from 
within MyAccount

➢Send outage notifications 
from MyAccount

wppienergy.org 20



MyAccount Mobile App
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By the numbers…
• Approx 60% of customers currently access member utility websites 

using a mobile device and 40% of customers using a desktop/laptop 
computer
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% Mobile Logins 9/1 – 10/31/23
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Utility % Utility % Utility % Utility % 

Sturgeon Bay 48.2 Eagle River 19.0 Kaukauna 9.1 Waterloo 6.6

Oconto Falls 38.2 Prairie du Sac 17.8 Lake Mills 9.1 Algoma 6.1

Hartford 38.1 Oconomowoc 17.4 New Holstein 9.0 Columbus 6.0

Independence 36.0 New Richmond 14.8 Richland Center 8.9 Florence 5.9

Shawano 35.9 Waupun 14.3 Waunakee 8.2 Brodhead 5.1

Crystal Falls 29.7 River Falls 12.7 New London 8.0 Lodi 4.4

L’Anse 24.5 Baraga 11.8 Jefferson 7.7 Juneau 4.3

Black River Falls 22.6 Maquoketa 11.8 Sun Prairie 7.7 Norway 3.0

Slinger 22.0 Two Rivers 11.2 Negaunee 7.3

Boscobel 21.7 Hustisford 10.8 Menasha 6.9

Gladstone 19.9 Mount Horeb 9.7 Cedarburg 6.6

Red indicates branded mobile app



MyAccount Mobile App

• Branded app
➢Unique app only for utility

➢Searchable in the app stores by utility name

➢Icon on device is the utility’s logo

• Standard app
➢App shared by all users of the MyMeter software

➢Searchable in the app stores only by ‘MyMeter’

➢Need to choose utility

➢Icon on device is the orange MyMeter logo
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Questions?



Thank You
Beth Carlson

bcarlson@wppienergy.org
608.834.4507

mailto:bcarlson@wppienergy.org


Hartford Utilities
MyAccount Branded App

Holly Wenzel
Hartford Utilities

November 9, 2023
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MyAccount App vs. Branded App

• Timing for advertising between branded and non-branded

• Push for customer contact information within MyAccount
➢Launching Outage Management with OpenPoint in the next few years 

• Set-up and/or Yearly Maintenance can come from Customer Services 
and Branding Fund
➢Hartford Utility paid $4,000 for set-up fee 

➢$5,000 came from WPPI Customer Services and Branding Fund
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Getting Started: Branded App

• May – June 2023 

• Very simple and straight forward

• Beth sent needed paperwork to fill out
➢Took about 5 minutes to complete

• About 8 week turnaround for app stores
➢IPhone and Android

➢Hartford’s processed in around 6 weeks 
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Getting the Word Out: Branded App

• Flyer insert with utility bills

• Utility website homepage scrolling picture and link

• Facebook post with link to utility website

• Back of utility bill in Hartford’s “Monthly Message” area

• Email via Constant Contact
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Getting the Word Out: Email

• 56.2% open rate

• 8% click rate

• 1 unsubscribed

• Contributed to spike in downloads



iOS Results: Branded App
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• 668 total downloads
• Spike on August 9 (date of email)
• Downloads are shown by day



Android Results: Branded App
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• 318 total downloads
• Spike on August 9 (date of email)
• Downloads are cumulative



Customer Feedback: Branded App

• What did we hear from customers?
➢Stated it was easy to download app from Utility Website links

➢Easy to find when searching in app stores

• How do you plan to promote in the future?
➢Continue with current promotions 

• Bill insert 4 or 5 times a year

• More Facebook Posts

➢Would like to discuss the idea of a promotional item/giveaway in the future
• Push for new newer on MyAccount
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Lessons Learned: Branded App

• Confusion with PSN Fee when making a Payment
➢Led customers to think there was a fee to download the app

➢Emphasis the app is FREE but payments within the app are Fee Based
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Questions?
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Welcome!
Building Community Connections 2023



Member Sharing & Peer Insights
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Community Outreach: 
Increasing Local Presence & Impact

Beth Rank
Oconto Falls Municipal Utilities
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Customer & Community Engagement Focus

OFMU’s Story
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Social Media
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• Joined Facebook in Q1

➢Why Facebook? 

➢Facebook Access

➢Facebook Content

➢Staff pictures get the most hits



Email Communications
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• Joined Constant Contact
➢Residential Newsletter

➢Business Newsletter

• Participated in WPPI’s Peak Time Usage 
Communications Program

• Participating in WPPI’s Energy Assistance 
Support Emails program



Customer Support Promotions

• Promotion to increase customer 
engagement in:

➢MyAccount

➢Paperless Billing

➢AutoPay

➢Facebook
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Connecting with Youth in Community

• National Theater for Children 
sponsor

• High School scholarship

• High School Reality Rocks 
participant

• Line Worker coloring contest

• School Career Day & Skilled Trades 
Day

• Halloween Trunk or Treat
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Community Presence 

• Donate to Fireworks for 
Memorial Day

• Scoreboard at Memorial Field

• Street Light Decorations on 
Main Street

• Avenue of Lights

• Decorate a Tree at City Hall for 
the Holidays
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Giving Back

• Personal Hygiene Products Drive

• Brat Fry supporting Kindness Committee

• Giveaways
➢Fourth of July

➢Veteran’s Day

➢Easter
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Public Power Week

• One day event:
➢Food Truck & Ice 

Cream

➢Focus on Energy Rep 
with giveaways

➢OFMU Giveaways

➢Fill the Bucket 
Clothing Drive
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2024 plans?

• Continue with Facebook 

• Bill Inserts

• Be more successful with drives for Organizations

• MyAccount/Autopay/Ebilling

• Rebates

• Constant Contact

• Day of Giving Event and Public Power Week Event
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Customer & Community Engagement Success
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Thank You



School Outreach: 
Insights from a 

Former Educator
Jenna Willi

11/9/23



Introduction
• 12 years in secondary science education in small and 

rural schools

• Current role at WPPI – Energy Services Manager 
working with New Richmond and River Falls
➢I also work with National Theater for Children, KEEP, and 

other school and customer outreach efforts
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Schools as the Heart of your Community

What hasn’t changed:

• Building a strong relationship with your local 
schools is a great way to grow deeper 
connections within your community as a whole

• Schools can continue to provide a connection 
point to reach students as potential future 
employees (and as simply more educated and 
aware members of your communities)
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Schools as the Heart of your Community

What has (potentially) changed:

• Utilities still have an opportunity to provide 
great support to their schools, but the most 
effective way to provide that support is more 
difficult to pin down 

• Traditional methods of interacting with 
schools, though still successful, may not be 
as effective as they were pre-COVID
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Insights into Education 2023

A brief look at current challenges for teachers:

• Staff shortages (and the “trophic cascade” this has caused)

• Cost of the invisible mental load

• Change in student engagement

• Change in instructional/planning time
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Source: EdWeek Research Center



Challenges for administration:

• Staff shortages

• High turnover and experience loss in administrative positions

• Trends in student behavior and discipline

• Financial pressures
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Challenges for facility directors/managers:

• Staff shortages

• High turnover rates and experience loss

• Aging buildings present unique challenges



Utility Response and Support for Schools

Impacts of the state of education on how we interact with schools:

• Increased staff turnover could mean quickly losing built relationships

• The “let us know how we can help” (hands empty) model may no 
longer be as effective

• Less time/willingness for teachers and staff to want to “try something 
new”

• A heavier ask when working to discuss/implement energy efficiency 
upgrades with newer or inexperienced staff
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Utility Response and Support for Schools
Considerations for utility staff and a realistic individualized approach:

• Establish a baseline: 
➢Where is your staff’s comfort level?

➢What are you offering now?

➢What are you willing (i.e. have the time and funding) to offer?

➢What is the school already doing that you could enhance?

• How can we modify to a more “hands full” approach?
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Using a SMART Philosophy for Outreach

• Specific – what exactly are you offering?

• Measured – what you plan to accomplish by providing this opportunity

• Accessible – detail the time/energy expectations of the school or contact

• Relevant – how the opportunity supports the school’s goals

• Time-Bound – offer specific date ranges and/or times
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I consider this a “hands full” type approach:



Utility Response and Support for Schools

Brainstorm potential ways your utility could be a resource beyond your 
current programs. Ideas could include:

➢Reaching out to the TechEd program

➢Does the high school offer any kind of local job shadowing/internships for 
seniors? 

➢Do the district science programs include anything with ties to the energy 
industry? 

➢Are there tours or hands-on experiences the utility could offer?
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WPPI Resources and Member Experience
• No need to reinvent the wheel! 

• Not sure where to start? Start small and look to build.
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Currently Offered Programs
• National Theater for Children (NTC)

• Schools and Government Efficiency Incentive Program

• KEEP (Wisconsin’s K12 Energy Education Program)

• “If I Were a Lineworker” Books

• Public Power Week Coloring Posters

• Pedal Power and Power Town

• VLU Funds

• ESM Contact/Support

wppienergy.org 66

https://www.uwsp.edu/wcee/wcee/keep/
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Considerations for Communication
• Consider timing when reaching out to teachers/administration

➢Great months to reach out:
• October and early November

• February, March, April

• Late July and early August

➢Months to avoid:
• Late August/September

• June

• December and May* 
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Considerations for Communication

• Consider timing

• Tailor your approach

• Check the school calendar

• Utilize internal school “experts” to make connections

• Be as SMART as possible and communicate with your hands full!
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Questions?



Thank You
Jenna Willi

jwilli@wppienergy.org

mailto:jwilli@wppienergy.org


Email Communication 
Success Stories
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• Maquoketa Municipal Electric Utility

• First time emailing customers

• 56.1% open rate

• 11.9% click rate

• 1 unsubscribed (1,026 emails sent)

• 284 customers entered PPW contest 
(increase from last year)

Public Power Week 
Promotion
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Paperless Billing Promotion

• Email promoting paperless billing providing 
customers a 4-pack of LED bulbs

• Percentage increase of paperless billing 
enrollments:
➢56.9% in Gladstone

➢23.6% in Negaunee

➢7.4% in L’Anse

Member Date Open Rate Click Rate Unsubscribes

Gladstone 10/16/23 57% 13% 1

Negaunee 10/16/23 64% 7% 1

L’Anse 9/26/23 56.3% 7.5% 1
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Peak Time Usage 
Communications

• Brodhead Water & Light (4 emails)
➢MyAccount AutoPay & PSN users

• 68-74% open rate

• 16-21% click rate

• 722 customers

• 4 unsubscribes

• Boscobel Utilities (4 emails)
➢MyAccount AutoPay & PSN users

• 65-82% open rate

• 13-35% click rate

• 357 customers

• 1 unsubscribe
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Peak Time Usage 
Communications
• Customer education and awareness 

campaign

• Email messages are sent to customers 
during predicted high demand periods 
asking them to reduce usage
➢Educational messages

➢Energy Aware Day messages

• Nineteen member participants 

• 10 emails sent throughout the summer

• 50% open rate, minimal unsubscribes
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Energy Assistance 
Support Emails (EASE)

• Fifteen members participating
➢Inaugural email sent week of October 23

➢Preliminary results
• 65% open rate

• 17% click rate

• Top link clicked on: Online application
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Constant Contact: Are You Ready For It?

• Costs
➢Pricing is based on number of contacts

➢$12 - $80/month  - Lite Subscription

➢$35-$160/month – Standard Subscription

➢Pre-pay and non-profit discounts (20-30%)

• WPPI  Partner Portal



Service Activity: Crisis Care Kits



Service Activity: Crisis Care Kits
• Build a Crisis Care Kit for a local 

child in crisis

• Where should I donate my crisis 
care kit?
➢Police or Fire Department

➢Local shelter

➢Hospital

➢Youth & Community center

➢Schools and after-school 
programs/daycares

➢Local charities & outreach programs

➢Counseling centers

➢Local food banks and pantries

• Crisis Care Kit includes:
➢Stuffed animal

➢Book

➢Notebook

➢Crayons

➢Tissue

➢Fidget

➢Bag



Member Idea Exchange
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Discussion Topic Ideas
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• Energy assistance promotion

• Outage communications

• Events (customer breakfasts, 
community events, recycling, etc.)

• Public Power Week/Customer 
Appreciation 

• Energy careers

• Holiday 
promotions/donations/community 
involvement

• Rate communications

• Social media

• Specific customer programs

• Value of Local Utility Funds

• Benefits of public power

• New logo/branding

• Websites



New Ideas: Don’t Reinvent the Wheel

➢Senior Bingo – prizes sponsored by the local utility

➢Stock the Pantry Challenge – partner with local 
food pantry

➢Hydrant Helper Program

➢Middle School/High School Teachers Lunch & Tour

➢Teacher Appreciation Day

➢Community Energy Education Series
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Customer Expectations
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Satisfaction continues to be highest 
for providing reliable energy, 

trustworthiness and being locally 
owned; satisfaction with effective 

communication during energy 
emergencies has improved since 

2018.

% Important % Satisfied+

Attribute

Mean Mean

95% 9.6 84% 8.9 Provides reliable energy

94% 9.6 75% 8.6 Is trustworthy

91% 9.4 55% 7.8 Effectively communicates during energy emergencies

89% 9.4 47% 7.2 Delivers energy at the lowest cost feasible

80% 8.8 50% 8.2 Is environmentally responsible

80% 8.8 44% 7.5 Works with customers to help them manage their energy costs

72% 8.2 68% 8.9 Is locally-owned

71% 8.4 43% 7.6 Offers renewable energy programs

69% 8.4 35% 6.8 Offers a variety of rate and pricing options

64% 7.9 51% 8.1 Is active in the community

Q. Please rate how important it is to 
you that your utility has the 
following characteristics, regardless 
of whether or not the statement 
describes your utility presently. 

Q. Now, please rate [UTILITY]’s 
performance on the following 
characteristics. 

2021
vs. 2018

Increase

Decrease

(95% CL)



Customer Expectations
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• Delivering energy at lowest cost 
feasible/works to keep energy costs down

• Effectively communicating during energy 
emergencies



Lunch: Let’s Eat!
Reconvene at 1:00 pm



Positioning Your Utility as a 
Trusted Resource

Group Activity
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• Describe a time when you helped a customer gain 
trust in your local utility

• Compare your local utility’s trustworthiness with 
other utilities in your area. What can be learned 
from their best practices or downfalls?

• Ongoing advancements in technology continue to 
impact utilities and the electric industry. Recent 
examples include solar power, electric vehicles, air 
source heat pumps, and more. How can your utility 
establish itself as a dependable guide when 
customers express curiosity about these new 
technologies?
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Elevating Customer Engagement Through 
Servant Leadership

Tom Thibodeau, Distinguished Professor, Viterbo University
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Thank you!
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