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X
tility industry executives have been hard at work architecting their companies to meet a technology-
driven future that is diff erent from the past. Th e convergence of available technologies (the ‘push’) 
with customer behavior (the ‘pull’) has created a new market environment for companies.

Since embracing innovation as more than an ideal, executives have turned their attention towards 
expanding the visibility and value of innovation within their companies. Senior executives have person-

ally taken leadership responsibility for driving these eff orts and building employee experiences to leverage in the future.
In 2016, Strategy& and Public Utilities Fortnightly collaborated on an initial Innovation Roundtable: Th e Power 

of Innovation. Recently, we conducted our second Innovation Roundtable in Washington, D.C. at the offi  ces of the 
Edison Electric Institute with several senior executives from across utilities.

Since our initial roundtable, companies have continued to recognize and appreciate the nature and pace of disrup-
tion. And they have laid the foundation for building sustainable innovation in ways they imagined, but were uncertain 
they could achieve.

– Tom Flaherty, Senior Advisor to Strategy&, part of the PwC network

On the technology side, we’re 
not just adopting new technol-
ogy. We are creating apps, 
investigating new solutions. 
Exelon is very close to bringing 
new apps and other solutions to 
the market.

We’ve made great progress, 
thanks to multi-sector partner-
ships with leading universities 
and research labs, others like 
Apple and GE data analytics.

As we look at innovation, 
even big companies have to rein-
force the purpose and engage-

ment of employees. Th at’s where these ideas come from.
You’re getting everybody on the same page, setting a sense of 

purpose, understanding what we’re doing and why, who is on 
the ship, and who isn’t, with that vision. Th en ultimately, how 
do you move forward?

Th ese are small things we’re doing that potentially have big 
payoff s and are changing our mindset. It has been fundamental 
to the success of the innovation program.

We believe you don’t innovate for innovation’s sake. You need 
to have a clear business purpose and strategy.

Don Clevenger, Oncor: We have a group called Power Deliver 
Strong. Th ey are our innovation grassroots group. We set them on 
the task of teaching about innovation, business and continuous 
improvement.

I took their class. They developed a car wash module. 
Everybody had a job at the car wash. Th e fi rst time through, 
the cars were taking four, fi ve, six minutes. Th e goal was to see 
how fast you can get a car through. It was fascinating.

All thirty-fi ve hundred employees did the class. For some 

Tom Flaherty, Strategy&: How have you approached innova-
tion in your companies over the last couple of years?

Chris Gould, Exelon: Our innovation journey started with 
getting our people energized and engaged in fi nding diff erent 
ways to do their jobs better.

Our CEO, the board of directors, our senior leadership team 
and really, all our employees, have been promoting a culture of 
innovation. It’s all about continuous improvement, getting to 
solutions faster, taking leadership positions with our customers’ 
needs in mind.

It was initially a way to get the juices fl owing inside the com-
pany, and eff orts were focused on cost savings. Our people know 
where we can benefi t in areas like effi  ciency and productivity. 
What they were missing was a platform, executive sponsorship 
and strong leadership buy-in to inspire their best thinking.

One concept that’s really taken off  in the past few years 
is our Innovation Expo, now in its sixth year, showcases the 
creativity of our employees. Th is past year, more than three 
thousand attended.

Employees from across Exelon displayed nearly fi ve hundred 
new and innovative ideas, all with an eye to provide innovation 
solutions that better serve our customers’ needs for safe, reliable, 
and aff ordable energy – from new customer reward programs, 
to the use of drones and robots, to creative new workplace 
productivity technology.

On the growth side, we looked a lot at bringing existing 
technology into our commercial business and our utilities. 
We’re evolving now to a place where some of those innova-
tive cost savings and productivity initiatives have matured, so 
we’re contemplating taking those from our platform to market 
them externally.

We know there are other companies that are interested in this 
type of cost savings and productivity enhancements. We can 
off er that to them. Th at’s the evolution on the productivity side.

U

Our Innovation 
Expo, now in 
its sixth year, 
showcases the 
creativity of 
our employees. 
This past year, 
more than 
three thousand 
attended.
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First, we aligned around our company’s mission, vision, and 
core values.

Even as a small company, that’s an important exercise to 
undertake. Th e immediate result was on talent retention and 
improvement. We identifi ed the people in the company who 
really weren’t the right fi t, and we attracted others who had the 
right mindset and skill set and were excited about our strate-
gic direction.

Today we are leaner and more effi  cient than we were twelve 
months ago. And we are more customer focused. To a person, 
everyone has a direct link to our customers.

Second, we invested in our channel partnerships.
Th ese relationships are key in bringing our products and 

solution to market. We now partner with HVAC equipment 
manufacturers, HVAC integrators, controls, engineering fi rms, 
energy service fi rms, and fi nancial fi rms. For us, these are force 
multipliers.

the lights would come on. “Okay, you mean I can do this with 
my job?”

Some employees didn’t know it was important to start thinking 
about their jobs diff erently. We followed that up this year with 
another training class for all employees, where the whole point 
of the class was map your job to how it impacts the customer.

For a lot of our front-line craftsmen, that’s not hard. I’m 
getting the power turned back on.

We would walk them through, “Look, if nothing else, you 
can drive down costs. You can impact the bill.”

Th en you get back into the corporate folks. A lot of them say, 
“Look, I’m just reviewing the budget every month.”

One of our mottos is cost-eff ective service. Obviously, be as 
productive as possible. You are, at least on some level, aff ecting 
service. It’s small. But it could be driving higher bills.

Bert Valdman, Optimum Energy (formerly of Edison 
International): We did four things.

The executives recognized that innovation 
needed to be built from the ground up and 
not forced from the top of the organization. 
They focused on rallying the employee base 
around what a different future could look 
like, along with related opportunities and 
challenges.

These companies used a range of approaches 
to engage, educate and energize employees. 
The mechanisms included an initial visible 
focus on core business improvement, lever-
age of crowdsourcing models for new ideas 
from within the business, and deployment 
of tangible enhancements to the existing 
technology platforms, among other means.

The intent of that employee engagement 
is to paint a picture of why innovation is vital 
to future company success. It links directly to 
tangible downstream benefits in operations 
or customer relationships.

To drive successful strategy and innovation 
design, all companies need a North Star to 
guide their efforts. For these senior executives, 
the North Star is the customer experience. 

Particularly, how to enhance that experi-
ence by making engagement easier, energy 
management simpler and the customer 
relationship more personalized and valuable. 

These executives relish the opportunity 

to make a distinguishable impact on how 
customers succeed, which leads to a more 
appreciated view of their value as incumbents.

They recognize that one dimension of 
adding value to the customer relationship 
comes from making meaningful information 
more available, transparent, targeted and 
insightful. That’s a different persona for utilities 
to create and present.

This enables a shift from traditional one-
way engagement with customers to resolve 
problems to a bilateral relationship based on 
providing beneficial solutions, both personal 
and commercial. And that is based on visual-
ization of what value looks like to customers 
and dedication to attaining that.

These executives understand that current 
customers do not belong to their companies 
for life unless they provide good reasons, such 
as value experiences, for them to remain. 
They know that their customers are coveted 
by many other entities, many not traditional 
to the utilities space, such as IoT providers. 
To retain these customers, the definition of 
value to the customer needs to be expanded 
and more solution-based. It means making 
the complex simple.

Utilities add value to the customer 
relationship through commercial innovation 

and through pre-existing market relation-
ships maintained by utilities, particularly 
those related to research and development. 
These executives rightly recognize that cer-
tain technology areas are better suited for 
external evaluation and commercialization 
than internally inside a utility.

Deeper affiliations with university labora-
tories, venture capitalists, original equipment 
manufacturers and software developers are 
viewed as valued and necessary relationships 
that benefit customers through commercial 
technology readiness.

Innovation is not just a matter of captur-
ing executive and employee engagement 
mind-share. The boards of directors of these 
companies have a keen interest in company 
competitiveness and market responsiveness. 
Many of these directors have faced similar 
upheavals in their businesses, either as the 
disruptor or the disrupted, and have valued 
insights to share.

The utility industry has weathered many 
fundamental shifts and challenges to its role 
in past decades. These executives recognize 
that the trends their companies face create a 
unique opportunity: to shape a future business 
model that is solidly built around customer 
value. – Tom Flaherty
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said, “I’ve got a new job description for you – Chief Innovation 
Offi  cer.” We’d never had one before.

He said, “I have three missions for you.”
One, he asked me to make Dominion Energy a bet-

ter company.
Two, he told me to look out for disruptive forces in our 

industry. He said he’d rather be the disruptor if given the choice.

Th ree, he asked that I coordinate with Human Resources. 
He wants to make sure we’re training people for the next twenty 
years, not the last twenty years.

He told me I could pick a team if I wanted to. But initially, 
I didn’t want a team at all. My worldview is that innovation is 
everybody’s job. I thought if I created a big team, people would 
think innovation was not for them.

Presently, I’m a staff  of one on our organizational chart, 
drawing on social capital. Th us far, people have been excited 
to collaborate.

Over the years, we’ve already done a lot to innovate. I start-
ed at the company in the nuclear group, where I spent about 
thirty years. We were the fi rst to do dry cask spent fuel storage. 
First to do steam generator replacement. First to do four-unit 
license extension.

In my role as Chief Innovation Offi  cer, I recognized early on 
that it would be important to honor the innovations of the past. 
So, we work to shine a bright light on those successes. Because 

Importantly, we put our own commercial interests aside 
and directed our focus on better understanding the business 
model of each of these channel partners to better support their 
commercial successes – in other words, we put our customers’ 
interests fi rst.

Th ird, we made our solution easier to sell and easier to buy.
We improved our sales support infrastructure to increase the 

eff ectiveness of our own sales team as 
well as the sales force of our channel 
partners. We were fortunate to already 
have a cloud-based, machine learning IT 
backbone as a starting point. We added 
increased functionality to that. We also 
developed a family of self-service prod-
ucts for customers.

Fourth, and most important of all, 
we re-affi  rmed our commitment to 
continuing education.

We have three kinds of engineers at 
our company – software engineers, ener-
gy engineers, and controls engineers. 
Our software engineers are experts in 
machine learning.

We decided that to really unlock the 
power of machine learning, especially 
as it relates to new product develop-
ment, functional machine learning 
skills are core for every single person 
in our company.

By the way, that includes me as well. 
I was right there in the classroom with 
our engineers, learning how to program 
in Python. I joked that I learned calculus before many of them 
were born! One is never too old to learn new things!

People talk a lot about the Internet of Th ings. I believe that 
to capture value from the massive data set that the Internet of 
Th ings gathers, domain expertise is the key.

Data analysis can’t be outsourced to a third party. Th ird-parties 
can’t be expected to develop value-added products and services 
for customers.

Dave Christian, Dominion Energy: At Dominion Energy, 
we ramped up our focus on innovation a couple of years ago, 
when [Dominion Energy CEO] Tom Farrell created within our 
company the Chairman’s Excellence Award.

It’s an opportunity for employees across all business units to 
submit innovative ideas. All employees can view the ideas and 
cast a vote. We formally recognize the winning employees at one 
of our periodic offi  cer and director meetings.

The Chairman’s Excellence Award was the kickoff. In 
December of 2016, Tom Farrell called me into his offi  ce and 

I was in the classroom with our engineers, learning 
how to program in Python. I joked that I learned 

calculus before many of them were born! 
– Bert Valdman
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book, “Th ank You for Being Late,” on the GE aircraft engine 
mount design, a crowdsourcing project with incredible results.

Th en, around July, I scheduled an innovation summit. I 
enlisted the services of Vivek Wadhwa from Carnegie Mellon, 
and invited a hundred of our top employees.

I wanted every stratum of the organization, every geography, 
and every business unit represented. We had everyone from interns 
to the CEO. We had employees from California to Connecticut. 

We had people representing wires, pipes, power 
generation, and the services company.

We also invited EPRI, as well as academics 
from Virginia Tech and VCU. And we had three 
of our major customers in the room (which was 
an innovative idea.)

It was a little risky, but it worked out well for us. 
Th e event exceeded my expectations for generating 
awareness, interest, and possibility in the minds 
of the participants. We spent a good bit of time 
talking about crowdsourcing and venture capital 
opportunities.

After the summit, I tried crowdsourcing myself. 
I contacted everyone who had attended and asked 
them to email me topic ideas for a crowdsourcing 
essay competition.

Eleven good suggestions were submitted, and 
we put that list back out to that same group for a 
vote. Th e top three were topics on which employees 
can provide direct strategic input to the company.

Th e ideas that rose to the top deal with a chang-
ing landscape. Th ey consider that we may someday 
need additional sources of revenue, adding busi-
ness models.

I’m inviting all eighteen thousand employees 
to enter the contest by writing an essay on those 
topics, to address how Dominion Energy is going 
to meet challenges over the next fi fteen years.

In terms of developing the next generation of leaders, our 
Human Resources department had already been revamping 
our leadership development curriculum. Th ey’ve been open to 
collaboration to incorporate content on innovation.

I also met with employees who manage key account customers 
to understand our customer relationships. Th en, I met with some 
of our large customers, who themselves have innovation ideas 
going on, and I learned quite a bit.

Th rough those meetings, we connected with a couple of 
augmented reality companies, including a small minority-owned 
company based in Virginia. We worked with them to kick off  
an augmented reality pilot and to stimulate some buzz among 
employees about innovations like AR that can improve our 
training programs.

rewarding that behavior over time is what creates the culture 
that innovative companies want.

Dominion Energy has been participating in an energy-focused 
technology venture fund, partnering with some other utilities. To 
continue building on those successes, we decided to spend more 
time in Silicon Valley. One of the venture capital fi rms out there 
recently started an energy and sustainability vertical. I signed up 
Dominion Energy as a charter member.

Th en, we began researching how large corporations innovate 
and asking questions: What’s going on now in Europe? And 
what’s going on in the U.S.?

We looked at classic research and development. What’s EPRI 
doing? We went down and talked to [EPRI CEO] Mike Howard, 
visited the Gas Technology Institute in Chicago, and looked at 
what Pipeline Research Council International was doing. We’ve 
got a big natural gas pipeline side of our business.

Th en we looked at our university relations. How are we col-
laborating with Virginia Tech, VCU, MIT and others? What 
more can we do to inspire innovation?

Next, we considered crowdsourcing, where you pose a question 
to the masses and see what ideas arise. We learned a lot looking 
into that, including a favorite case study shared in Tom Friedman’s 

I didn’t want a team at all. My worldview 
is that innovation is everybody’s job. 

I thought if I created a big team, people would 
think innovation was not for them.

– Dave Christian
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done. It didn’t cost very much. It got me thinking how much we 
all are now used to receiving innovation for free.

Th e most used app on my iPhone is Google Maps. I’ve never 
paid for it. It’s far and away changed my life more than any other 
app I have, just because it routes me around traffi  c.

Customers are now used to getting updates, at least in their 
perception, for free, although we know the cost comes in some-

where. Now there’s a focus on how do you get customers more 
functionality for less in our industry. It’s very diffi  cult.

Tom Flaherty: Companies often have a north star that they 
manage by. If the customer experience is now our north star, 
how do we make the enhancement of that customer experience 
more tangible?

Chris Gould: It starts with a narrow focus, with the way you’ve 
made your customer satisfi ed in the past, basic reliability, and 
things like that. Th at’s visible to a customer in terms of their 
power being on, and its quality.

Th en there’s the wider focus – on the brand – what we do 
to innovate, what we stand for, who we are. Th at’s maybe the 
softer side of innovation, aside from technology and the process 

At Dominion Energy, our cultural attributes have enabled us 
to be successful. We make sound fi nancial investments, execute 
the plan, and have strong cost controls.

What we need now is to carry those forward, while adding 
attributes of innovation and customer focus.

PUF’s Steve Mitnick: I’m curious as to how broad, or how 
narrow, is innovation? Are you trying to drive it in all those 
directions at the same time?

Bert Valdman: I’m reminded of Lewis Carroll’s 
Humpty Dumpty: “When I use a word, it means just 
what I choose it to mean, neither more or less.”

We all are using innovation diff erently.
Innovation is defi ned in the dictionary as upheaval, 

transformation. To me, innovation is really creating a 
new experience for customers. Have we in the last twelve 
months truly created a new experience for our customers 
in the electric industry?

I’d argue not. It seems to be that most of what is 
being done is incremental, not transformational. And 
that is terrifi c! Let’s just not call it innovation.

Dave Christian: In his book “Managing for the 
Future,” Peter Drucker said that if you’re doing things 
better, faster, cheaper, that’s not innovation, that’s effi  -
ciency. But doing things in a new or diff erent way, 
that’s innovation. Th e way I look at it, from a business 
perspective, it’s all positive.

Incremental innovation is good. Advanced break-
through innovation is good. So, I don’t get hung up too 
much on the defi nition.

I talk to young zero-to-fi ve-year employees, where 
the attrition rate is typically higher. We discuss why 
they’d want to work for a utility or an energy company.

And it boils down to our mission. We serve custom-
ers. It’s not the treasurer but the customer that signs 
the paycheck.

It’s the 24/7, 365-day provision of the most vital 
resource to the American economy that there is. Th en it’s 
the ethos.  Th e core traditional values of safety, ethics, excellence, 
teamwork.  Th en it’s the opportunity, the opportunity to do big 
things, the opportunity to do important things. 

Finally, it’s the assurance that the company is going to invest 
in you, and that there is always a market for excellence.

Don Clevenger: Th e customer experience is exactly what we’re 
trying to drive, and it’s diffi  cult. We’re always trying to fi nd ways 
to improve reliability and system performance. Probably the most 
well-received thing we’ve done this past year is to roll out our 
proactive texting program for customers.

Customers had to register. We text them when their power’s 
out. We text them updates along the way.

Th at’s probably been as well-received as anything we’ve ever 

It got me thinking how much 
we all are now used to receiving 

innovation for free.
– Don Clevenger
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to track and analyze current versus historic performance. Th ey 
can upload this data into their in-house dashboards. Th is trend 
analysis is helpful for preventing maintenance and calculating 
the return on investment for equipment replacement.

Dave Christian: Early on, back when I had responsibility for 
the wires company, I talked to some of our key account folks. I 
told them our purpose had to transcend providing reliable energy. 
We’ve got to be connectors. We’ve got to ask, “How can we help 
you grow your business?”

I was in an EEI session three or four months ago. A lot of small 
start-up companies were there, representing everything 
from renewables to customer engagement. Someone asked 
about our philosophy on renewable energy, and what 
renewables we off er.

We’re seeing almost all major customers looking for 
more renewables. Some are looking for hundred-percent 
renewables. Some have goals of a hundred percent by 
2025 or 2030. When it came around to me, I said, “Our 
philosophy is mass customization.”

We’ll work with the customer and we’ll come up with 
a solution. We’ll fi gure out the business model that works 
for us, works for you, and doesn’t disadvantage the existing 
customers. We’ve got three, four, fi ve diff erent renewable 
business models for diff erent customers in Virginia that 
have proven to be benefi cial.

Don Clevenger: We talk about it in terms of two parts. 
One is the customer experience, getting information about 
cost of service and reliability. But also important is our 
impact on the market as a whole, getting power to market, 
getting customers hooked up.

Tom Flaherty: What do you want customers to visualize 
about your companies?

Bert Valdman: You want them to more easily identify 
trends that help them connect the dots and drive thought-
ful, tactful, and strategic decision making.

Ideally, by doing this, one stays close to customers and is 
the fi rst to get insights from them to develop new products 
and solutions ahead of everybody else.

Chris Gould: We’d like our customers to see us as more than 
just power for their homes, but as their utility of the future, 
exceeding expectations on every level. An example: We intro-
duced something that one of our utilities calls “Th e ComEd 
Marketplace,” off ering customer rebates for Nest thermostats, 
and diff erent devices or services to help customers manage their 
energy usage.

A customer can go buy a Nest at a Lowe’s and then has to 
fi gure out, “How do I install it? How do I get the rebate? How 
do I know what rate is right? How do I optimize that?” It’s just 
confusing, in general.

Same thing with electric vehicles. “I want to buy one. But I’m 

used. Positioning your company to be thought of, as not your 
father’s utility.

Th en, you have to embrace the notion that your customers are 
up for grabs. As opposed to the notion of thinking that they’re 
solely and forever your customers. Th ey’re not just our custom-
ers. Th ey’re everybody’s customers. Th ey’re Google’s customers. 
Th ey’re car customers. Th ey’re everybody’s.

I think utilities and energy companies can’t take themselves 
and their position for granted, and the softer branding and imag-
ing needs to be grounded and rooted in historical performance.

Also, we want to position the brand as one that customers 
can get excited about. We need to connect with the hearts and 
minds of our customers, as opposed to just the delivery side.

Bert Valdman: Our north star is really transparency – provid-
ing information to customers that enables them to continuously 
improve what they do. For example, we have a measurement 
and visualization software tool that accompanies our solution.

Customers can track 24/7 how very complex HVAC systems 
are functioning and how much energy and water is being saved 
compared to an historic trend. Th ey can see this in real time on 
their mobile devices.

Customers can drill down into individual system components 

Then, you have to embrace the notion 
that your customers are up for grabs. 

As opposed to thinking that they’re 
solely and forever your customers.

– Chris Gould
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and university systems.
We benefi t from board members who are in traditional 

customer-facing businesses and who know how to run cus-
tomer platforms.

Th ey bring a tremendous amount of insight and diff erent 
perspectives to what we’re trying to achieve. It helps us think 
through what the future will look like without the constraints 
of the past.

Dave Christian: We recently had a board retreat as well. I 
presented to them on the progress we are making to support 

innovation. We have strong sup-
port from the board. And very 
good insight. Some members 
are already using machine learn-
ing, artifi cial intelligence, voice 
recognition, and data analytics.

Th ere’s board-level interest 
in innovation. Th ere’s chair-
man interest. And that feeds 
organizations.

Chris Gould: Th ey can make 
a lot of connections, too. Th at’s what I’ve found. In addition to 
sponsoring innovation strategies.

Dave Christian: Th ey’ll challenge you on things like revenue 
models. Th ey’ll ask, “Have you thought through how you’re 
going to do that?”

Bert Valdman: Th e board is there to hold management 
accountable, to make sure that innovation truly happens, not 
simply incremental change.

It’s management’s responsibility to defi ne the innovation 
journey and to identify key milestones. Th e board can then 
share their own experiences and ideas, and their wisdom. And 
if milestones are missed, or initiatives veer off  course, the board 
is there to make sure management doesn’t redefi ne the journey 
simply because of convenience. PUF

The next installment of the Innovation Roundtable will focus on what 

these executives think about what new entrants to the U.S. market are 

doing, and how to make third-party partnerships work. It will also include 

their thoughts on whether small or big innovation bets make more sense 

and how to scale their innovation achievements.

not sure how this charging station is going to get in my garage. 
What’s the best electricity plan for me to be on?”

At ComEd, on the regulated side, we have a consumer mar-
ketplace. It’s a digital platform where customers can visit, and 
when you click on Nest thermostat, the rebate is automatically 
credited to your account, and your rate plan is customized.

It’s a similar issue with electric vehicles. We have something 
called EZ-EV in our competitive business at Constellation. You 
go and click on a website, and buy an electric vehicle through 
the Constellation platform with a discount. Th at enables all that 
for the customer.

We did a lot of work to validate the customer pain point, and 
as a result, we have sold a signifi cant number of cars through 
this website.

It’s built around helping customers to get engaged. We’re 
not considering them as captive customers, or taking them for 
granted. We’re helping them to get something done on their own.

We want the take-away to be, “Hey, this is cool. Th is really 
helped me out.”

Don Clevenger: We’re in diff erent places in the market. Our 
view is we don’t want the customers to think about us. Because, 
generally, that means something has gone wrong. Th ey’re out 
of power. Th ey’re having billing problems. Something like that.

Generally, we’re more focused around, they don’t even know 
we’re there. Whatever they want to do, they do it, without even 
thinking about it. When there is an issue, then we get involved 
with as much information as we can provide.

Dave Christian: We’re thinking along the same lines as Exelon. 
We’re asking, “How should we interact with our customers?”

We presently don’t have a mobile app. But the demand is there. 
Almost everything seems like it’s going mobile. Our interns are 
telling us, “Hey, we need to develop a mobile app.”

We have what’s called the “voice of the customer,” an internal 
dashboard where we look at all kinds of feedback from custom-
ers – transactional feedback, survey data. We constantly monitor 
the level of customer satisfaction.

Tom Flaherty: How do we help our boards of directors get 
engaged with innovation?

Chris Gould: Our board has a strong commitment to driv-
ing innovation throughout the organization, and so it comes 
naturally. Th ey have deep connections with the national labs 

We don’t want 
customers to 
think about 
us. That means 
something has 
gone wrong.
– Don Clevenger

We asked readers for “micro-comments” on the Energy Department NOPR now before FERC. Here’s one of our favorites among 
those received: “The pleadings can be summarized:

FERC to stakeholders: There’s Something Happening Here; What It Is Ain’t Exactly Clear (Buffalo Springfield)
NOPR responses: Money for Nothing (Dire Straits); Let the Sun Shine (Fifth Dimension)/The Answer is Blowin’ in the Wind 

(Dylan); Take the Money and Run (Steve Miller); Would I Lie to You? (Eurythmics); I Can’t Get No Satisfaction (Stones); You Can 
Get It If You Really Want It (Jimmy Cliff); Whatever It Is You’re Looking for, Don’t Come Around Here No More (Tom Petty); If I Had 
a [B]illion Dollars (Bare Naked Ladies); It’s a Legal Matter (The Who)

What we want from FERC: Tell Me Something Good (Rufus)”


