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Problem #1



Qualifying Products List



Problem #2

* 2012 PG&E Appliance Customer Journey Research

The percentage of utility customers 

who go on-line to shop for appliances



Something is Broken

retailer.com

Which one 
qualifies for a 
rebate???



Something is Broken

25%
The percentage of 

PG&E residential 

rebates currently 

rejected

20%
The percentage 

rejected due to 

invalid model #.



Problem #3

Where have all the rebates gone?



Welcome to PG&E’s Marketplace



Easy to Find Qualifying Products



Inspire the Right Action

Energy 

information 

provided with 

the products



Make it easy: Intercept the Journey

Big data 
enables 
low-cost 
targeting



Make it easy: Intercept the Journey



Pledge Campaign to Influence



Marketplace Metrics – November 2015

• Visitors on Marketplace

– Look on average at 3 pages per visit

– Linger an average of 3 minutes 45 seconds

– More than half interact with multiple pages



Engaged Email Audience

• Over 4,000 email addresses captured

• Nearly 60% of subscribers open ongoing email 
communications



Paid Search vs PGE.com Traffic

• Visitors who arrive at Marketplace via PGE.com

– Spend on average 1 min 46 seconds longer than 
visitors from paid search

– 10% less likely to bounce

– 53% more likely to sign up for rebate information



Preliminary Conclusions and Next Steps

• Marketplace appears to be addressing multiple 
market barriers associated with sub-optimal 
customer experience

• Next steps:

– Survey Marketplace users how Marketplace may 
best be positioned within PG&E

– Assess potential for using Marketplace to claim 
energy savings as a result of intervening with the 
customer decision-making process 



Questions?

Susan Norris

Senior Manager, EE Products

Pacific Gas and Electric Company

Susan.Norris@pge.com



engagement by demographic

• Those in the 35-44 age group view the most 
pages per visit (3.45 on average) and spend 
the longest on site (4 minutes and 40 seconds 
on average)

• Male traffic tends to stay longer on site than 
female traffic
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marketplace engagement by category 
in november
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marketplace demographics by 
category in November
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interests by category in November
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in-market segments by category in 
November
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