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Opower: una piattaforma di customer
engagement che trasforma le utilities in affidabili

energy advisors verso I loro clienti finali

- 8 Paesi
- 95+ utilities

- Scienza
comportamentale

- Big data

- Scienza analitica


Relatore
Note di presentazione
Hi, I’m ___________. I work for Opower, where over the last seven years we have become the customer engagement platform of choice for utilities around the world.  Our utility partners choose our expertise and technology to help them become energy advisors to the more than 50 million homes and businesses that they power. 


High bill alert

OPGWER

Your next bill could be

$328

cted e 15 Jundi b

Customer satisfaction
0 increase in overall
ﬁ 3 A) customer satisfaction

Brand value

0 improvement in relationship
ﬁ 5 /O and brand metrics

Call center volume

0 decrease in high bill calls during
@ 19 A) months with highest call volume
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Behavioural Demand Response (BDR):
Programme design

PEAK DAY NOTIFICATIONS PERSONALIZED ADJUSTMENT POST-EVENT FEEDBACK

Comunicazioni Feedback successivi alla
personalizzate per giornata di picco
sensibilizzare i
consumatori
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Relatore
Note di presentazione
Now let’s focus explicitly on BDR. We solved this problem by investing in software that delivers a personalized customer experience to encourage participation 
This past year, we delivered this program to four utilities in three different ISOs. This year, we have doubled the utilities deploying the solution and expect to reach over 1.5M households.
First, personalized insights, advice, and timely communication through multiple channels ensures customer awareness
Second, post-event feedback is designed to show customers how much they saved the day before, which, in turn, ensures they can associate these cash savings with their peak-day actions.
Let’s dig into this user experience a little deeper
In advance of a Peak Day, the utility notifies Opower that a peak event will occur the next day.  We leverage our Analytics Engine to create highly personalized communications that are delivered to millions of customers in a short time window.  The communications are customized based on all of the energy usage data in our Customer Data Warehouse along with 3rd party data such as parcel data.
On the peak day customers make adjustments to their energy usage based on the tips that we’ve provided – some adjust their thermostat, others delay using the dryer and washing machine, some even use the event as an excuse to eat out.  What’s important is that we see large scale behavior change – and since we’re targeting the entire home – as opposed to just the AC, these behavioral changes are meaningful. We measure the impact of these actions in two ways:	
In order to measure the gross savings we leverage a Randomized Control Trial. This means we’re measuring usage in the Test Group – receiving Behavioral Demand Response – to a smaller Control group. The savings are highly accurate – with a 95% confidence interval – and can be calculated rapidly after an event.
We also calculate a customer level baseline, which gives us a sense of individual household reduction.
Finally, this allows us to provide highly personalized feedback immediately after the event – typically within 24-48 hours – which is critical for encouraging ongoing participation.
This shows an example of the product being used to implement a peak time rebate program at scale.
We now have a number of utility partners relying on this system for managing their peak demand
The program is deployed to every customer with a smart meter, this is important as we’re leveraging large numbers to drive highly cost effective savings.



Immagine di un evento BDR

Pre-Event (July 21) Post-Event (July 23)
]
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Scienza comportamentale applicata al DR

Normative call to action

Actionable tips
Peak event normative comparisop——

Participation rationale

Simple opt out

OPGWER

Having trouble viewing this email? Click here

UtilityCo

Please join your neighbors in
reducing energy use on
Wednesday afternoon,
August 18th from 2-7pm.

You used MORE than similar homes on the last
peak day.

Last peak day: Wednesday, June 12th 2—7pm

Efficient
Neighbors

Al

You

2 kWh

-y
o
=
=
=

[l Al Neighbors: Approx. 100 occupied nearby homes that are similar size to yours,
(avg. 1,523 sq ft) and similar heat type

Efficient Neighbors: The most efficient 20 percent from the
All Neighbors group

What is a peak day?
To keep costs down on hot days, people are reducing their usage during peak days.

(5l Ways to save on peak days

Before you leave the house
Adjust your thermostat a few degrees

Pinterest yr brunch cardigan hashtag blue bottle, put a bird on it swag.
Schlitz umami kogi banh mi, next level craft beer yr forage Portland
church-key.


Relatore
Note di presentazione
The key to driving peak savings is personalized behavioral engagement
Like all of Opower’s products, many hours go into testing, iterating, and delivering the right type of message to customers
Baked into this product is behavioral science to motivate peak savings
As you see, we motivate the customer with a normative call to action that explains what the peak event is and asks them to join their neighbors
Next, we provide either a normative comparison or a ranking that tells them how they typically use energy during peak compared with similar homes
We make sure to explain the rationale for participation by educating the customer on peak use and the value of peak savings
CLICK
Finally, we provide a few actionable tips to channel motivation into savings during the hours that matter most
If the customer doesn’t want these comms anymore, we also allow for a simple opt out process

The result: Complicated process, but simple communication that motivates savings.


2015 expanded on 2014’s BDR success

OPGWER

Utilities
Households
Countries

Events

Communication
S

2014 2015
4 7
1.0M 1.5M
1 2
12 29
4.4M 11.7M

OPOWER CONFIDENTIAL: DO NOT DISTRIBUTE


Relatore
Note di presentazione
Our program continues to grow
From 2014 to 2015, we saw more clients, households, countries, events, communications, and MW
Our platform went from pilot to scale in one year, and is now ready to deliver millions of personalized communications to drive reliable peak savings for your customers as well

Source: https://docs.google.com/a/opower.com/spreadsheets/d/1PE6S_ngStacbSV53sU2-K1eOXiNBZIrE4TsFeQkAOVk/edit?usp=sharing


Risultati costanti del 3% in riduzione consumo senza
Incentivi economici o apparecchi aggiuntivi

|
Media dei risultati su 10 eventi in 3 stati
Key findings

kW Peak

3% average savings

Average Reduction™ 3.0%
Max Reduction:

5% during hottest hour

1/3 the cost of other
DR

10 events

== m= Control 3 utilities in 3 states

m— T .
et 95% confidence

Time of day

Risultati 2014
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Relatore
Note di presentazione
 We saw consistent and reliable savings across events

Without a price signal or a device in the home, we delivered an average reduction of 3.0% across 10 events.  
And in Southern California where the LA heat wave that broke energy demand records, BDR delivered a peak load reduction of 5.04% in the GWP territory at 5pm local time
What you’ll also notice is that we don’t see the snapback that you would see in an AC cycling program.  We’re engaging millions of customers, so the load curve before and after the event is quite smooth.
Delivering this level of savings – without a price signal or an installed device – is highly cost effective.  In fact we believe we can deliver more MWs under management at a fraction of the cost of a device enabled program on a per-kW basis.  On a per home basis we’re far cheaper – less than $5/home/year when compared to a device program that can cost anywhere from $800 – $1,200 per home.
Equally as important as the savings is the customer experience. . . curious when the last time you all saw a customer brag about your existing demand response program on Twitter. . . 


= Finding: Robust savings...north of the border

too
I
Savings rate by event in Ontario, Canada
Key findings

3,26%

2.93% average savings

50k households

400k communications
4 events
Persistent savings

Multi-day event
success

95% confidence

July 10 July 28 July 29 Aug 19
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Relatore
Note di presentazione
We also saw savings outside the U.S., showing that the program translates to diverse populations
We ran our first international program in Ontario
Robust program with hundreds of thousands of communications for 50,000 homes
Customers responded with above average savings
BDR works for all populations at scale


Grazie per la vostra attenzione

giulia.gioffreda@opower.com
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