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1. Today’s customer realities 

– Overall attitudes towards grid 

– The key segments (and what they are willing to  
pay for) 

– Attitudes towards TOU and PTR 



Agenda 

2. Today’s utility realities 

– The changing landscape 

– The gap between customer wants and utility 
capabilities 

– The front-office transformation 



Agenda 

3. The path forward 

– Where to start 

– Linking data to analysis to decisions 

– “Next Best Action” 

– Benefits of customer analytics 



Name Background 

 

Patty Durand Executive Director – Smart Grid Consumer Collaborative 
 

• Executive Director for the 90+ member Smart Grid Consumer 
Collaborative, a consumer-focused non-profit aiming to promote the 
understanding and benefits of modernized electrical systems among 
all stakeholders in the United States.  

• Smart grid research administration at Georgia Institute of 
Technology shaping smart grid grant proposals to ARPA-E and DOE  

• State Director for the Georgia Chapter of the Sierra Club, Georgia’s 
largest grassroots environmental organization 

• IT background with Hewlett Packard and Compaq Computers 

• Board member Smart Energy Society for the Technology Association 
of Georgia  

• MBA from the College of William and Mary in Williamsburg Virginia.  
B.S. in Business from Virginia Commonwealth University in 
Richmond Virginia 

Today’s electric power consumers 
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Snapshot: Who We Are 

 

501c3 Formed in March 2010 

 

90+ Membership organization comprised of utilities, 

technology companies, and nonprofit affiliates 

 

Mission is to advance a consumer-friendly, consumer-

safe smart grid 

 

Delivered five pieces of foundational consumer focused  

research in first two years 
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Overview 

Consumer Pulse and Segmentation Research completed January 

2012 for the purpose of listening to and understanding consumer 

wants and needs for electricity and energy; Consumer Voices In- 

Depth Interviews completed May 2012. 
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“The first commandment of marketing is to segment the market, 

choose the best segments, and develop a strong position in each 

chosen segment.” – Philip Kotler, Northwestern University  



Consumer Awareness Remains Low  

• About one-quarter of consumers have a basic or complete 

understanding of Smart Grid, while one-third have some 

understanding of Smart Meters.  

12%

21%

20%

46%

1%

2%

9%

18%

48%

23%

8%

18%

21%

51%

2%

2%

7%

16%

51%

24%

Current Level of Knowledge 
 I have a fairly complete understanding of 

what it is, how it would work, and how it 
would affect homes and businesses 

 I have a basic understanding of what it is 
and how it would work 

 I’ve heard the term, but don’t know much 
about what it means 

 I have not heard that term 

 Don’t know 

Smart Grid Smart Meter 

W2:47% 

W1:47% 

W2:53% 

W1:50% 



After Concept Presentation, Consumers Favorability 

Increases For Smart Grid/Smart Meters.  
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• Key reasons for smart grid favorability:  

 Improved reliability and outage response,  

 

 Helping the environment, reducing emissions , improving air 

quality  

 

 Greater accuracy of billing 

 

 

“It’s more green and saves people money. More efficient. It sounds like it would be, it’s 
a good concept. “(Concerned Greens, Los Angeles) 

“I like that I can count on it every month. How much its [my bill] going to be. I mean, I 
just – I think it’s a great idea. ” (Young America, Los Angeles) 

“it’s a good idea. It seems like that it senses a problem  with the power so that’s almost like an 
alert going straight to the company instead of me calling it in. (Easy Street, Chicago) 



Consumers Also Liked Smart Grid For Offering Different 

Rate Plans and DR Programs  

• DR Program Interest Driven By  

 Benefit of saving money  

 

 

 

 Altruistic motives, such as helping the environment or helping to 
prevent an outage that could impact themselves and/or the 
whole community 
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“I like the idea they offer some sort of choice of plan, you know, so that 

you’re not stuck with one particular thing.  [INAUDIBLE]  So that’s good.”  

(DIY & Save, Los Angeles) 

So yes, it winds up helping me and it winds up helping the environment by 

waiting to a later time to do something that you could – you know what I mean?  

If you have the choice, then I think it’s always better...”  

(Young America, Los Angeles) 
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Smart Grid/Smart Meter Benefits–Summary 
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Total Easy Street DIY & Save 

Concerned 

Greens 

Young  

America Traditionals 

Total Importance 
(“Important and Willing to Pay For” 

+ “Important and Not Willing to 
Pay For”) 

 

Prevents some 
outages and 
reduces the 

length of others 

Limiting the need 
to invest in new 

power plants 

Offers new kinds 
of rate plans 

Prevents some 
outages and 
reduces the 

length of others 

Offers new kinds 
of rate plans 

Prevents some 
outages and 
reduces the 

length of others 

Important and 

Willing to Pay For 

Makes it easier to 
connect 

renewable energy 
sources 

Makes it easier to 
connect 

renewable energy 
sources 

Makes it easier 
for utilities to 

offer new kinds of 
rate plans 

Makes it easier to 
connect 

renewable energy 
sources 

Saves money by 
providing near 

real time energy 
usage information 

Prevents some 
outages and 
reduces the 

length of others 

B1–B7. I’m going to read a series of short statements about the potential benefits of smart grid and smart meters and ask you to tell me how important each one is to you 

personally. Please use a three-point scale, where 1 means you do not feel the potential benefit has any importance, 2 means it is important to you, but only if it can be 

provided to you at no additional cost, and 3 means it is important enough to you that it would help justify a total extra cost of $3-$4 on your monthly electric bill to 

implement smart grid and smart meter improvements. 

 

•  Segments value different smart grid benefits.  



TOU and PTR Programs Appeal To Different Consumer 

Segments 

 

• Consumers who preferred TOU liked the program’s consistency:  

low- and high-priced day-parts are known in advance and can be 

built in to the participant’s normal routine.  They also felt capable 

and willing to make lifestyle changes to conserve energy, save 

money and the environment. 

 

 

 

• Consumers who preferred PTR liked the idea of responding to an 

occasional call for assistance and/or the higher level of reward 

implied by getting a rebate on top of the energy savings. 
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“Most importantly, what’s in it for me would be it’d give me an opportunity to save 

money. I mean, with the economy the way it is and with me having children, things 

are expensive. So if there is a way where you can save money and help the 

environment, it’s a no-brainer.” (Concerned Greens, Los Angeles) 

“I love rebates. I'm willing to make a sacrifice and turn my air conditioning off or 

raise it up higher than having it on 72 and put it on 75 or something like that and that 

would generate a rebate? Yeah, I could do that.” (DIY & Save, Chicago) 



Likelihood to Participate: Critical Peak Rebate 
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Likelihood to Participate 

Base: Total Consumers 

A,B,C,D,E indicate significant differences between segments 

 indicate a significant increase or decrease between current and previous wave 
AP2. How likely you would be to participate in programs that you may be offered, that are based on smart grid technology…  

Already Participating 

Total Would Participate 

Definitely Would 

Probably Would 

Might or Might Not 

Probably Would Not 

Definitely Would Not 

Don’t Know/Refused 

1%

59%

20%

39%

20%

10%

9%

1%

23%

39%

21%

2%

7%

9%

1%

62%

Total 

Easy Street 

(A) 

DIY & Save 

(B) 

Concerned 

Greens (C) 

Young  

America (D) 

Traditionals 

(E) 
n=1,003|1,234 240|250 163|199 242|363 199|271 159|151 

W2|W1 

1%

45%

7%

38%

31%

13%

9%

1%

9%

44%

31%

3%

4%

9%

1%

53%

0%

66%

19%

47%

23%

8%

2%

1%

23%

43%

25%

2%

2%

4%

2%

66%

0%

87%

37%

50%

10%

3%

0%

0%

44%

47%

6%

1%

0%

2%

0%

91%

1%

65%

28%

37%

15%

10%

9%

1%

16%

33%

25%

1%

9%

14%

1%

49%

2%

23%

5%

18%

22%

21%

31%

1%

2%

11%

26%

0%

33%

29%

0%

13%

E 

E 

CD 

C 

BC 

AE 

AE 

E 

C 

C 

ABDE 

ABE 

ADE 

AE 

AE 

E 

C 

BC ABCD 

BCD 

C  

 

All segments but one are quite interested. 



Likelihood to Participate: TOU Pricing 
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Likelihood to Participate 

Base: Total Consumers 

A,B,C,D,E indicate significant differences between segments 

 indicate a significant increase or decrease between current and previous wave 
AP1. How likely you would be to participate in programs that you may be offered, that are based on smart grid technology…  

Already Participating 

Total Would Participate 

Definitely Would 

Probably Would 

Might or Might Not 

Probably Would Not 

Definitely Would Not 

Don’t Know/Refused 

1%

44%

11%

33%

23%

17%

14%

1%

16%

33%

27%

1%

9%

13%

1%

49%

Total 

Easy Street 

(A) 

DIY & Save 

(B) 

Concerned 

Greens (C) 

Young  

America (D) 

Traditionals 

(E) 
n=1,003|1,234 240|250 163|199 242|363 199|271 159|151 

W2|W1 

3%

0%

0%

0%

48%

31%

16%

2%

1%

6%

59%

3%

7%

22%

1%

7%

2%

52%

12%

40%

26%

11%

8%

1%

23%

41%

27%

1%

3%

4%

2%

64%

0%

97%

23%

74%

1%

0%

2%

0%

30%

57%

9%

1%

0%

4%

1%

87%

1%

55%

16%

39%

17%

12%

15%

0%

13%

28%

27%

1%

11%

19%

0%

41%

0%

9%

1%

8%

23%

31%

36%

1%

2%

9%

21%

1%

41%

27%

0%

11%

C C 

AE 

BCDE 

BCD 

BC 

AE 

AE 

C 

C  

C  

ABDE 

ABE 

ABDE  

AE 

AE 

AE 

C 

C 

C 

A 

A 

C 

BCD 

ABCD 

 

 

  

 

 

 

Interest varies greatly by segment, with two segments unlikely to participate. 



The More Consumers Know, The More They Like What They 

Hear  
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Pre-messages * Post -messages 

54% 
68% 

15% 

15% 

Unfavorable 

% Favorable 

Smart Grid Favorability 

  

 

I think it makes sense. It’s a no-brainer to 
conserve energy, which helps the 
environment and save money, reduce cost. 
That’s great.” (Concerned Greens, Los 
Angeles,) 

“I like the idea that the electric company is looking 
at new ways to save electricity, to save us money, 
to save the environment. I like that the discussion’s 
going on and that they’re trying to find better ways. 
So I like the idea that they’re thinking forward”  
(Concerned Greens, Los Angeles) 

“Favorable to me because it's good for the 
atmosphere , it's good for my pocket, bottom 
line, and that I think it will benefit the majority. I 
think it would benefit the majority. I think this 
would be a fantastic idea and to save money.” 
(DIY & Save, Chicago) 

“I do like the fact that there’s these options and it doesn’t seem like it’s 
something that would be mandatory. There’s options available for me 
to take certain programs, so I do like that. That takes me more on the 
favorable side.” (Easy Street, Los Angeles) 

“I mean, based on what you and I talked about, I feel favorable for it. 
it feels like it would be something that would be beneficial to us, as 
far as like we talked about saving the energy, and even lowering the 
cost of my bills.  Like having me in control of that, it makes me 
favorable for it.” (Young America, Los Angeles) 

Source: Consumer Pulse Research Program Wave 2, 2011 
Base: Total Consumers n=1003 



2012 Consumer Voices Videos 
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Consumer Voices study overview of video 
vignettes of the recently conducted in-depth 
interviews with residential electric customers 
(Members only):   
 

http://smartgridcc.org/research/sgcc-
research/consumer-voices-videos/consumer-
voices-short-overview-video 

 

 
Five consumer segment videos from the 
Consumer Voices study including Traditionals, 
Concerned Greens, Young America, Easy 
Street, and DIY and Save (Members only):  
 

http://smartgridcc.org/research/sgcc-
research/consumer-voices-videos 
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2012 SGCC Public Videos 
 Ten themes found across the conversations as 

consumers shared the benefits they want out 
of a more advanced electrical grid from the 
Consumer Voices study:  

 

http://smartgridcc.org/research/sgcc-
research/consumer-voices-videos/consumer-
voices-the-top-10-things-consumers-want-
most-from-the-smart-grid 

 
A myth busting video from SGCC "Separating 
the Facts from the Fiction about Smart 
Meters" reveals the truth about advanced 
electrical meters, or “smart meters,” dispelling 
misinformed claims which allege that that 
these devices infringe on personal privacy and 
are harmful to human health:  
 

http://smartgridcc.org/separating-the-facts-
from-the-fiction-about-smart-meters 

 

 

 



Questions? 



Name Background 

 

 
Vickie Dorris 

 

 

 

Global Solution Leader – IBM Energy & Utilities Industry 
 

• 25 years of experience at companies such as  Lotus Development,  
Industry Director, Texaco and Texas Eastern. 

• Previously Vice President of Sales Vertical Markets at Gartner 
which focused on the Energy & Utilities industry.   

• Serves on the Board of the Smart Grid Consumer Collaborative 
and takes a deep interest in advancing the benefits of the Smart 
Grid to the consumer.  

• Currently developing an integrated customer solutions offering 
which combines strategy, process, and technology to help utility 
clients empower consumers, increase marketing effectiveness and 
improve call center efficiencies.  

 

 

Today’s utility realities 
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A new set of digital transformation enablers is rapidly emerging and 
converging, creating profound societal impact at all levels 

Source: IBM Institute for Business Value  Analysis 

Societal impacts 

Mobile  

revolution 

Connectivity, access, and participation of 

people and things are growing rapidly. 

Mobile internet and smart devices are 

exploding. 

Social media  

explosion 

The ways in which individuals and 

organizations engage, interact, and 

collaborate are changing. 

Hyper- 

digitization 

Digital content is being produced and 

accessed more quickly than ever before, 

causing growth in digitized industries, 

markets, and segments. 

Power of  

analytics 

There are new opportunities for real 

time analysis and predictive analytics, 

which are creating business insight 

from more and more data. 

Digital transformation enablers 

Individuals 

 Connected consumer 

 Networked workforce 

 Empowered citizens 

Companies 

 Evolved business models 

 Optimized digital operations 

 Connected enterprise 

 Value migration 

 Industry redefinition 

 Fragmentation 

Industries 
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Customer expectations 

of service, price, and 

delivery are soaring. 

 

Social networking and 

mobile commerce have 

dramatically changed 

the dynamic between 

buyer and seller. 

95 million 
Number of tweets sent 
using Twitter each day 

75% 
Percentage of people,  

who believe companies 
do not tell the truth in 

advertisements 

600 
million 

Plus users of Facebook 

Customers now have 

unlimited access to 

information and can 

instantly share it with 

the world. 

These enablers have introduced a new era of the empowered 
consumer 
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Emerging Utility 

business model drivers 

New products and 

services 

New pricing plans 

 Energy efficiency and 

demand response 

 Improved customer 

satisfaction 

 Improved asset 

performance 

Engaging the Smarter Consumer means… 

 Individualized customer experience across all channels   

 Personal, insightful, relevant, contextual analytics  

 Enhanced customer self service capabilities 

 Improved participation in energy efficiency, electric vehicle and demand 

response programs 

And the empowered consumer expects differentiated 
and personalized experiences, products, and services 
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Source: Q1 What are the most important external forces that will impact your organization over the next 3 to 5 years? (n=1709) 

External forces that will impact the organization 

68% 

69% 

71% 
1 

2004 2006 2008 2010 2012 

2 

3 

6 

4 

5 

7 

8 

9 

1 

2 

3 

6 

4 

5 

7 

8 

9 

1 

2 

3 

6 

4 

5 

7 

8 

9 

1 

2 

3 

6 

4 

5 

7 

8 

9 

1 

2 

3 

6 

4 

5 

7 

8 

9 

Technology factors 

People skills 

Market factors 

Macro-economic factors 

Regulatory concerns 

Globalization 

Socio-economic factors 

Environmental issues 

Geopolitical factors 

CEOs identify technology as the most important external force 
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Also, CEOs recognize that new technologies facilitate primary 
sources of sustained economic value in customer relationships and 
innovation  

Source: Q9  What change will be required to meet customer expectations over the next 3-5 years? (n=1709) 

Key sources of sustained economic value 

Human capital 

Customer relationships 

Products / services innovation 

Brand(s) 

Business model innovation 

Technology 

Partnership networks 

Data access and data-driven insights 

R&D, intellectual property 

Price and revenue innovation 

Assets (physical, infrastructure) 

Corporate social responsibility 

Access to raw materials 

71% 

“Our customers are exceptionally socially conscious, and we have to 

be sensitive to that, addressing their desires and concerns.”  
 
Energy and Utilities CEO, North America 

66% 

52% 

43% 

33% 

30% 

28% 

25% 

22% 

19% 

15% 

13% 

8% 



© 2012 IBM Corporation 34 

9 

13 

12 

2 

4 

3 

1 

7 

The Marketing organization is underprepared in the critical areas 
required for deepening relationships 

50 

60 

70 

40 

20 40 60 0 

8 

6 

Financial constraints 

Decreasing brand loyalty 

Growth market opportunities 

Return on Investment (ROI) accountability 

Customer collaboration and influence 

Privacy considerations 

Global outsourcing 

Regulatory considerations 

Corporate transparency 

5 

6 

7 

8 

9 

10 

11 

12 

13 

Data explosion 1 

Social media 2 

Growth of channel and device choices 3 

Shifting consumer demographics 4 

Mean 

Marketing Priority matrix 

Factors impacting 

marketing 
Percent of CMOs selecting  

as Top five factors 

Under preparedness 
Percent of CMOs reporting  

under preparedness 

5 

10 

11 

IBM Chief Marketing Officer Study, October 2011 

Source: 2011 IBM Chief Marketing Office Study (n=1734) 
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In our utility consumer research, consumers indicate that they 
perceive a shortfall of provider attention to their needs 

Source: IBM 2011 Global Utility Consumer Survey 

8%

16%

13%

18%

21%

27%

37%

44%

46%

50%

0% 10% 20% 30% 40% 50% 60%

Adopts new technologies

and ways of doing business

Invests in advanced

technologies

Helps me manage energy

use

Supplies cleaner energy

Treats me as a valued

customer

This describes my current provider My provider should focus on this

29 point gap 

28 point gap 

31 point gap 

21 point gap 

19 point gap 

Percent of respondents who believe that their current provider does/should focus on 

specified activities or attributes 

Sample Size = 6045 



© 2012 IBM Corporation 36 

Green 

Activist 

Vegetarian 

CEO 

Student 

Cancer patient 

Entrepreneur 

Genius 

How well do you know WHO 

they are, not just their 

customer number, or 

tariff/rate program. 

How do you reach them?  

Where do you reach them? 

With what message?  

Realizing this importance, utilities are taking action to meet the 
needs of increasingly diverse customers 
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Back office 

Channels 

Empowered 

consumer 

Increase business partner 

and supplier visibility 
Optimize supply and demand 

to changing consumer needs  

Create best- 

in-class marketing 

capabilities 

Engage based on deeper, 

more actionable customer 

insights  

Physical Web Social Mobile Call Center Broadcast 

ERP systems Legacy applications Data warehouses 

Front Office Digitization 

The convergence of all of this change is transforming the front office – 
the systems, processes, and people that touch the customer 

“A new era of computing is upon us ….it is defined by computing moving to 

the front office."  - Ginni Rometty, Investor Day, May 9, 2012 

Innovate business models, 

products and services 

Define a unified cross-

channel vision for customer 

engagement 
Capabilities 
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Questions? 
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The three imperatives of Customer Engagement… 

Designing your culture and brand so they are 
authentically one. 

Creating a system of engagement that maximizes 

value creation at every touch. 

Understanding each customer as  
an individual. 
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Where do I start? 

Understanding 
each customer 
as an 
individual. 

Build the  
capability to do  
this at massive 
scale 

 

 
Generate insights 
in real time that 
are predictive, not 
just historical 

 

 

 
Interconnect 
social media data, 
other forms of 
digital data and 
transaction data 
to paint a more 
vivid picture of 
each customer 

 

 

 

Instrument all the 
key touchpoints to 
gather the right 
data on each  
customer 

 

 

 

Run the right  
analytics, at the 
right time, on the 
right customer  
to generate new 
ideas on whom  
to serve and how 
to best serve that  
individual 

V
a

lu
e

 c
re

a
te

d
  

Capabilities over time 

Design the full  
customer journey 

 

 

Based on 
individual 
customer 
analytics, offer  
the right products, 
content,  
communications 
and experiences 

 

 
Design tailored  
experiences  
that connect  
the company, 
channels and  
like-minded  
customers 

 

 
Take advantage  
of customer  
insight to provide  
exceptional  
service at the  
right touchpoints 

 

 
Create and  
automate, in real 
time, a system  
of engagement  
to deliver these  
personal  
interactions— 
at massive scale 

 

 
Use analytics  
to guide the  
development  
of tomorrow’s  
portfolio 

 

 

Create a 
system  
of engagement 
that maximizes 
value creation  
at every touch. 

Ensure systems 
are in place to  
manage the risks  
of being a social 
business 

 

 
Champion tools 
that align the  
organization and 
social business  
platforms to 
enable employees 
to delight 
customers  

 

 

 
Systemically close 
the gaps between  
the company’s 
unique character 
and its reality— 
in all critical  
interactions 

 

 

 
 

 
Develop an acute 
understanding of 
the company’s 
reputation by  
actively listening 
and engaging in 
social media 

 

 

 
Build a platform 
for change 

 

Design a 
culture  
and brand so 
they are 
authentically 
one. 
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Customer  as strategy embraces a new vision of customer interaction  

 Linking data, to analysis, to decisions deployed at the point of contact 

Chat Voice 


O

p
e

ra
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n
s
 


C

h
a
n
n
e
l 

Email 

Social Media 

IVR 

Web 

Mobile Apps 

SMS 


D

a
ta

 S
o
u
rc

e
s
 


In

fo
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a
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n
 


A

n
a
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s
 

Information Analytics Operations 
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Build long term customer relationships that drive enterprise business 
results—one interaction, one decision at a time 

Business outcomes 
• Communications 
  company reduced customer 
  churn by 15-20 percent 

• Communications company 
  increased client retention by 
  20 percent in two months 

• Insurance company 
  increased agent retention 
  by up to 40 percent 

Solution overview 

Deliver the most appropriate action at the right time across 

channels.  Personalized interactions are enabled by: 

• Comprehensive view of a customer 

• Real-time analytics to anticipate customer behavior 

• Cross-channel delivery of best action to address 

  customer need and enhance long term business revenue 

Solution benefits 

• Improve service delivery and customer satisfaction 

• Optimize revenue generating actions such as up sell, 

  cross sell, and retention 

• Increase strategic lifetime value and loyalty 

 

IBM Smarter Analytics Signature Solution 

Next Best Action 
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Behavioral data 
- Orders 
- Transactions 
- Payment history 
- Usage history 

Descriptive data 
- Attributes 
- Characteristics 
- Self-declared info 
- (Geo)demographics 

Attitudinal data 
- Opinions 
- Preferences 
- Needs & Desires 

Interaction data 
- E-Mail / chat transcripts 
- Call center notes  
- Web Click-streams 
- In person dialogues 

Who? What? 

Why? How? 

IBM Smarter Analytics Signature Solution 

Next Best Action 

Driving a new level of customer insight 
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Age + 
Income + 

Geography+ 
House hold Preferred 

Product 
Categories Preferred 

Communication 
Channels 

Use of Online 
payments,  
Credit Card 

etc. 

Landlord 
Indicator, 

Small 
Business 

Owner etc. 

New Home 
Owner, Mover, 

Non-Mover 
On time 

Payments 

Length of 
Time as 

Customer 

Recency + 
Frequency + 

Value 

Response to 
Marketing 

Campaigns, 
Mail in 

Rebates 

Appliance 
Information 

Consumption 
Information 

Premise Type, 
SQ FT 

IBM customer models leverage descriptive and behavioral  

attributes, to understand behavior and provide customers with 

personalized recommendations at right time via right channels. 

Top X 
Consumer 

compared with 
neighbors 

EV Owner 

Other dimensions include:  
•Demographics (marital status, ethnicity,  occupation) 
•Psychographics (surveys, unstructured data) 
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An example segmentation creates five manageable  
customer super-segments 

Night High Flat Day Morn and 

Eve 

Day High Early Eve 

High 

Late Eve 

High 

0 - 9 

9-19 

19-28 

28-38 

38-47 

M
e
a
n

 d
a
il

y
 e

le
c
tr

ic
it

y
 

c
o

n
s
u

m
p

ti
o

n
 (
K

W
h

) 
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Information about each super-segment provides valuable  
insights to make informed business decisions 

# Customers 

Average 

Daily Cons. 

(kWh) 

Average 

Revenue per 

Customer ($) 

Business Implications 

Customers who 

use most of their 

energy at night 

18 

(3%) 
28 140 

Small segment, average 

consumption. Good candidates 

for TOU pricing.  

High-consumption 

customers using 

more energy in the 

day 

75 

(11%) 
32 228 

Small segment; Good 

candidates for Solar Panels 

and Demand Response 

offerings. 

High-consumption 

customers using 

more energy in the 

evening 

42 

(6%) 
32 231 

Small segment; likely to be 

working people. Good 

candidates for TOU pricing. 

Low-consumption 

customers using 

more energy in the 

day 

353 

(51%) 
10 85 

No action. 

Low-consumption 

customers using 

more energy in the 

evening 

202 

(29%) 
10 98 

No action. 
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Next Best Action Dashboard 
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City of Dubuque 
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Some of the nation’s leading utilities are already moving forward  
on the path to Smarter Customer Engagement 

Challenges: 

 Customers lack knowledge of new 

programs and services 

 Smart Meter benefits cannot be fully 

realized without the integration of 

new digital capabilities 

 Customer service “skill gap” results 

in inconsistent experience across 

channels 

IBM Solution: 

 Customer Portal is designed to be 

the hub for all customer transactions 

and service needs 

 Migration of front- and back-end 

customer functions to portal 

 Multi-channel strategy improves 

customer communication and brings 

new self-service capabilities 

Challenges: 

 Website is lagging and fails to meet 

Web 2.0 standards 

 Website does not effectively drive 

customers to self-service and 

customer service opportunities. 

 Utility needed expertise on 

formulating a comprehensive digital 

strategy. 

IBM Solution: 

 Improve user experience with a 

focus on locating content, completing 

tasks and user satisfaction 

 Develop new self-service capabilities 

to drive customers away from the 

service center and to the web 

 Customized implementation 

approach tailored to utility’s 

timeframe and budget 

Challenges: 

 The State of Texas required a 

common repository for all customer 

usage data 

 And a  portal that satisfies multiple 

stakeholders (regulatory, business, 

customer) in a competitive market 

IBM Solution: 

 Provide a secure network portal 

for all market participants 

enabling: 

– Citizens to make informed 

choices regarding energy use by 

providing visibility into their 

consumption patterns 

– Increased competition among 

providers by increasing industry 

transparency with a standard data 

format 

– Lower investment and 

development costs by creating a 

common operating platform that 

can be used across utility 

providers 

 

 

Large IOU in US Large IOU in US 
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Customer Experience Portal 

My Account 

Online Info 

Services 

Content and Tagging  

User Registration/ 

Authentication 

Guided, Faceted 

Search/Promotions 

Enrollment/ 

Service Order 

Business User Tools 

for Programs, Merchandising 

and Marketing  

Mutli-

Channel 

Customer 

Experience 

Opportunity to Order / Precision Marketing 

Federated 

Identity 

Management 

Product Offerings 

and Promotions 
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Benefits of IBM customer analytics 

Customer 
Analytics 

Unparalleled Consumer Experience 
•  Drives personalized engagement across multiple touch 

points 

• High customer satisfaction and loyalty, advocates, results in 

increased revenues 

 

Optimizing Customer Interactions 
•  Generates the right offer at the right time, in the right place 

• Attract the ideal customer and maximizes customer lifetime 

value 

 

360⁰ View of the Consumer 

•  Aligns the capacity to deliver with the propensity to buy  

•  Goes beyond traditional 1:1 interactions 

Social / Sentiment  
Analysis 

Reporting 
& Analysis 

Forecasting & 
Planning 

Predictive 
Analytics 

Decision 
Management 

Best of Breed 
Operational Platform 
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Questions? 



Thank You! 

Jesse Berst 
Host & Moderator 
SmartGridNews.com 
jesse.berst@globalsmartenergy.com 

Patty Durand 
Executive Director  
Smart Grid Consumer Collaborative 
patty.durand@smartgridcc.org 

Vickie Dorris 
Solution Leader 
IBM Energy & Utilities Industry 
vdorris@us.ibm.com 


