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J.D. Power and Associates Reports:
Natural Gas Retailersin Georgia Achieve Satisfied and Committed Customers
Dueto Excellent Customer Service Practices

WESTLAKE VILLAGE, Calif.: 13 June 2012 — In Georgia, in which the retail natural gas maikaleregulated,
highly satisfied customers make more recommendatioil are more committed to their retailer thafeds
satisfied customers, according to the J.D. PowdrAmsociates 2012 Georgia Natural Gas RetailerdRasal
Customer Satisfaction Stut{released today.

The study measures customer satisfaction withl reatiral gas providers in Georgia by examining fkey factors
(listed in order of importance): price; billing apdyment; communications; and customer serviceindeyy in
1998, the natural gas utility market in the Georgés deregulated and opened to retail competifionording to
the Energy Information Administration, approximgtél4 million Georgia households are served byilre¢gdural
gas providers.

“Through customer service excellence, gas retaite@eorgia have been able to differentiate theants,” said
Andrew Heath, senior director of the energy pracéitJ.D. Power and Associates. “By providing nameessible
and helpful means of answering customer questindsaddressing general concerns, some retailersiiemreable
to achieve highly satisfied and committed customahsch contributes to their growth.”

The study finds a strong correlation between higlalpnmitted customers and high overall customer satisfaction
scores for natural gas retailers, among other messkor example, 13 percent of natural gas cus®iméseorgia
are highly committed to their provider, comparethvid8 percent of low commitment customers. Theofgihg are
examples of metrics regarding highly committed aonglrs, compared with low committed customers.

» The average satisfaction score of highly committestomers is 892 vs. 568 among low committed
customers

* Seven in 10 (70%) highly committed customers say tlefinitely will” recommend their retailer torfaly
and friends vs. 2% of low committed customers

* Highly committed customers make an average of 8s#tipe recommendations per year vs. 0.3 for low
committed customers

» Slightly more than three-fourths (77%) of highlyrmmitted customers say they “definitely will” rephese
their gas service from the same retailer vs. 17%wfcommitted customers

Customer commitment is primarily driven by the ons¢r experience, and comprises 64 percent of thealv
impact on customers’ commitment level to theiriteta

Overall satisfaction among natural gas custome€siorgia averages 690, an increase of 23 points 2@l1. All
brands ranked in the 2011 study have experiencé@tcagase in satisfaction. Satisfaction is partidylhigh in the
customer service (777) and billing and payment Y7d€tors, and lowest in communications (626).

! Each response to the agreement questions on theysarassigned a score. “completely agree” eduglsints, “agree” equals 4 points,
“neither agree nor disagree” equals 3 points, glisa” equals 2 points, and “completely disagreefads|1 point. High commitment is
calculated as 17 to 20 points; medium commitmeri2a® 16 points; and low commitment as 1 to 1h{soi
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The study finds that 57 percent of natural gasoruets in Georgia chose their current retailer beea price,
followed by 13 percent who selected their retdilesed on a recommendation. After selecting a eetanhtural gas
customers are likely to stay with that retailenn@jority of customers (85%) have been a customéreif current
natural gas retailer for more than one year.

Georgia Natural Gas Retailer Residential Results

Walton EMC ranks highest among natural gas retaitefGeorgia, achieving a score of 742 and perfagmell in
all four factors. Following in the rankings are STA Energy Regulated Division (703nd Coweta-Fayette EMC
(700).

“Contributing to Walton EMC’s high ranking are tbemmunications best practices they employ,” saidthleéThe
customer’s ability to remember a Walton EMC comroation has increased significantly to 40 percent-from
21 percent in 2011. The effort to communicate &rtbustomers bodes well in building brand loyaibd
developing commitment to the brand.”

The 2012 Georgia Natural Gas Retailer Residentigt@ner Satisfaction Study is based on responsasrrore
than 3,550 customers of natural gas retailers iorg@a. The study was fielded quarterly between 201y/1 and
April 2012.

For more information, view Georgia retail gas pd®riratings alDPower.com

About J.D. Power and Associates

Headquartered in Westlake Village, Calif., J.D. Boand Associates is a global marketing informasiervices
company providing performance improvement, sociadlia and customer satisfaction insights and saistidl he
company'’s quality and satisfaction measurementdased on responses from millions of consumersadiynéor
more information orcar reviews and ratingsar insurancehealth insurangesell phone ratingsand more, please
visit JDPower.comJ.D. Power and Associates is a business unihefMcGraw-Hill Companies.

About The McGraw-Hill Companies

McGraw-Hill announced on September 12, 2011, tisntion to separate into two public companies: MaGHill
Financial, a leading provider of content and anegyto global financial markets, and McGraw-Hill&ation, a
leading education company focused on digital lewyaind education services worldwide. McGraw-Hilid&icial's
leading brands include Standard & Poor’s Ratingsi&es, S&P Capital IQ, S&P Indices, Platts endrdggrmation
services and J.D. Power and Associates. With s&l6.2 billion in 2011, the Corporation has appnately
23,000 employees across more than 280 offices ood@tries. Additional information is available at
http://www.mcgraw-hill.com/

J.D. Power and Associates M edia Relations Contacts:
Kelly Nichols; Brandware Public Relations; Atlan@a.; (770)649-088&nichols@brandwarepr.com
Syvetril Perryman; Westlake Village, Calif.; (808)8-8103;media.relations@jdpa.com

No advertising or other promotional use can be nwddlee information in this release without the egs prior
written consent of J.D. Power and Associatesw.jdpower.com/corporate

Follow us on Twittet@JDPOWER
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Note: One chart follows

2 SCANA Energy is ranked separately from SCANA EpeRggulated Division. The SCANA Energy Regulatesii§on provides natural gas
service to low-income and elderly customers aniddividuals whose credit history prohibits themrnfr@btaining service from other gas
retailers.
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Customer Satisfaction Index Ranking

(Based on a 1,000-point scale) JDPower.com
Power Circle Ratings™
for consumers:
500 5?0 690 6?0 790 7?0
Walton EMC 742 90000
Resgcilll\al\tlng[r)li(\e/rigixgn 3 La
CoweItEa“;II;ayette 700 209
Gas South 696 09
Industry Average _ 690 9 g
SCANA Energy 687 99 I
Georgci;aaI;Iatural 685 200
MX Energy 666 9
Stream Energy 649 9 I
Infinite Energy 630 < J

SCANA Energy is ranked separately from SCANA Energy Regulated

Division. The SCANA Energy Regulated Division provides natural gas
service to low-income and elderly customers and to individuals whose Power Circle Ratings Legend
credit history prohibits them from obtaining service from other gas retailers.

O OO OO Among the best
O O O OO Better than most

Source: J.D. Power and Associates 2012 Georgia Natural Gas Retailer NS, cSTaRL A
Residential Customer Satisfaction StudyS" ©O0OOO The rest

Charts and graphs extracted from this press release must be accompanied by a statement identifying J.D. Power and Associates
as the publisher and the J.D. Power and Associates 2012 Georgia Natural Gas Retailer Residential Customer Satisfaction
StudyS" as the source. Rankings are based on numerical scores, and not necessarily on statistical significance. JDPower.com
Power Circle Ratings™ are derived from consumer ratings in J.D. Power studies. For more information on Power Circle Ratings,
visit jdpower.com/fags. No advertising or other promotional use can be made of the information in this release or J.D. Power and
Associates survey results without the express prior written consent of J.D. Power and Associates.




