Best Practices in Behavioral Energy Efficiency
Four Ways to Optimize Your Demand-Side Management
Portfolio and Transform the Customer Experience
With energy efficiency (EE) budgets stagnating and savings becoming more
expensive to deliver, utilities are working hard to amplify the value of every
efficiency dollar they spend. Behavioral Energy Efficiency (BEE) programs are
helping with this by delighting customers, raising awareness of other EE
programs, and achieving significant cost-effective savings.

The Energy Efficiency Challenge
The fact that utilities are being increasingly challenged to inspire additional energy efficiency
is proven by the numbers. According to research from E Source, the cost to acquire 1 kWh of
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savings rose 35 percent between 2010 and 2014 (Figure 1) . At the same time, the Edison
Foundation found that electric efficiency budgets have stayed relatively flat over the past few
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years.

Figure 1. The planned residential program spending to acquire 1 kWh of savings rose 35
percent from 2010 to 2014.
1 Brown, Jungers, Stout. “Apples and Oranges: Aggregating Data from Electricity Conservation Programs.” E Source. March 7, 2014.
2 Cooper, Wood. “Summary of Electric Utility Customer-funded Energy Efficiency Savings, Expenditures, and Budgets.” Edison Foundation
Institute for Electric Innovation. March 2004.

Utilities aren’t just under pressure to deliver greater energy savings with less funding. They’re
also striving to meet unprecedented customer expectations. Thanks to companies like
Amazon and Netflix, which use troves of data to deeply personalize their offers and
experiences, the bar for service providers is at an all-time high. Customers want their utilities
to deliver greater insights into their energy use, effortless tools to access that information, and
more programs to help them manage consumption year-round.
Thankfully, there’s good news. BEE programs can help utilities conquer these challenges by
delivering the information customers want, raising awareness of other energy saving
programs, and attaining significant cost-effective results. And BEE’s potential is far from
tapped: a 2013 study from McKinsey found that behavioral interventions could reduce
America’s total residential energy use by as much as 20 percent.
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But not all BEE programs are created equal. Designing the right program and utilizing the
right technology are essential to achieving a successful outcome. Without these ingredients,
utilities can end up with inflexible point solutions that deliver stale customer experiences and

To capture customers’ attention
and achieve long-term energy
savings, program managers need
to talk to their customers as
individuals...

fail to get credit for savings results.
In order to avoid these pitfalls, here are four best practices to ensure your BEE programs
engage participants, meet your goals, and transform the customer experience.

1. Deliver Personalized Experiences at Moments that Matter
On average, customers receive about 40 pieces of content a year from their
utilities—but, when you ask them if they’re getting enough, more than 70 percent
say they still want more.4
The problem isn’t the quantity of the content. It’s the quality. Many utilities are falling back on
messaging that’s generic, redundant, and fails to provide much value. And all too often, their
BEE programs are following suit.
To capture customers’ attention and achieve long-term energy savings, program managers
need to talk to their customers as individuals, sharing highly personalized content that mirrors
their own experiences and preferences.
Timing is also critical. A 2012 study from Accenture found that customers spend just nine
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minutes a year engaging with their utilities. It’s imperative that utilities capitalize on those
moments when customers are already engaged and ready to act.
For example: 84 percent of customers believe that moving into a new home or apartment is a
good opportunity to change their energy habits. Yet less than half of them feel that their
utilities provide products or services that help them achieve their goals. This is a golden
window to not only set customers on a path to savings with helpful tools and insights (Figure
2), but also to start their relationship with their new utility on the right foot.

3 Heck, Stefan and Humayun Tai. “Sizing the Potential of Behavioral Energy-Efficiency Initiatives in the US Residential Market.” McKinsey &
Company. May 2013.
4 Xcel customer care study (2012), Chartwell Marketing Conference 2013
5 “The New Energy Consumer Balancing Strategic and Operational Imperatives.” Accenture. May 2012.

Figure 2: Within a few months of moving into a new home, customers receive their first home
energy report with a checklist that outlines energy saving habits and purchases.

2. Boost Performance of Demand-Side Management Portfolios
The most effective behavioral energy efficiency programs drive more than just
energy savings.
By capturing customers’ interest across different content channels—paper, email, Web, and
others—effective BEE programs also prime customers to notice subsequent utility
communications and participate in other EE programs. Coupled with the highly targeted
messaging described earlier, the result is a powerful marketing engine that improves your
entire demand-side management (DSM) portfolio.

...when EE programs are actively
promoted in Oracle Utilities
Opower Cloud Service products
participation rates climb as much

A meta-analysis of 13 independent evaluations of Oracle Utilities Opower Cloud Services’

as 30 percent.

Home Energy Report programs revealed that customers receiving the reports are 11 percent
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more likely to participate in another EE program than non-recipients. Moreover, when EE
programs are actively promoted in Oracle Utilities Opower Cloud Service products (Figure 3),
participation rates climb as much as 30 percent.

Figure 3: Specific utility programs are promoted directly on the Home Energy Report to drive
greater awareness and participation.
6 Internal research from Opower’s regulatory team (acquired by Oracle in 2016). “Impact of Home Energy Report Programs on Program
Lift.” June 2, 2015.

BEE programs also boost customer sentiment and satisfaction. An analysis of HER programs
at several dozen utilities found that they raise customer sentiment and JD Power metrics for
statements such as “my utility helps me manage my monthly energy usage” by 5 percent on
average.
Lastly, in addition to driving offline behavior, BEE programs also motivate customers to
engage online—raising their likelihood to log into the utility’s web portal or complete an online
audit. These tools give customers more information about programs and ways to save
energy, and they benefit the utility by shifting customer interactions to lower cost channels.

3. Leverage Best-In-Class Technology
Technology isn’t always top of mind when choosing a behavioral energy efficiency
provider, but it should be.
Great software is necessary to ensure that the program you run today can evolve into the
program you want to run in the future.
To support a long-term vision, utilities need more than just a point solution. They need a
comprehensive platform with integrated analytics, process automation, and seamless delivery

To support a long-term vision,

for their entire customer base.

utilities need more than just a point

A best-in-class BEE platform also includes flexible tools and feature sets that empower
program managers to run more effective portfolios. For one, they should be able to quickly
slice and dice data based on hundreds of criteria such as demographics, usage data,
behavioral data, and psychographic factors (see Figure 4), then use it to design highly
specific customer segments and targeted marketing campaigns. They should also be able to
categorize customers by their energy habits and use that information to generate insights and
promote relevant programs.

Figure 4: With a segmentation tool, users can filter customer records by hundreds of criteria to
zero in on the most effective audience for their next marketing campaign.

solution.

To keep BEE programs on track, a strong technology platform also needs to provide real-time
visibility into performance so program managers can stay in control from start to finish. This
includes features such as savings dashboards, customer reports, and self-serve tools that
make program modifications more efficient.

4. Measure Programs Rigorously and Validate Results
A successful BEE program delivers results that stand up to the strictest evaluations.
That starts by choosing a provider with a proven track record: one that has experience
deploying both electric and gas BEE programs to large service territories, across different
geographic regions, over long periods of time. The provider should also have expertise
communicating with customers through multiple channels, consistent results within various
demographic segments, and several independent verifications that have been filed and
accepted by public utility commissions. In order to have confidence that you’ll hit your goals,

In order to have confidence that
you’ll hit your goals, it’s best to go
with a tried-and-true solution.

it’s best to go with a tried-and-true solution.
It’s also important that the underlying technology promote a constant feedback loop of
information, so new program designs can incorporate best practices and base forecasting
models on the most up-to-date savings results. The technology should also be able to
measure results using a rigorous experimental design method such as a randomized control
trial (RCT)—which is recommended by the U.S. Department of Energy for measuring energy
savings and received a 5-star rating from the SEE Action Network—to ensure the most
dependable outcomes.

Conclusion
By following these four best practices, you can have confidence that you’re getting the
greatest value out of your BEE program. Savings is no longer the only objective. Instead, it is
just one piece of a flexible DSM portfolio that increases engagement, improves sentiment,
and transforms the customer experience.
To learn more about how to run the perfect BEE program for your utility, visit
oracle.com/utilities.
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