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Program Background 
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Reports and online portal include: 
 
• Usage comparison to that of similar, nearby households 
• Personalized EE advice, including program promotions 
• Application of behavioral principles and social norms to 

drive adoption of EE behaviors 

The Home Energy Report (HER), an opt-out only behavioral program, 
provides select residential customers with information on how they use 

energy within their households.  

All residential customers, regardless of their HER enrollment status, have access 
to energy management tools online where they can, among other features, 

view their usage data, view a library of energy saving tips and advice, and create 
a plan for saving.   

Presenter
Presentation Notes
All residential customers, regardless of their HER enrollment status, have access to an online portal where they can, among other features, view their usage data, view a library of energy saving tips and advice, and create a plan for saving.  Customers may opt-in to receive their Home Energy Report via email.




 
4 Customer Additions 

Beginning June 2014, ComEd expanded its Home Energy Report 
program from 340,000 customers to 1.5 million (Opower) and 

200,000 (C3 Energy)  

+1.35m 



PY7 – Expansion Objectives 
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 Expand capabilities of Home Energy Reports while 
achieving kWh savings. 

 Test segmentation, messaging and analytics to 
determine the impact on savings. 

 Increase awareness of Smart Ideas programs. 

 Provide additional training and enhanced 
communication for Call Center Representatives. 

 Explore ways to leverage AMI deployment. 

 

 

 



Report Sample – Opower 
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Report Sample – C3 Energy 
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Segmentation and Messaging 
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• New Movers  
• SIFYH Past Participants  
• Low-income customer 

messaging 
• AMI customers – UUAs/WAMIs 

Opower 
Customer 
Journeys 

• Affluent Suburban Greens 
• Budget Constrained EE 

Advocates 
• EE Indifferent Comfort Seekers 
• EE Tech Enthusiasts 

C3 Energy 
EE 

Mindsets 



Customers trending towards high bill 10 



11 New Movers 

New utility 
customers 

are: 

- Targets new customers         - Rolling enrollment 
Key phrases such as “start fresh”, “form new habits” and “take actions to be 

more efficient” 
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Utility is COMED 

Opower Segmentation Tool 

  18 June 2014 

 
13 



My Energy Tools - Opower 
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Post-integration 

Current 



Power Smart Web Portal 15 



Power Smart Rewards 16 

Customer engagement campaign – 
email and printed inserts 
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Premier Customer Experience 
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Start & 
Welcome 
Customer Our vision is to 

demonstrate to 
customers that ComEd 
values their business 
and will strive to earn 

their trust while 
providing an easy, 

efficient, welcoming 
experience when 

starting service with 
us. 

“Treat every 
customer in every 
interaction in the 
same manner in 
which you would 

expect to be treated” 



Call Center Enhancements 
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Enhancements Desired Outcome 

Communicate regularly with CSRs and 
supervisors. 

Form an ongoing relationship with CSR 
team.  

Meet with call center face-to-face on a 
regular occurrence. 

Hold informational meetings with CSR team 
to address questions and concerns. 

Provide talking points for FAQs. Help customers understand information 
highlighted on HERs, avoid opt-outs. 

Share custom modules with CSRs. Provide upcoming report features so CSRs 
view information customers receive. 

Provide ongoing training sessions and 
refreshers. 

Keep HER information top of mind in efforts 
to best serve the customer. 



Applying Segmentation and Messaging 
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Customer 
Journeys 

New 
Movers  

Affluent 
Suburban 
Greens  

EE Skeptics 

Low Energy 
Users 

Past 
Program 

Participants 

Low 
Income 

Customers 



ComEd Segmentation 
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Customer 
Journeys 

  

Affluent 
Suburban 
Greens  

Affluent Suburban Greens 
    “We care, and we have the means to act.” 

• 29% customer base, mostly 
suburban 

• High income and highly 
educated 

• Home owners 

• High energy usage 

• Politically moderate but lean 
liberal  

Messaging includes:  
• Emphasize that peers behave in an 

environmentally friendly way 
• Frame efficiency in environmental terms 
• Stay on offense 



Affluent Suburban Greens 23 



ComEd Segmentation 
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Customer 
Journeys 

  

EE Skeptics 

     EE Skeptics 
    “Saving energy doesn’t really 
 make much of a difference.” 

• 19% customer base, mostly 
suburban 

• Above average income, 
average education 

• Home owners 

• Highest energy usage 

• The most politically 
conservative segment 

Messaging includes:  
• Prioritize comfort and well-being 
•  Frame inefficiency as wasteful 
• Feature choices and taking control 



EE Skeptics 
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Applying Segmentation and Messaging 
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Customer 
Journeys 

  

Low Energy 
Users 

Low Energy Users 
Growth of the program now reaches high, medium and low users  

• Identified as low 
propensity to save 

• Email is more cost-
effective 

Messaging includes:  
 

• Encourage 
paperless HERs 

• Call-to-action to 
utilize online energy 
management 
resources 
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Past Program Participants 
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Customer 
Journeys 

Past 
Program 

Participants 

     Past Program Participants 
    “You’ve got the power to save.” 

• More than 300,000 
identifiable customers 
have participated in 
Smart Ideas programs 

Messaging includes:  
• “Thank you” for 

participating 
• Continue your savings 
• We’ve missed you 



Past Program Participants 29 



Moments that Matter 
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Customer 
Journeys 

  
Low 

Income 
Customers 

     Low Income Customers 
    “Saving money is top of mind.” 

Messaging includes:  
• Education and awareness 

of EE 
• Low-cost, no-cost tips 
• Saving is easy, offer 

manageable solutions 

• More than 40,000 
customers received 
assistance in last 12 mos. 

• Below average income 

• Struggle financially 

• Renters 

• Low awareness of EE 



Moments that Matter 
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Customer 
Journeys 

New 
Movers  

  

• Targets new customers 

• Rolling enrollment 
begins July/Aug 2014 

• Introduces HER as a tool 
that provides actionable 
insights 

Messaging includes:  
• Key phrases such as 

“start fresh”, “form new 
habits” and “take actions 
to be more efficient” 

•  Uses supportive phrases 
to sympathize with 
customers who are going 
through a transitional 
phase 

     New Movers 
    “Learn how to save energy in a new space.” 
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