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Questar Gas

West Large Segment

West Large Segment West Rank Rank

Questar Large within within
Gas Segment Segment Industry Industry

NW Natural 677

Overall CSI 645 649 50f9 629 210f75
Billing & Payment 719 717 50f9 706 19 of 75
o Price 586 586 30f9 558 12 of 75
Southern Calfornia Gas Company 670 Corporate Citizenship 639 642 50f9 617 16075
Communications 579 587 50f9 569 290f 75
Customer Service 722 728 60f9 708 260f 75
Puget Sound Energy 648 Field Service 764 768 6019 754 32075

Historical Performance

WEST LARGE SEGMENT AVERAGE : 649
Questar Gas Difference

2010 2009 +—

Southwest Gas 647 Overall CSI 645 639 +6
Billing & Payment 719 733 -14
Price 586 570 +16

Questar Gas : 645 Corporate Citizenship 639 622 +17 A

Communications 579 580 -1
Customer Service 722 739* -17
Pacific Gas and Electric 636 Field Service 764 753+ 1

Customer Topics

San Diego Gas & Electric 629 West

Questar  Large
Gas Segment Industry

New Mexico Gas Company 621

% of customers calling 9% 10% 10%
% of customers visiting the utility's Website 15% 18% 18%
% familiar with education/rebate programs 43% 37% 28%
Xcel Energy - West 614 % recall utilty communication 48% 4% 43%
% aware of environmental initiatives 24% 29% 21%
% aware of local donations and support 1% 12% 12%

Component Gap Analysis
Questar Gas by WEST LARGE SEGMENT AVERAGE
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| 076 -0.65 -0.26 0.00 +0.32 645
_ = _____ ' —_—
) u
630 -
WESTLARGE Communications Corporate Customer Field Price Billing & Questar
Index SEGMENT (18%) Citizenship Service Service (25%) Payment

Components' AVERAGE (20%) (4%) (4%) (29%)
Note: The component gap analysis may not equal the difference due to rounding A Significant increase from previous year at 90% confidence level
1(Brand Index - WEST LARGE SEGMENT AVERAGE Index) * Component/Attribute's Importance Weight V Significant decrease from previous year at 90% confidence level

*Caution: Small sample size (n=30-99)

© 2010 J.D. Power and Associates, The McGraw-Hill Companies, Inc. All Rights Reserved.



JD.POWER

e s ol VY a2t 2010 Gas Utility Residential Customer Satisfaction Study®"

Questar Gas - Attribute Gap Analysis’

Questar Gas | 645
Q15 Usefulness of information on bil [l 067
Q22 Availability of pricing options I +0.20
Q24 Faimess of pricing I +0.18
Q84 Variety of conservation/rebate programs offered I +0.11
Q61 CSR - Answer question/resolve problem I +0.11
Q59 CSR - Courteous and friendly I +0.10
Q62 CSR - Time needed to answer question/resolve problem | +0.06
Q58 CSR - Promptness in speaking to CSR | +0.04
Q14 Ease of finding exact amount to pay | +0.04
Q60 CSR - Knowledge | +0.04
Q38 Attention to safety | +0.01
Q52 ATRS - Time needed to answer question/resolve problem | +0.01
Q16 Length of time to pay without penalty 0.00
Q49 ATRS - Ease of understanding phone menu instructions | -0.01
Q48 ATRS - Ease of navigating phone menu prompts | -0.02
Q57 ATRS - Ease of navigating through system I -0.03
Q51 ATRS - Accuracy of information provided I -0.03
Q50 ATRS - Answer question/resolve problem I -0.04
Q36 Quality of work performed | -0.08
Q65 WEB - Usefulness of information available | -0.09
Q64 WEB - Appearance I -0.10
Q85 Maintain a safe gas system I -0.12
Q82 Concern for the environment |-014
Q106 Communicating how to be safe around natural gas I 017
Q37 Appearance of workers I -0.18
Q25 Ability to help reduce monthly bill I -0.19
Q17 Usefulness of options to pay your bill I -0.19
Q68 WEB - Time needed to answer question/resolve problem I -0.20
Q13 Ease of finding payment due date I -0.20
Q67 WEB - Answer question/resolve problem I -0.21
Q103 Keeping you informed I -0.21
Q105 Creating messages that get your attention I -0.28
Q66 WEB - Ease of navigating I -0.29
Q23 Total monthly cost of gas service I -0.47
Q104 Usefulness of suggestions I -0.51
Q83 Involvement in local communities/orgs./charities . -0.62
Q107 Ability to communicate changes . -0.76
WEST LARGE SEGMENT AVERAGE | 649

Note: The attribute gap analysis may not equal the difference due to rounding
‘(Brand Index - WEST LARGE SEGMENT AVERAGE Index) * Component/Attribute's Importance Weight
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