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Early Years

Today
Forward 
Trends

Residential Approach Evolves



4Where do savings come from?

Residential Electrical Savings by Delivery Type

2000 2014

Source: PG&E internal data



5Full Surround Market Intervention
At Home

In Stores

Online

Trade Pros



6Home Energy Reports
Residential Electrical Savings by Delivery Type

2014

Source: PG&E internal data



7At Home



8Home Energy Report
 More than 500 GWh saved overall (equivalent to powering nearly 75,000 homes for one year)

 More than $50 million in customer savings



9Home Energy Reports
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10Where do the savings come from?

Residential Electrical Savings by Delivery Type
2014

Source: PG&E internal data

Upstream
• Primarily lighting incentives

Midstream
• Home upgrades
• Pool pumps
• Multifamily EE rebates

Downstream
• Appliance rebates 

(fridges, washers)

Direct Install
• Government partnership programs         

and third parties
• “Modest income” programs

Audits
• Residential customer surveys 

(mail, e-mail, phone, in-person)
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Heart & Home

• Low-to-moderate 
income in smaller 
homes   

• Do-it-yourselfers 
• Traditional channels

Gadget Family

•Affluent, established 
with large homes 
•Above normal energy usage given 
their requirements 
•Community-involved, Green-
minded, Time-starved

Eco-active Go Getters

• A mix of renters and 
homeowners who move 
frequently

• Bay Area and North Coast   
• Green-minded, Energy 

Efficient, and Low Usage

Customer groups who think, act, and believe similarly are personalized. 
Everyone has a “persona” designation and belongs to a group.

Personas



12Smart AC Targeting: Key Insights

Sources: CES Survey for SmartAC, 2014
Targetbase End of Season Analysis – Persona by Percent of SmartAC Installations, 2014
CES Composite Survey, Hiner & Partners, 2013

Current Customers 
Leading Personas
• Way Wired 31% 
• Heart & Home 23%
• Gadget Family 11%

Customers Targeted for Acquisition
#1 Growth Persona
• Living for Today

• 64% of
• customers were 
concerned about 
the level of 
discomfort they 
might be 
accepting  

• It’s an easy,      
set-and-forget: 
“SmartAC 
program easy” 
was one of the 
top 4 customer 
comments

•69% of 
customers 
expressed 
concern about 
losing control

• of their air
• conditioner 
d       

•Customers 
report that the 
#1 reason for 
enrolling is the 
cash incentive

Cash 
Incentive

Loss of 
Control

Loss of 
Comfort

Easy 
Automation

Drivers Barriers



13
Smart AC: Acquisition -
Communication Overview

E-mail Web



14Online



15Home Energy Check-Up



16Webrooming VS. Showrooming

Connected in-store experiences leverage both online and offline

Webrooming = 69% Showrooming = 46%

http://merchantwarehouse.com/a-retailers-guide-to-webrooming



17Creating New Tools



18Marketplace

An Experience Customers Know and Prefer



19In Stores



20Flexible Retail Strategies

End caps sales
Co-branded signs

Height of promotion

Price reduction

Staff Training
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All Major Retailers participated

Midstream Collaboration: 
2008-2012 TV Pilot
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Midstream Collaboration: 
2014 Retail Plug-Load Pilot 

• Validate program operation, evaluation and performance
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RPP Trial ‐ Appliance Promotion 11/1‐12/31/14

Market Share of Qualified Appliances

22 Participating Stores

66 Non‐Participating Stores



23Retail Plug Load Platform with EPA

Home-Theaters-in-
a-Box/Sound Bars 

(ES + 15%)

Air Cleaners Dryers Room Acs? Freezers



24Trade Professionals



25Trade Pros
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In-premise communication

SmartMeter™ communication

Future: Customer Energy Management



Appendix
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The Grid of Things:  the always there, always on platform that enables all the 
products and services customers need to engage with and use energy

Connected Home

50 Billion Things

10 ,000,000
Smart Meters

500,000 
Solar Rooftops
(3,800 MW)

1,000 
GWh/year 
Energy 

Efficiency 
(200 MW)

685 MW 
Demand 
Response

28,000,000 
Therms/year 

Energy Efficiency

250 MW 
Utility‐Scale 
Battery 
Storage

400,000 EVs

2,000 MW 
Utility‐Scale 

Wind

>30,000 MW Non‐
Intermittent 
Generation

3,000 MW 
Utility‐Scale 
Solar PV

1   Grid facts represent PG&E‐specific, internal 2020 estimates for items in PG&E’s service territory, excepting: 1) utility‐scale solar and wind amounts, which include all resources under or 
expected to be under contract to PG&E in 2020; 2) utility‐scale battery storage amounts, which use PG&E’s transmission and distribution storage targets resulting from Assembly Bill 2514, 
assuming projects come online 2‐3 years after the date procured; 3) energy efficiency estimates, which are based on 2014 PG&E goals; and 4) non‐intermittent generation in PG&E’s territory, 
which is sourced from the California Energy Commission’s Energy Almanac (http://www.energyalmanac.ca.gov/powerplants/Power_Plants.xlsx). 

GRID of
THINGS

In 2020:1

In 2020:



29Energy Alerts



30Target Marketing

We listen to what customers 
are telling us about their 
needs and wants, and how 
they think.

We have a long tradition of 
encouraging customers to 
share their voice:
•Qualitative & Quantitative Studies 
(Programs, Products, Rates, 
Touchpoints)
•Customer Satisfaction Surveys
•Brand Health Tracking
•Social Listening
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• Leverage Internal and External Data for Deeper Understanding
• Go beyond the energy profile to uncover behavioral, attitudinal and 

personality characteristics along with corresponding emotional levers 

• Strive for Customer Centricity
• Create representative “personas” for energy consumers and 

operationalize them throughout the organization

• Drive Results from Utilization of Personas
• Develop more satisfying and efficient interactions 
• Influence and increase level of trust 
• Enable greater customer and business impact 
• Further our relationship/engagement opportunities using a holistic 

approach

Customer Segmentation Approach



32Benefits of Persona Segmentation

Product Development

• Identify product gaps
• Understand customer impact
• Enhance existing products/tools

• Identify which segments drive higher cost 
• Identify opportunities for efficiencies 
• Gain insight into how processes fit with customer 

segments
• Assist evolving or developing processes

Operations



33Insights from Smart Meter Data
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34PG&E’s Smart Thermostat EE Assessment

Objective
Evaluate gross energy savings and effectiveness of EE facilitating features in multiple smart 
thermostats with focus on optimization software, occupancy sensing and geo-location. 

Design
• Scaled Field Placement of multiple smart thermostats to evaluate effectiveness of EE 

facilitating features, such as occupancy sensing and geo-location. 
• Targeting 1,000 units each
• Participation in this project requires manufacturer to provide subset of operating data 

(indoor temperature, set points, etc.)
• Incorporate existing customer data to keep cost down or as backup strategy for 

suboptimal participation, as feasible.

Potential Partners
o NEST
o Ecobee 3
o EnergyHub/RTA CT80
o Honeywell Lyric
o Earth Networks/Emerson 



35On the Horizon: Supply-Side DR Pilot

In 2015 & 2016, PG&E is launching:

 Supply-Side DR pilot
 Allows vendors to bid DR capacity into the wholesale market

 Excess Supply DR pilot 
 Address situations of over-generation on the grid) to help enable residential 

aggregation for vendors interested in this alternative business model



36Smart AC: Creative Material
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