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A new day has dawned at Fortnightly.  The new Fortnightly.com website is now go live. 
Not just a redesign, the new site allows marketers to reach our online community in new and exciting
ways. In addition to the highly effective electronic sponsorship we have offered for the past few years, new
offerings are open to those looking for an alternative. Fortnightly.com now offers several multimedia oppor-
tunities to those organizations looking to show off their intellectual capital.

In addition to providing Public
Utilities Fortnightly subscribers 
a searchable database of past
issues, the new site is a can’t 
miss online utility resource for 
the entire industry. No run of 
the mill press release site, this 
new gateway contains commen-
tary and analysis of the industry’s 
most pressing issues – the content
that has made us unique in this
industry for more than 75 years.

And while some of our content
remains accessible only by sub-
scribers, almost all our content,
including our web only 
content is available to 
the entire energy 
community.  

Fortnightly.com & 
Fortnightly’s Spark
Your connection to utility management – electronically

What’s New

Value-Added Opportunities
Readex Research Message Impact Study

Want to know what your target markets think of your advertising?  
Simply advertise in the August issue of Public Utilities Fortnightly to find 
out. All companies who advertise in the August issue of Public Utilities 
Fortnightly will automatically participate in a Readex study. Best of all, 
Fortnightly will pay all the study fees.

By participating you will gather quantitative and qualitative 
information about your advertising.  Here is what you will learn:

■ Rating the ad’s creative. Attention-Getting ability - 
the ad’s stopping power; Believability - whether or not it’s credible;  
Information Value - whether or not there is “meat on the bones.” 

■ Measure of actions prompted by the ad. Readers list 
which actions they’ve taken/plan to take as a result of seeing the ad.

■ Readers are also asked to provide comments about the ads. These direct quotes 
put life behind the numbers, and give advertisers the opportunity to learn what their customers/prospects 
think. Whereas the first two sections of the report tell what happened, the verbatims usually explain why. 

■ Deliverables.  At the conclusion of the study, each advertiser receives two individualized 
advertiser reports for each studied ad.

July Vendor Directory

Now in its 5th year of publication, our 
annual vendor directory appears in the July issue 
of Public Utilities Fortnightly. This is your once-per-year
opportunity to list your organization in this valuable
resource. Unlike other publishers 
that have a directory in every issue, this is truly 
a unique opportunity. All organizations that 
provide products or services in our select 
categories are entitled to one free basic listing.

Want to set yourself apart? Enhanced listings are also
available for a nominal fee. (Examples of 
basic and enhanced listings appear to the right.)  

As a special bonus, all advertisers in the July issue will
receive one enhanced listing in the vendor 
directory for free.

Please contact Joseph Paparello (paparello@pur.com)
to receive a vendor directory form.  

To ensure inclusion in the directory, all forms must be submitted by May 1st.

Company Contact E-mail:
cjohnson@enspiria.com
Company Description: Enspiria Solutions
is a leading provider of consulting and sys-
tems integration services to electric, gas,
and water utilities and cable service
providers. We help our clients to fully realize
the benefits of past, current, and future
technology investments. Our expertise
includes AMI/MDMS, GIS, outage manage-
ment, field force automation, work and asset
management, and distribution and substa-
tion automation. Our consultants and sys-
tems implementers are industry leaders in
the design, business case development, 
justification, deployment, systems integra-
tion, and enhancement of IT systems.

Global Energy Decisions
Global Energy Decisions
Mailing Address: 1470 Walnut St.
Suite 401  Boulder, CO 80302
URL: www.globalenergy.com
Telephone: 720-240 5500
Company Contact Name: Dan Gruidel
Company Contact E-mail: 
dgruidel@globalenergy.com
Company Description: Global Energy is
the global leader in integrated data, soft-
ware ana analytical services for the energy
industry. We have worldwide relationships
with over 400 energy market participants;
generators; transmission firms; load-serv-
ing entities; co-operative enterprises; fuel
supplies; and the firms that finance, ana-
lyze, and consult to them. 
Our customers rely on our solutions to:
-Forecast electricity pricing and deman
-Conduct resource planning
-Manage risk
-Trade energy and schedule delivery
-Value assets
-Optimize generation performance

Microsoft
Mailing Address: One Microsoft Way
Redmond, WA 98052-6399
URL: www.microsoft.com/utilities
Telephone: (425) 882-8080
Company Contact Name: Jon Arnold

Company Contact E-mail:
jona@microsoft.com
Company Description: Utility industry 
solutions from Microsoft and its partners
help utilities turn challenges into opportuni-
ties, uniquely amplifying workers’ efforts to
create winning customer, partner and regu-
lator relationships. Solutions in customer
care, generation, transmission and distribu-
tion, regulatory compliance and enterprise
services are based on the world’s most cost-
effective, functionally rich and secure infor-
mation technology platform, which is
interoperable with a wide variety of systems.
Microsoft products and innovations together
with partner solutions help utilities ensure
regulatory compliance and optimize their
enterprises in each utility line of business.

Neptune Technology Group Inc.
Mailing Address: 1600 Alabama Highway
229, Tallassee, AL 36078
URL: www.neptunetg.com
Telephone: 334-283-6555
Company Contact Name: Debra Causey
Company Contact E-mail: 
dcausey@neptunetg.com
Company Description: Neptune, a pioneer
in the development of AMR technology for
nearly 40 years, is a leading provider of data
collection systems under contract to read
more than 46 million meters per month.
Since 1892 Neptune has continually focused
on the evolving needs of utilities—revenue
optimization, operational efficiencies, and
improved customer service. As a developer
of utility automation software, Neptune con-
tinues to broaden its focus beyond AMR and
metering to include service orders, meter
asset management, route optimization and
extends this capability to electric and gas
utilities. Neptune provides utility automation
software touching over 58 million connected
customers throughout North America.

NewEnergy Associates,
A Siemens Company

Mailing Address: 400 Interstate North

Parkway, Suite 1500, Atlanta, GA 30339
URL: www.newenergyassoc.com
Telephone: 770-779-2800
Company Contact Name: 
Heather Pritchett, Marketing Manager
Company Contact E-mail:
info@newenergyassoc.com
Company Description: NewEnergy Associ-
ates, A Siemens Company offers consulting
services and unique software solutions that
encompass planning, forecasting, opera-
tions, trading, and risk management for the
energy industry. With clients in 19 countries,
NewEnergy serves power and gas utilities,
energy marketers and traders, power pro-
ducers, and transmission companies, as well
as local, state, and federal governments.

RiskAdvisory (A Division of SAS)
Mailing Address: Suite 970, 401 9 Ave SW
Calgary, AB CANADA T2P 3C5
URL: www.RiskAdvisory.com
Telephone: 403-263-7475
Company Contact Name: Kathy Walsh
Company Contact E-mail:
Kathy.walsh@sas.com
Company Description: RiskAdvisory 
provides risk solutions to companies operat-
ing in today’s volatile energy market. Since
1995, we have provided software, consulting
and educational services to 220+ clients
globally. Our solutions for Energy Risk Man-
agement represent a complete front, middle
and back-office risk management platform.

FirstPoint Energy Corp
URL: www.firstpoint.com
Telephone: 503-425-5100

Moducom
URL: www.moducom.com
Telephone: 800-845-0128

Perceptive Software Inc.
URL: www.imagenow.com
Telephone: (913) 422-7525

Varolii Corp.
URL: www.Varolii.com
Telephone: 800-206-2979
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* Subject to change

Public Utilities Fortnightly will be distributed at various events throughout the year, in addition to the 
conferences noted above. Contact your account executive for more details.

Issue Bonus
Distribution

Advertising
Deadlines

Space Production 
Reservation Materials

Editorial Highlights*

2009 Editorial CalendarFORTNIGHTLYFORTNIGHTLY
PUBLIC UTILITIES

Energy, Money, PowerEnergy, Money, Power
2009 Editorial Calendar

� Cybersecurity and the Smart Grid

� Financing Tech R&D

� Government Relations Trends

� Transmission Development Outlook

� Special Section: Utility Vendor Directory

NARUC Summer 
Meetings

� Fortnightly 40: The Best Energy Companie

� Smart Metering Technologies

� Distributed Generation Trends

� Vehicle-to-Grid Projects

� Solar Technology Update

Autovation (AMRA) 

Gartner Energy & 
Utilities Summit

� Finance Trends

� Customer Service Strategies

� Software Dashboards

� Coal Market Outlook

� Special Section: Top Investment Bankers

EEI Finance Conference

EMACS 2009

� Regulators Forum

� Smart-Grid Interoperability Standards

� In-Home Displays

� Utility ROE Survey

� Special Feature: Top Lawyers

NARUC Annual Meeting

Grid-Interop

APPrO Annual Conference 

PowerGen International � Power Market Outlook

� Clean Coal Technology

� Integrating Renewable Energy

� Financing Nuclear Development

� Recruitment & Retention Report

August June 30 July 6� Top Talent Challenges

� Meeting RPS Mandates

� Financial Hedging Strategies

� BPL Projects

� CAIR & Environmental Upgrades

July

September

October

November

December

Sept. 28 Oct. 5

Aug. 28 Sept. 4

July 29 Aug. 3

May 28 June 4

Oct. 28 Nov. 3

Multimedia Offerings

Traditional Online Sponsorship

The new Fortnightly.com site contains the best utility articles on the web, as well as multimedia channels. The
Fortnightly multimedia offerings include interviews with utility executives, online learning opportunities or other
interactive features. Marketers will also have the ability to post their offerings, such as white papers, audio files,
video files and webinars. To learn more about these opportunities, please contact your advertising representative.

We will continue to offer our traditional online sponsorship, an ad in Fortnightly’s Spark and a banner ad 
on Fortnightly.com. However, the banner ad on Fortnightly.com is enhanced. The new banner is larger and is 
better positioned around our online content. For pricing, please see the Rates section of the media kit.

Fortnightly’s Spark

Now in it’s sixth year of publication, Fortnightly’s Spark, is the e-newsletter for Fortnightly subscribers and 
others who have asked to receive this valuable monthly publication. Delivered to subscribers and hosted on 
the Fortnightly.com website, it explores ideas, topics, people and companies that may have escaped coverage 
in the print magazine. Held to the same standard as Public Utilities Fortnightly itself, it is the e-newsletter 
written with the top utility executive in mind.

lion customers. 

As the regulator of Ontario’s elec-

tricity industry, the Ontario Energy

Board (OEB) was responsible for

designing the smart prices that would

go with these smart meters. The plan

was to introduce flexible, time-of-use

electricity pricing to encourage conser-

vation and peak-demand shifting. In

June 2006, the OEB commissioned IBM

to manage a pilot program that would

help determine the best structure for

prices and the best ways to communi-

cate these prices. 

By Aug. 1, 2006, 375 residential cus-

tomers in the Ottawa area of Ontario

had been recruited into a seven-month

pilot program. Customers were prom-

ised $50 as an incentive for remaining

on the pilot for the full period and $25

for completing the pilot survey. 

Pilot participants continued toelec-

tricity industry, the Ontario Energy

Board (OEB) was responsible for

designing the smart prices that would

go with these smart meters. The plan

was to introduce flexible, time-of-use

electricity pricing to encourage conser-

vation and peak-demand shifting. In

June 2006, the OEB commissioned IBM

to manage a pilot program that would

help determine the best structure for

prices and the best ways to communi-

cate these prices. 

By Aug. 1, 2006, 375 residential cus-

tomers in the Ottawa area of Ontario

had been recruited into a seven-month
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FIG. 1  U.S. ELECTRIC UTILITY AVERAGE “PRICE/VALUE” SCORES DROP STEADI-

LY

The Average price/value score of U.S. electric utilities—as measured by the

annual J.D. Power and Associates surveys—dropped about 8 percent

between 2003 and 2007, largely because of rising utility prices that were not

offset, in customers' minds, by a corresponding increase in the value of their

service.

and the views of local elected offi-

cials. That public-relations flap

knocked and serves as a useful exam-

ple for utility companies contemplating

similar deployments.

Ontario’s Program 

In 2004, anticipating a serious ener-

gy generation shortfall in coming

years, the government of Ontario

announced plans to install smart elec-

tricity meters in 800,000 homes and

small businesses by the end of 2007,

and throughout Ontario by 2010. The

initiative affects approximately 4.5 mil-

lion customers. 

As the regulator of Ontario’s and

the views of local elected officials. That

public-relations flap knocked and

serves as a useful example for utility

companies contemplating similar

deployments.

Ontario’s Program 

In 2004, anticipating a serious ener-

gy generation shortfall in coming

years, the government of Ontario

announced plans to install smart elec-

tricity meters in 800,000 homes and

small businesses by the end of 2007,

and throughout Ontario by 2010. The

initiative affects approximately 4.5 mil-
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Build Success.

Start with one of our acclaimed seminars.

Join us for a surprisingly interesting and engaging learning opportunity.

We’re so sure that we offer a money-back guarantee.

Visit www.enerdynamics.com or call 866-765-5432

S P E C I A L  O F F E R

For a limited time, attend any seminar and you will also receive a

one-year subscription to Public Utilities Fortnightly, a $169 value.

Visit www.enerdynamics.com or call 866-765-5432

Electric Business Understanding September 17-18, Houston

October 21-22, Atlanta

November 3-4, Washington

Gas Business Understanding
September 15-16, Houston

October 23-24, Atlanta

November 5-6, Washington

Renewable Energy Overview
October 24, New York

December 11, Miami

Gas/Electric Business Understanding September 25-26, Los Angeles

October 22-23, New York

Energy Regulation Fundamentals September 25-26, Los Angeles

Gas Market Dynamics
September 29-30, Chicago

Electric Market Dynamics
October 1-2, Chicago

SPARK

and serves as a useful example for

utility companies contemplating simi-

lar deployments.

Ontario’s Program 

In 2004, anticipating a serious our

utility company is like most other

industries today, it is experiencing ris-

ing operating costs. Most utilities are

studying budgets more closely, look-

ing for items that need trimming, or

ones that can be eliminated all togeth-

er. One area to consider evaluating is

the cost for printing and mailing

monthly statements. Even though a

company has a well-qualified and ded-

icated staff in the billing department,

there are ways to streamline and

reduce costs in this area. In other

words, with a hefty upfront invest-

ment, money will be saved further

down the line. But it is not always a

simple task to find the funding for that

upfront investment, with the biggest

consideration being when a return on

investment for new equipment and

software will be achieved. 

Making matters even more compli-

cated, the U.S. Postal Service (USPS) 

is also caught in the crunch of rising

costs and the need to keep prices

down. As the USPS works toward

greater efficiencies, the rules and regu-

lations get more complex in terms of

qualifying for rate discounts and defin-

ing each class of mail. If something

gets overlooked in the pressure to get

the bills out on time, volume mailers

can lose their postal discounts, or they

may find they’ve been missing out on

a valuable new service. This is an

added expense no company 
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*  Critical peak occurs for 3 or 4 hours during the on-peak period, on critical peak days only. The maximum number of such days in the pilot will be 9.  

Effective August 2006

*  Le pointe critique arrive pour 3 ou 4 heures pendant le sur les heures de pointe, sur les jours de pointe critiques seulement. Le nombre maximum de tels jours dans le pilote sera 9. 

Efficace le 2006 août

Weekends & Holidays

Fins de semaine et fériés
All Day / Toute la journée

Off-peak / Période creuse
3.1 ¢

Summer Weekdays 

(May 1st - Oct 31st )

Jours de semaine l’été

(du 1er mai au 31 octobre)

7 am to 11 am / 7 h à 11 h
Mid-peak / Période moyenne

7.5 ¢

11 am to 5 pm / 11 h à 17 h
On-peak / Période de pointe

10.5 ¢

5 pm to 10 pm / 17 h à 22 h
Mid-peak / Période moyenne

7.5 ¢

10 pm to 7 am / 22 h à 7 h
Off-peak / Période creuse

3.1 ¢

Winter Weekdays 

(Nov 1st - Apr 30 th )

Jours de semaine l’hiver

(du 1er novembre au 30 avril)

7 am to 11 am / 7 h à 11 h
On-peak / Période de pointe

10.5 ¢

11 am to 5 pm / 11 h à 17 h
Mid-peak / Période moyenne

7.5 ¢

5 pm to 8 pm / 17 h à 20 h
On-peak / Période de pointe

10.5 ¢

8 pm to 10 pm / 20 h à 22 h
Mid-peak / Période moyenne

7.5 ¢

10 pm to 7 am  / 22 h à 7 h
Off-peak / Période creuse

3.1 ¢

Upon notification / Sur la notification  Critical peak / Pointe critique

Upon notification / Sur la notification  Critical peak / Pointe critique

30.0 ¢

30.0 ¢

Day of the Week 
Time 

Period 

Price/Prix*

Jours de la semaine 
Heures 

Périodes d’utilisation 
(¢/kWh)

ONTARIO SMART PRICE PILOT PROJET PILOTE DE PRIX INTELLIGENT

CRITICAL PEAK PERIODS AND RATES 
PÉRIODES D’UTILISATION ET PRIX

FIG 2

our utility company is like most other

industries today, it is experiencing ris-

ing operating costs. Most utilities are

studying budgets more closely, look-

ing for items that need trimming, or

ones that can be eliminated all togeth-

er. One area to consider evaluating is

the cost for printing and mailing

monthly statements. Even though a

company has a well-qualified and ded-

icated staff in the billing department,

there are ways to streamline and

reduce costs in this area. In other

words, with a hefty upfront invest-

ment, money will be saved further

down the line. But it is not always a

simple task to find the funding for that

upfront investment, with the biggest

consideration being when a return on

investment for new equipment and

software will be achieved. 

Making matters even more compli-

cated, the U.S. Postal Service (USPS) 

is also caught in the crunch of rising

costs and the need to keep prices

down. As the USPS works toward

greater efficiencies, the rules and regu-

lations get more complex in terms of

qualifying for rate discounts and defin-

ing each class of mail. If something

gets overlooked in the pressure to get

the bills out on time, volume

mailers can lose their postal

discounts, or they may find they’ve

been missing out on a valuable new

service. This is an added expense no

company can afford. And it is another

area where up-to-the-minute expertise

ensures ability to take full advantage

of the postal services and discounts

that are available.

The Outsourcing Option

One very viable option available to
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utilities is to outsource the printing

and mailing of regular monthly state-

ments. A service provider will be dedi-

cated to finding and implementing

state-of-the-art solutions for printing a

company’s invoices and preparing

them for mailing in order to obtain

maximum postal discounts and the

quickest delivery possible. Just as any

utility company’s core business is pro-

viding utility services to customers, the

outsourcer exists to serve the utility’s

specific printing and mailing needs. 

Although modern digital printing

technologies do save time and money

compared to technologies used only

five or ten years ago, purchasing and

installing this equipment and retrain-

ing staff can add up to a significant ini-

tial investment. And, because these

technologies frequently are upgraded,

the company incurs an added ongoing

expense. Additionally, while e-state-

ments can reduce print volumes, at the

same time they also increase the unit

costs for mailing print statements. At

some point one has to ask: Am I man-

aging a utility or a printing and mail-

ing business?  Outsourcing print and

mail services allows utilities to level

out these unit costs, as well as save on

equipment maintenance and even

gives the opportunity to potentially 

sell unused equipment. A service

provider can (and does) make these

investments on a regular basis—after

all, that is its core business—and the

costs are distributed across its own 

customer base, so no one customer

bears this full burden. 

Another key advantage is that an

outsourcer is—or should be—an

expert in the field and aware of new

and developing methods and practices

in printing and mailing. For example, a

valuable outsourcer not only should

provide these basic services, but also

should find the very best practices

suited to an individual utility compa-

ny. The outsourcer will stay informed

of new developments in relevant hard-

ware and software, and membership

in industry organizations keeps the

outsourcer aware of what others are

doing—including the latest issues

within the USPS. 

In addition to performing printing

and mailing tasks for a utility compa-

ny, an outsourced provider can advise

on what  is new and what more can be

done to achieve even leaner operations

and lower costs—and then help the

utility implement these practices. The

utility company gains the benefit of a

specialized knowledge and experience

at only a fraction of what it would cost

to establish these capabilities within its

own organization. 

The Bottom Line

To find an outsourcer that’s a good

fit, a utility must determine if that out-

sourcer has the resources and staff

required to manage a utility’s work

load. Questions to ask include:

■ Can the outsourcer suggest and,

most important, deliver real advan-

tages over what the utility is doing

now? Take a plant tour and find out if

our utility company is like most other

industries today, it is experiencing ris-

ing operating costs. Most utilities are

studying budgets more closely, look-

ing for items that need trimming, or

ones that can be eliminated all togeth-

er. One area to consider evaluating is

the cost for printing and mailing

monthly statements. Even though a

company has a well-qualified

as only the variable costs of fuel

that mattered, the nation would be full

of solar and wind-powered generation,

which have zero fuel cost.  The eco-

nomic number that matters is not the

price of fuel, but the delivered cost of

electricity, including fuel cost, capital

recovery, pollution-control costs,

maintenance expense, transmission

and distribution capital recovery and

line losses.  

So look at how investors — who

have good reasons to factor all capital

and operating costs into their calculus

— have allocated their capital amongst
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Source: DOE/EIA

FIG. 2: U.S. AVERAGE RETAIL ELECTRIC PRICE (2006 $)

tribution capital recovery and line

losses.  
So look at how investors — who

have good reasons to factor all capital

and operating costs into their calculus

— have allocated their capital amongst

generation technologies.

From a generation perspective, the

U.S. power grid has only four signifi-

cant fuel sources: hydro, nuclear, coal

and natural gas. Of the four, hydro has

the lowest marginal costs and runs

whenever the water flows. However,

the U.S. hasn’t built any hydropower 

as only the variable costs of fuel that

mattered, the nation would be full of

solar and wind-powered generation,

which have zero fuel cost.  The eco-

nomic number that matters is not the

price of fuel, but the delivered cost of

electricity, including fuel cost, capital

recovery, pollution-control costs, main-

tenance expense, transmission and as

only the variable costs of fuel that mat-

tered, the nation would be full of solar

and wind-powered generation, which

have zero fuel cost.  The economic

number that matters is not the price of

fuel, but the delivered cost of electrici-

ty, including fuel cost, capital recovery,
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Perspective

The 30%
Solution
By Becky Harsh

GAS ANALYZER TECHNOLOGY

Gas Analyzer Technology

Biogas to Electric

Power Conversion

Advances

By Ed Sullivan

Methane gas is an abun-

dant energy resource in a

world scrambling to find

more ways to provide

power. Pacific Gas & Electric

is har-nessing methane from

cow waste in California’s

first 

biogas-to-pipeline injection

project in Fresno County. It

uses renewable natural gas

derived from animal waste

and is just one example of the

biogas solutions waiting to

be developed. On the conser-

vation side, EEI is promoting

the 30% Solution to make

housing more energy 

efficient. Improved building

codes can be part of the 

energy solution.

FORTNIGHTLY ’S

SPARK
THE ON-LINE GATEWAY FOR READERS OF PUBLIC UTILITIES FORTNIGHTLY MAGAZINE.

Letter #54

June 2008

➔

Biogas to Electric Power

Conversion Advances

By Ed Sullivan

L. A. Burkhart

Editor

meaningful quantity of energy from alterna-

tive resources.

But maybe not. One of the oldest and 

most widespread forms of potential energy

methane gas – promises to give those efforts

asizable boost – right now. »

How are state & federal

incentives pushing utilities

to invest in the smart grid?

You would know if you read

Fortnightly magazine.

Click here for the answer.

Utility Billing & Marketing

TransPromo:

Are You Really

Ready?
By Scott Draeger

The ability of advanced,

laser-based sensors to

detect moisture, hydro-

gen sulfide and other

contaminants in gases

can smooth the way 

for biogas as a resource

for electric utilities.

W
ouldn’t it be great if some of the

expensive Green Power pro-

grams one hears about actually

worked? Experts and financiers

are predicting it will take billions of invest-

ment dollars and decades to get any 
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