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Name Background 

 

 

David Helliwell 

 

 

 

CEO – Pulse Energy 
 

• Focused on the energy sector since 1994. 

• Previous roles include Exploration Geophysicist  and Director of 
Policy for a Cabinet Minister in the Canadian federal government. 

• Currently he is  a Director of the Vancouver Board of Trade, an 
Action Canada Fellow, a member of the BC Cleantech CEO 
Alliance, and is on the Imagine BC advisory board  

 

 

 

David Helliwell, Pulse Energy 
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Small and 

Medium 

Enterprises 

Large 

Commercial 

Buildings 

Communities 
Program 

Administrators 

The commercial customer base 
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Small-medium business: The forgotten sibling 

$2.4B of commercial utility energy efficiency spending in 2011 

*CEE North American Utility DSM Data, 2011 

56% 

Large accounts (50,000+ sf.) 

• 56% of consumption 

• 5% of accounts 

Small-Medium Business (<50,000 sf.) 

• 44% of consumption 

• 95% of accounts 

 

44% 
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Vertical specific targeting works 

“Feels like a different type of 

message from the utility.” 
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Unbundle businesses with significant differences 
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Bundle businesses with common attributes 

Full Service 

Restaurants 

Snack Bars Quick Service 

Restaurants 
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Prioritize which verticals to target 
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Get your 

customers 

fired up. 

Show 

results of 

actions. 

Give clear 

and targeted 

suggestions. 

Three key steps to successful engagement 
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Motivation – Using comparisons to similar SMEs 
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Drive action 
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Reinforcement – Using regular feedback 
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Experimental design  
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Simplify program 

evaluation with 

proper experimental 

design. 

Measure regularly 

and identify issues 

earlier. 

Track user behavior 

to improve selection 

and messaging. 

Three key considerations in program evaluation 



Questions? 



 

Name 

 

Background 

 
 

Susan Mazur-

Stommen 

 

Director, Behavior and Human Dimensions 

Program - ACEEE  

 

• Co-chair for the BECC conference, and conducts 

qualitative research on behavior change and energy usage. 

• Next publication is  the ACEEE Field Guide to Utility-run 

Behavior Programs  

• Previously adjunct professor California State University 

system, as well as a Ethnographic Researcher for 

Lawrence Berkeley National Laboratory 

• Holds a MA and a Doctorate in Cultural Anthropology from 

the University of California, Riverside, and a BA in Cultural 

Anthropology from San Jose State University. 

 

Susan Mazur-Stommen, ACEEE 



Utilities do not understand small 

business 

• Small business remains elusive when it 

comes to understanding their energy 

efficiency needs – but it is an untapped 

market, and a resource for acquiring savings 

for utilities 

• Utilities can work effectively with small to 

medium-sized business customers to attract 

them to services and offerings 



Partnering with small to medium 

enterprise 

• Utilities should keep in mind that adding 

social and behavioral components to 

technical offerings can boost both 

participation and subsequent savings 

• This effect can be seen in some 

circumstances to enhance savings by several 

percent 



Engaging small to medium 

enterprise  

• Social and behavioral components work 

because they touch on multiple key 

aspects of human nature 

• We believe that effective programs 

'stack' approaches to address multiple 

motivations 



The areas to engage include 

the 'practical-rational', the 

'emotional-cognitive' and the 

'social-interactive' 



Behavior and small business 

Using a behavioral approach towards 

small business enables utilities to work 

with owner priorities and fit their 

decision-making styles 
 

In research at ACEEE, we found small 

business owners are interested in 

making energy efficiency investments, 

but they need trusted partners! 



What we mean by Trusted Partners 

  
• It is a commonplace to focus on 

consumer behavior, but none of it takes 

place in a vacuum. 

• Consumers, whether residential, 

commercial, agricultural (or industrial) 

need partners to deliver the services 

and information they need to change the 

way they use energy.  

 



To be truly innovative, engaging, and 

most importantly, successful  

 
a program that intends to significantly reduce 

energy consumption in SME needs to stem from 

a coalition of partners and stakeholders 

 

new forms of incentives should be offered  



Channels 

• Need to be top-down, bottom-up, and peer-to-

peer 

• These include utility communications, such as 

the bill or bill inserts 

• Face-to-face meetings with utility and local 

officials as well as property management  

• Collaborative work teams 



Messengers 

• Need to be both authoritative and trusted 

• Should be selected from among sets of 

stakeholders to drive process forward 

• This can include neighbors, tenant 

association members, dedicated utility 

personnel, and well-known community and 

civic leaders. 



Incentives and Media 

Provide recognition and a chance to boost 

local/social capital  
 

Monetary rewards need to be small, concrete, 

and immediate 
 

Media should be mixed, e.g., posters, mailers, 

social media 



Wrap-up 

• If you are interested in more from ACEEE 

Behavior, please go to our website, 

www.aceee.org, register to be able to log-in, 

when it asks you your sector of interest, click 

‘Behavior’ to get updates and invites from our 

program and to follow our blog posts  
 

• Or contact me: Susan Mazur-Stommen, 

Director of Behavior and Human Dimensions 

Program at ACEEE smazur@aceee.org  

 

 

http://www.aceee.org/
mailto:smazur@aceee.org


Questions? 



 

Name 

 

Background 

 
 

Michael Seelig 

 

Product Manager – PG&E  
 

• 15 years experience in corporate planning, e-commerce, 

finance, information technology, marketing, operations, 

product development, program management, and real 

estate 

• Oversees PG&E’s energy efficiency behavioral roadmap, 

product design, market placement, and cross portfolio 

integration throughout California. 

• Manages the entire IT product lifecycle from conception 

through deployment across seven PG&E organizations, 

external vendors, and industry specialists  

• Holds a PMP from the University of California, Berkeley, 

and a BA from San Diego State University. 

 

Michael Seelig,  PG&E 



Emerging Technologies Pilot 

Michael J. Seelig 
Pacific Gas and Electric Company 

Business Energy Reports 



Background 

34 

What is Emerging Technologies? 
 

Provides a means to coordinate work to facilitate 
the assessment of promising energy efficient 
emerging technologies that will benefit California 
customers. Learn more at http://www.etcc-ca.com  

 

Why? 
 

• Small and medium businesses (SMB) consume 
about 22% of the total U.S. electricity1. 

• Represents a significant opportunity for 
energy conversation. 

• Need a cost-effective way for engagement 

1 Consortium for Energy Efficiency, 2012 Annual Industry Report 

http://www.etcc-ca.com/
http://www.etcc-ca.com/
http://www.etcc-ca.com/
http://www.etcc-ca.com/


What we did? 

1. Select your target population 

2. Conduct focus groups and interview business 
owners 

3. Establish the technology infrastructure 

4. Create a measurement and evaluation plan 

5. Soft launch 

6. Full-scale field placement pilot 

35 



Target Population Selection 

1. Who are the SMB customers? 

2. Is there sufficient data? 

3. Who is eligible? 

4. Select targeted industries 

– Population size 

– Engagement potential 

– Savings potential 

5. Test selected population 
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Focus Groups & Customer Interviews 

In March 2013, an independent consultant conducted focus groups with business owners from the 
targeted population of PG&E SMB customers. 
 

 

Objective:  To gauge the clarity and value of the information contained in the Business Energy Reports. 
 

Methodology:  
• 4 separate focus groups were hosted in a lab setting with about 8 to 12 business owners per group.  

• Each business owner was asked to privately provide feedback on each report template. Then the 
participates shared  their feedback with the group. 

 

Key Findings:  
• The majority of the participants responded favorably to the information presented in the report. 

• The participants found the sector specific content added credibility and value to the business 
owners. 

• Personalized data & recommendations were the most valuable. Business owners wanted even more 
data.  

• Participates expressed less enthusiasm about the comparisons, but admitted it was interesting and 
claimed they would reduce their energy usage if they spent more than their peers. 
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Technology Infrastructure 
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Building Data 

Energy Rates Weather Data 

Operating Hours 

Energy Usage 

Pulse Energy 
Analytics 

Business Energy 
Reports 

Customer 
Feedback 

http://www.pulseenergy.com/site/pulse-platform/pulse-energy-manager/
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How it works? 

• Experimental Design 

 Randomized Control Trial (RCT) 

 23 different business sectors 

 15,266 in treatment and 14,812 in control 

 

Formula:  

        Control –  Treatment  = Energy Savings 

 Can measure a change in energy usage of 
0.1% with over 95% accuracy 
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Confirmed pre-experiment usage closely matches 



Soft Launch 

On June 7th, 2013, 160 Business Energy 
Reports were mailed to PG&E SMB 
customers. 
 

Objectives:  
1. Confirm systems operational readiness 

for the larger pilot launch. 
 

2. Capture initial customer feedback 
 

3. Make final products and process 
improvements. 
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4% 
7% 

4% 

4% 

4% 

5% 

4% 

4% 

5% 

10% 6% 

6% 

5% 

4% 

5% 

6% 

16% 

Accounting Automotive Repair Bars 

Clothing Stores Convenience Stores Dentists 

Dry Cleaners Grocery Stores Hair Salons 

Healthcare Hospitality Laundromats 

Legal Services Liquor Stores Nail Salons 

Religious Orgs Restaurants 



Full-scaled Pilot Launch 

In October 2013, 15,266 Business Energy 
Reports were mailed to PG&E SMB customers 
 

Goals:  

 Calculate behavioral energy saving results 

 Evaluate engagement effectiveness 

 Track marketing effectiveness 

 Assess customer satisfaction 

 Determine future scalability potential 

41 



How it works – Tiered Comparisons 
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Above 
Average 

49% 

Above 
Efficient 

27% 

Above 
Elite 
15% 

Below  
Elite 
9% 

Driving Businesses Towards Energy Efficiency 

• Average Usage: Represents the 50% percentile of energy usage for a business type 

• Efficient Usage: Represents the Top 25% of the most energy efficient businesses 

• Elite Usage: Represents the Top 10% of the most energy efficient businesses  



How it works – Tiered Comparisons 
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Driving Businesses Towards Energy Efficiency 

• Average Usage: Represents the 50% percentile of energy usage for a business type 

• Efficient Usage: Represents the Top 25% of the most energy efficient businesses 

• Elite Usage: Represents the Top 10% of the most energy efficient businesses  



How it works – Tiered Comparisons 
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Above 
Average 

49% 

Above 
Efficient 

27% 

Above 
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9% 

Driving Businesses Towards Energy Efficiency 

• Average Usage: Represents the 50% percentile of energy usage for a business type 

• Efficient Usage: Represents the Top 25% of the most energy efficient businesses 

• Elite Usage: Represents the Top 10% of the most energy efficient businesses  



Time-driven Usage Comparisons 
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Driving Businesses Towards Energy Efficiency 

And reducing peak energy usage 



Localized Target Marketing 

Leveraging PG&E big data to target utility offers to qualified customers 
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Fresno Audit Campaign 

Pre-qualify 
customers 

Fresno Heat Map 
PG&E 

Customers 



Questions? 



You will receive  a link to download a copy of the slides  

to the email you used to register. 

Jesse Berst 
Host & Moderator 

SmartGridNews.com 
jesse.berst@globalsmartenergy.com 

 

Thank You! 

Susan Mazur-Stommen 
Director, Behavior & Human Dimensions  

ACEEE 
smazur@aceee.org 

David Helliwell 
CEO 

Pulse Energy 
david.helliwell@pulseenergy.com 

Michael Seelig 
Product Manager 
PG&E 
michael.seelig@pge.com 


