
What Do Customers Want? 
Who’s Driving the Future? 

UF Public Utility Research Center 

February 22nd, 2017 



Snapshot: Who We Are 
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501(c)(3) nonprofit formed in March 2010 

Membership organization comprised of 120+ 
utilities, technology vendors and nonprofit affiliates 

Driven by the mission to advance a consumer-friendly, 
consumer-safe smart grid 

We work by listening, educating, and 
collaborating 



Presenter
Presentation Notes
The Consumer Pulse is a national telephone survey conducted by SGCC and it is the largest and most rigorous ongoing survey focusing on new electric technologies. We conduct this analysis every year to help stakeholders understand consumer awareness, favorability, expectations, and preferences as they relate to the smart grid and smart grid enabled programs. This is the 5th wave of the study and it includes an update in the segmentation framework to reflect todays marketplace for smart energy technology. 
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The U.S. Population by Segment 

Presenter
Presentation Notes
So to best learn how to communicate with and educate consumers we came up with a segmentation study that we conduct every year. In 2015, we refreshed the Consumer Pulse Market Segmentation and arrived at the 5 segments we see here.  By segment size, Green Champions  are the largest segment at 30% of the market and the remaining segments ranging from 15-20% of the market.These five segments exhibit distinctive patterns or awareness, favourability, expectation, and preferences relating to the smart energy benefits and programs. Because the segments have been defined through in depth, holistic research, they are also distinct in terms of demographic patters, lifestyles, shopping behaviour, technology adoption, and so on. These segments have actionable implications that are important to planning, marketing, and public relations. Marketing 101 tells us that you cant just market to what we think we would want if we were the consumers. You have to know your customer base in order to communicate with them effectively. Lets take a look into each segment of consumers:



 

 

 

 

 

“Smart energy technologies fit 
our environmentally aware, 
high-tech lifestyles.” 

Green Champions 

Presenter
Presentation Notes
The largest segment at 30% of the population are the green champions. They demonstrate the strongest interest in new utility services and smart energy programs. They are early technology adopters and are the the most environmentally -conscious consumers. Green champions are also the youngest segment with more than half under the age of 35. And they are the second highest income group. This segment is college educated and typically living in suburban areas. 



 

 

 

 

 

 

 

 

 

“How can smart energy programs 
help us save money?” 

Saving Seekers 

Presenter
Presentation Notes
The next segment is the savings-seekers. They are the lowest income group and many are looking for info on how to save money on their monthly energy bill. Awareness and favorability of the smart grid and smart meters are low, but they do see benefits to grid modernization when it comes to saving them money. And despite having income constraints most are willing to pay for smart grid benefits. Average monthly electric billMost live in single family homes



 

 

 

        

       

 “We’re okay; you can leave us alone.” 

Status Quo 

Presenter
Presentation Notes
The status quo segment has lower interest in smart energy programs than any other segments. It’s a relatively older group with many retirees and small households with low energy bills. Comfort and ease of use are most important to this segment. They make up about 18% of the population. 



 

 

 

 

 

 

“We want to use energy wisely, but we 
don’t see how technologies can help.” 

Technology Cautious 

Presenter
Presentation Notes
Similarly to the status quo demographically, the tech cautious group is more knowledgeable about smart grid programs, but has little interest in participating in them. They claim the knowledge of how to save energy indicate a concern for the environment, but are more focused on ease of use. This group has the second lowest income and many are retirees. 



Movers and Shakers 
 

 

 

“Impress us with smart energy technology and 
maybe we will start to like the utility more.” 

Presenter
Presentation Notes
The final segment making up about 15% of the population are the movers and shakers. This is the highest income segment, with larger homes and the highest average eclectic bills. Smart grid awareness and favorability are high, but utility satisfaction is low. They are early tech adopters and have a high interest in new energy technologies. This segment is looking for the next cool smart energy program that will make their lives easier. 



Green Champions Saving Seekers Status Quo 

Technology Cautious Movers and Shakers 

“Smart energy technologies fit our 
environmentally aware, high-tech lifestyles.” 

“How can smart energy 
programs help us save money?”  “We’re okay; you can leave us alone.” 

“We want to use energy wisely, but we 
don’t see how technologies can help.” 

“Impress us with smart energy technology and 
maybe we will start to like the utility more.” 

Smart Grid Consumer Segments 
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Presenter
Presentation Notes
The Empowered Consumer showed us that preferences, awareness, and interest in / for smart energy technologies and services is best aligned with a consumers identifying characteristics In SGCC’s Wave 5 Consumer Pulse and Market Segmentation Study released in 2015, SGCC identified these 5 Consumer Segments. SGCC has been regularly “taking the pulse of the consumer” since 2011 in what has become the largest longitudinal survey of energy consumers in the United States (more than 6000 surveys to date) 



9 Technology Enabled Programs Tested 
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Device Remote Control 

Time-varying Rate Plan Onsite Power Storage 

Prepaid Billing 

Smart Appliances 

Peak Time Savings Plan 

Energy Tracking & Alerts 

Rooftop Solar &  
Net Metering  

Smart Home 



Consumer Interest vs. Awareness 
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Presenter
Presentation Notes
Consumers are most aware of device remote control (73%) and rooftop solar (69%) technologies. Consumer interest in future adoption is highest for smart appliances (69%) and peak time savings (55%).High levels of awareness for new technologies that are only in a limited number of markets, such as prepaid billing 



What Motivates? 
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Presenter
Presentation Notes
Although consumers seek the promise of lower bills and greater convenience possibly resulting from Smart Grid-enabled services and technologies, they need to be convinced they will realize these benefits.Based on our findings, consumers consider bill reductions (72%) and greater convenience (71%) as the most important potential benefits of using Smart Grid-enabled services and technologies. This is followed by an increased sense of control over their electricity usage (62%) and prevention of power outages in their areas (60%). Green Champions and Savings Seekers consistently value more benefits compared to other segments, while Status Quo care least about these benefits.



Customer Concerns 
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Presenter
Presentation Notes
Consumers expressed the greatest concern for the initial capital investment that would need to be made to purchase smart energy technologies followed up by losing control over their devices and the uncertainty surrounding savings. Implications for the industry Generate more testimonials and case studies to show authentic, real-world examples of the benefits of these services and technologies. Where possible, personalize the examples by using the consumer’s own information to quantify (or guarantee) the benefits that could be realized from a given technologyAddress the misconception that utilities are the primary beneficiary.



Where to Start? 
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Consumers are interested in TOU programs if they 
can save money but they want control 

Almost 70% of consumers have an interest in 
signing up for a smart thermostat program  

More than 50% of consumers find a smart thermostat 
program with DR appealing 

Presenter
Presentation Notes
The kWh pricing scheme is the only element that significantly affects predicted participation rates. Of the 60% of consumers who prefer a time-varying rate plan over a standard rate, about half prefer modest all-day pricing premiums (where the price premium is lower and spread out over a longer period of time during the daytime) and half prefer some form of an afternoon/evening premium (where the price premium is higher, but is concentrated over a shorter period of time in the afternoon [and evening]). 40% percent of consumers strongly prefer keeping a standard rate plan – these consumers are unlikely to opt in to any of the rate plan configurations tested in this study.



The Path Forward 
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Smart thermostat 
programs as a low-cost 
gateway to smart grid 
enabled products & 

services 

Educational and pilot-
programs will increase 

awareness and 
understanding  

Reduced upfront costs 
with an emphasis on 

consumer control  

Segmented 
messaging and “early 

adopter” incentives 

Presenter
Presentation Notes
CLICK 1: SMART THERMOSTAT CLICK 2: REDUCED UPFRONT COSTSCLICK 3: EDUCATIONAL PILOT PROGRAMS CLICK 4: SEGEMENTED MESSAGING 



Questions 
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Presenter
Presentation Notes
Backup questions:Are you aware of a utility that has used this CBC approach to design a rate plan or a specific program?
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