Marching Orders

* In addition to program design,
e discuss marketing strategies,
e customer feedback,

e and research findings (“familiar” programs)

— indicating the degree to which these models are
operating as intended,

— where some of the challenges exist, and
— what outcomes have been achieved.
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Fromtimetotime, Duke-Energy-analyzesthe-energy-usage-ofits-customersforresearch-purposes.-

No-actionisrequired onyourpart.Youwillnotnotice-any-changes.~We-willsimplybe-trackingyou
usageforthenextfewmonths, relativetothe-energy-usage-of similarhousesin-the-area.-Yourene

usage-dataiskeptcompletely-confidential,-andthis-willnot-affectyourbill, yourcomfort-orconven
inany-way.-q

This:
notedsjusttoinformyou, yourhomehasheenrandomly-selectedtobe-included-in-oursample-group.
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Feedback Research

EPRI Evaluation of
Feedback

Research medium’s
causal basis

--Hawthorne Letter

Research on impacts

—Self — reported actions
versus revealed

Distribution of Impacts
—UCLA Econometric Research
—Risks in Distribution?

From Ossege, Ozog,
Thompson, AESP 2010



Commercial Pilot Approved
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Assistance

——————

Action

Provide “customers” near
real-time information on
their energy consumption

Part of the expected
learning from the pilot
will be which information,
provided to which
stakeholders, is most
effective in creating
energy savings

Displays, engagement
education

HR&A Advisors, EmPower Devices a Duke Energy Pilot



Plan for a successful ascent

1. Run a portfolio like a grocery store Manage for
Yield and Margin. NOT participants

2. Customers are not equal (or stationary) Target
Marketing: Always vary offers to learn.

3. Steal Second More Use one program to hook
the next but beware diminishing returns

4. More pictures fewer graphs Low risk strategies
should not have same burden of proof
(widget vs. mkt)

5. Plan for Stormy Weather Conduct more
“defensive” opportunistic research.

Ossege, Wu, Thompson Gateway Effects in Efficiency, IEPEC

SAGEVIEW 2011
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Simple actions matter.™




Contact info

e Patricia Thompson, JD
e Cell 925-719-0229
e Patricia.thompson@sage-view.com

e WWW.Sage-view.com
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