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Experience, Industry Expertise, Integrity, and
Quality Journalism: A unique editorial staff.

W     e’re constantly asked why the magazine’s award-winning editorial has been the most highly

regarded for more than 70 years. The secret of our success is that Public Utilities Fortnightly

has assembled a Dream Team of top journalists and energy specialists that provide the highest 

quality analysis and writing. 

If it’s regulatory analysis you’re looking for, the magazine has three editors on staff that hold 

law degrees, and provide thoughtful and original editorial coverage. 

If it’s top-notch finance and economics coverage you seek, there are two editors on staff with 

economics degrees, and one with Wall Street investment-banking experience, which insures 

the most accurate utility financial information and analysis for senior utility executives.   

Several members of the team come from highly regarded media organizations such as the 

Financial Times, where they specialized in energy. It takes quality people to make a quality 

magazine. After you read Public Utilities Fortnightly, I think you’ll agree.   

Levitt downplays the applicability of
his work to the business world. “I have
a litany of unsuccessful attempts to get
companies to change,” Levitt told a
group of utility executives and Wall
Street finance professionals at the EEI
Financial Conference in November
2007. At the same time, however, he
encouraged the industry’s decision-
makers to keep an open mind about

solutions to
the problems
they face.

“One
thing I truly
believe about
business is
there are
rents on the
table for peo-

ple who can figure out how to do
things better,” Levitt said. “Not by
knowing the answers, but simply by
being open to the idea of testing what
you are doing and figuring out
whether it can be improved. Try
things, measure them and let them be
evaluated.”

At the end of his speech, Levitt
turned to the subject of climate
change, and how he thinks market
forces ultimately will resolve the issue.

Levitt: If there was ever a group
anywhere in the world that would like
what I have to say about climate
change, I’m hoping it’s this group.

Let me start by talking about horse
manure.

In the 1890s, cities were drowning
in horse manure. In New York City,
there were 200,000 horses. These hors-
es produced 2,500 tons of manure a
day. Most of that got left in the streets,
and horse manure made cities unliv-
able. This problem threatened the

entire existence of cities. Disease and
health issues were enormous and peo-
ple wondered what would happen to
the future of cities.

And then technology came along,
and the car and the electric streetcar

got invented, and suddenly there were
no more horses in New York City.
The manure problem disappeared.
People never imagined in the 1890s
manure would be a distant memory in

People in Power

Horse-Manure Crisis
Freakonomics author Steven D. Levitt suggests 
science and market forces will eliminate the 
climate-change problem with minimal effort.
BY MICHAEL T. BURR

P rostitution, sumo wrestling and horse manure have one thing in
common.   Economist Steven D. Levitt has studied them all.
Co-author of the hugely 

successful Freakonomics, Levitt applies orthodox principles of eco-
nomic 
theory—i.e., supply-demand dynamics and scarcity pricing—to unorthodox 
economic questions.

No stranger to controversy, Levitt sparked a firestorm of criticism in 2001 when
he demonstrated a correlation between legalized abortion and a reduction in crime
rates. Later he analyzed the economics of crack dealing to show
how street dealers face enormous physical risks for the equivalent

a decade, and yet in a decade it was
solved.

Almost every problem we’ve
faced in society over the last 200
years has been solved almost effort-
lessly by technology. Take health-
care. In the 1930s, an important
[study] tried to detail what our
spending on health would look like
in 40 or 50 years. The conclusion
was that roughly 30 percent of the
entire healthcare bill in this country
would be devoted to polio. Between
the time of that report and 50 years
later, Salk invented vaccines, which
now for 5 or 6 cents apiece are the
solution to polio. The current share
of our healthcare spending that goes
to polio is probably one hundredth
of 1 percent.

What does that have to do with
climate change? I’m not a scientist
and 
I don’t know what the answer is to
climate change. But everything we
know from the past and what I
know from talking to scientists tells
me technology is likely to be the
solution to climate change.

If climate change is driven by
carbon, how do we fight it? We put
a lot less carbon in the air. That’s
almost exclusively the way people
are thinking about the problem
now. We affect people’s behavior to
produce less carbon either by put-
ting taxes on carbon production, or

switching to other kinds of energy that
don’t produce carbon. That’s fine but

it’s costly. According to the Stern
Report, it looks like this approach will

My conjecture 
is that by the time 
I have grandchildren,
global warming will 
be so thoroughly 
taken care of, those 
grandchildren will 
never hear of it.
—Steven D. Levitt, Ph.D.
Author, Freakonomics

need to establish functional and technical standards in
order to develop an advanced metering infrastructure
(AMI) program? Or must the utility develop and then
implement an AMI program in order to build the func-
tional and technical standards needed to support it?

“The whole idea of AMI standards is a pretty tricky
subject,” says Mike Burns, a senior production manager
with metering vendor Itron Inc. “Establishing the stan-
dards is really an evolutionary process. Certain standards
are driven by adoption. First you have to see what peo-
ple are doing and what works.”

With the Energy Policy Act of 2005 requiring both
electric utilities to institute time-based rate schedules
and public utility commissions to promote AMI pro-
grams, the standards-making process is generating plen-
ty of ink these days. 

Electric utilities, regulatory bodies and trade organi-
zations from Canada to Texas continue wrestling with
standards-related issues. Utilities have implemented
pilot programs and a few are in the process of actually
implementing major AMI programs that will encom-
pass entire service territories. 

So how are the AMI standards needed for the smart
grid build-out currently being developed? 

“Right now, AMI standards are being driven by ven-
dors,” says Guerry Waters, vice president industry strat-
egy and marketing with Oracle Utilities, which supplies
the back-office software systems in which an AMI sys-
tem’s data resides. “We haven’t seen any standards con-
solidation yet. The vendors have created multiple pro-
prietary standards and more are emerging. And we have
to comply with all of them.”

Indeed, depending on the size and make-up of a util-
ity’s service territory, a full AMI deployment will impact
countless devices located throughout the electricity
delivery chain, from in-home demand-response tech-
nologies like smart thermostats, to the sensors located
on power lines, transformers and substations, all the way
to the utility’s billing and other back-office systems. 

What the industry needs, experts say, are functional
and technical standards that establish consistency in
such things as communications delivery protocols, sys-
tem-wide time-stamping requirements, and the smart
meter’s energy-use measurement data reading intervals

at a customer site.
“AMI is really a broader picture of the smart grid,” says Ivo

Steklac, global vice president at AMI supplier Elster. “AMI
standards will be needed to allow a wide

AMI standards face a
classic chicken-and-egg
dilemma.

Does an electric utility
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A WORK IN 
PROGRESS

AMI Standards

Photo Courtesy: Lake Country Pow
er

BY SCOTT M. GAWLICKI

Vendors battle it 
out while utilities 
await common 
communications 
protocols.

he cap-and-trade mechanism in the Clean Air
Act Acid Rain legislation represented a path-
breaking shift in environmental regulation, by
moving from command and control to market
mechanisms. Industry was given the freedom
to meet SO2 reduction targets using least-cost
options, with financial incentives to reduce

emissions below caps and to sell the resulting credits.
According to some estimates, this saved 55 to 75 percent of
initially projected program costs. 

Regulation of greenhouse gases (GHG) differs dramatical-
ly. Instead of 110 power plant sources (263 units) initially

affected by the SO2 regulations, millions of sources emit
GHG in many industrial sectors. Rather than the single gas
regulated in Phase I of Acid Rain, there are multiple GHGs
to regulate. This makes the problem of accurate measure-
ment, enforcement and validation dramatically more difficult.
And the expected costs are in the hundreds of billions of dol-
lars to replace or retrofit coal-fired generating plants. If the
regulations are crafted poorly, this could lead to major dis-
ruptions and dislocations in the U.S. economy..

Additionally, special interests failed to undermine the Acid
Rain legislation, which kept the program simple and easy to

GHG
COMPLIANCE 
COMPLEXITIES

T

BY JOHN A. BEWICK

Greenhouse-gas regulation will impose vastly 
greater compliance difficulties than did the 
Acid Rain program.

t a Wall Street briefing earlier this year, EEI’s
David K. Owens used the “t” word—“transfor-
mation”—to describe the current state of the
U.S. electric utility industry. 

“What is happening in our industry is
the beginning of a transformation,” he
said. “And much of this transformation is
the result of the need to address the issue
of global climate change.”1

A couple of weeks later, FERC Chairman Joseph T. Kelliher
weighed in on the same topic. At the opening of a FERC tech-
nical conference, Kelliher said, “In my view, the central chal-
lenge facing the Commission today is finding the best possible
mixture between competition and regulation.”2

Kelliher and Owens both recognize that the industry’s cur-
rent transformation will require electric utilities to reformulate
business plans, and will require government agencies to reinvent
their regulatory regimes. But how do we get there from here?

tric utility—the iUtility. The iUtility no more resem-
bles a smoke-belching power plant than the iPhone
resembles the heavy black rotary dial telephone of the
past. Rather, the iUtility, like the iPhone, is techno-
logically sophisticated—and also is adaptable, trans-
parent, competitive and responsive to changing market
demands. 

The iPhone is not attached to any wall or desk. It’s
small-scale, customizable, personalized, and customers
use it to access music, videos, maps, photos, the
Internet and their daily agendas. Telephony is largely a
by-product. Similarly, the iUtility will sell various
energy and financial services and products, and might
resemble the iPhone more than it does today’s IOU.
Someday, the iUtility might operate free of all regula-
tory constraints and might even compete in some of
the same markets as the iPhone. 

But first things first. 
Transformation from today’s IOU into tomorrow’s

iUtility will occur through two regulatory changes.
First, the traditional regulatory compact will be rene-
gotiated. Second, the traditional rate formula will be
reinterpreted.

Renegotiating the Regulatory Compact

The traditional regulatory compact served the U.S.
utility industry well until the infrastructure was com-
pleted, utility plants reached scale, and new producers
entered the market with lower-cost electricity.
Consequently, our electricity future, and the iUtilities
that will succeed in that future, require a new set of
assumptions and a new regulatory compact.

We can assume, first, that consumers prefer afford-
able, reliable, and clean electricity without a significant
change in lifestyle. Second, private investment will
continue to realize new market opportunities, capture
opportunity costs, and promote new technologies.
Third, competition and market-based regulations are
preferable to heavy-handed or command-and-control
regulations. Fourth, significant market imperfections
occur where energy and environment converge. Most

particularly, a clean environment must be recognized as a pub-
lic good that unregulated competitive markets can’t efficiently
provide. And, finally, inaction is unacceptable in the face of the
industry’s opportunities and challenges.

In general, rate structures that add layers of incentives and
surcharges have the effect of reducing competition in the utility
business. Over time, greater regulatory simplicity and freer mar-
kets will reduce costs and improve service quality. But in a time
of transition, regulators will experiment with a variety of options.

Historically, electric utilities were driven by one concern
and one concern only—sell electricity. IOUs have been sup-
ported by a regulatory compact between government and
industry. Just as utilities must change their business to one
which sells energy services and products—not just electricity;
government regulation must change to promote the public
good of a cleaner environment—not just a healthy energy
economy. 

The iPhone serves as model and metaphor for the new elec-A

Building the

iUtility
Market forces are
transforming the
IOU business 
model.

BY JOSEPH P. TOMAIN
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• Start with a question, not a conclusion. Readers like articles that explore a controver-
sial issue — a strategic question with two or more sides. Look at all sides of the question.
Analyze the question using the framework of a recognized discipline, such as eco-
nomics, law, regulation, engineering or finance. 

• Share war stories. Readers love articles with gossip, especially those that give a per-
sonal point of view based on the author’s experiences and show that the author has
served on the front lines. Experiences offer perspectives others often find compelling.
Be sure to recount real events and happenings, with quotes from real people and
companies identified by name, if possible.

• Report concrete facts. Put on a journalist’s hat. Identify concrete facts and answer 
the questions: who, what, when, where, why and how? If you wish to write about
business services and practices, then please list and identify real companies by 
name. Explain and list who’s doing it, who isn’t and why. 

• Shy away from committee opinions. We believe in making space available for real
people to express real opinions. We publish op-ed pieces, but usually only those with 
a single author — not a committee or group of authors. When a company, industry 
or institution gives an opinion, it becomes a lobbying effort that demands equal 
time from opponents.

• No “win-win” solutions. We like controversy and ambiguity. There are no clear-
cut answers; not everything works for every company. Readers want to know about
winners and losers. 

• Let the reader decide. We prefer not to publish articles that purport to tell utilities
“what they need to do,” especially when the author has no direct experience. Also,
advice must come early or the moment is lost. For example, we see no value in an
advice column that tells utilities to get into the appliance sales and repair business,
because some utilities are already doing 
that in the real world. 

• Learn from Dilbert. Recall the Dilbert cartoon where the boss forces an errant
worker to go to the blackboard and write 100 times: “We will leverage our syner-
gies.” Simple English works 100 times better than jargon.

Tips for Contributors
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Article Guidelines
The Editorial Calendar lists general topics selected for editorial coverage in each 
magazine issue. Other topics also may be covered, based on editorial discretion. 

• Length: 1,500 to 3,000 words.

• Artwork: Please include photographs, charts or graphs to illustrate your article,
including sources.

• Format: Electronic mail is preferred. Hard-copy prints or computer disks also
accepted.

• Software: PC-compatible file formats such as Microsoft Word. Please store
tables and charts in separate files, and send them in either Excel or Power Point. 

• Author data: Please include a two-sentence author biography, mailing address, 
telephone and fax number. 

• Deadlines: We must receive final article text at least eight weeks before the 
publication date. For example, articles received Aug. 1 can be published no 
sooner than the October issue. 

Subject Matter
Fortnightly publishes articles contributed by outside authors, regularly appearing
columnists and in-house staff writers. Articles spot emerging trends and consider
how they affect electric, natural gas and telecommunications companies. Relevant
examples are taken from finance and other regulated or deregulated businesses. 

We edit all articles for length, clarity and simplicity. We do not publish articles
that market commercial products. We reserve the right to delete commercial 
references from published articles. 

Submissions
To submit an article for possible publication in Fortnightly, please include the
entire text or a detailed outline. Writers should offer objective analysis and cite
specific examples. We encourage writers to supplement articles with attributed
comments or quotations. We value contrary opinions. 

Space is available for guest editorials of 1,500 words or less in the Perspective 
column. Contributors should include a head-and-shoulders photograph.
Promotions and job changes for industry positions are listed in People. 

E-mail submissions to burr@pur.com. We will review your proposal and respond
as quickly as we can. Because of the volume of inquiries about publishing in
Fortnightly, it can take six to eight weeks for us to review a proposed 
article. Unsolicited material will be returned only if accompanied by a self-
addressed, stamped envelope. For additional information, please consult our
Web site at www.pur.com.


