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Varied Levels of Commitment

e Motivational
context

 Daily routine
or occasional
attention?

] e AC or not?

* Willing to
share control?

Commercial & Industrial Segments

Source: To the Point ©2011 4
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Next Best Action Segmentation

Source: Quigley Simpson
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National Mass Marketing of EE:
» Finding creative ways to appeal to all
audiences and incent behavioral change
— “Lowest Common Denominator”
* Save energy

— Save money
— Reduce waste
— Leverage seasonal hooks The simp|e
- Earth Day choice for energy

» Cooling / Heating
— Leverage product-related hooks
* Ex. Consumer Electronics,
Appliances
— Utilize self selection wherever
possible

*  Providing our partners a strong and
relevant brand for them to leverage in
their own segmentation efforts

efficiency




Major Outreach Initiatives for 2015

Product / Seasonal Integrated Media
Promotions

— Winterization / heating

— Holiday (consumer electronics)

— NEW ENERGY STAR certified Dryers

— Refrigerator early replacement

— Cooling

— Water Heater promotion (TBD)

— Lighting
ENERGY STAR Most Efficient

— Additional spot markets
Back to School / Team ENERGY STAR

— Boys and Girls Clubs partnership
My ENERGY STAR consumer promotion
2015 ENERGY STAR Change the World Tour
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Source: Pederson, M. (2008). Segmenting residential customers: energy and conservation
Behaviors. 2008 ACEEE Summer Study on Energy Efficiency in Buildings;
https://www.aceee.org/files/proceedings/2008/data/papers/7_671.pdf

Energy Bike
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Contractor Training and Feedback

Customer Interface Groupings

Office and
Retail
High
Business Office
Retail Facilities
Convenience Store
Small Service
Bank
Church
. Common -
Projects/Year Space Food and Dining
Parking Garage/
Lot
Multi-Family
Medical/ (common area) Food Stores
Manufacturing Warehouse glnlng - Family
estaurant
Manufacturing
Medical Office
Nursing Home
Low

Level of Customization
1

Contractor Success Groups
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Customer Engagement Expansion
Market Movement by sector to higher Quartiles

of steering 1o higher quartiles:
-Larger customer more sophisticated about energy usage
~More likely to have energy point person
~Higher potential for increased conversion rate
-More savings per facility
-More contractor time spent on installations less on sales
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Building the Business Case

Basic Steps of the Value Creation Chain

Control and )
Demand ) Aggregation of
. operational ..
Value Creation Response data and Efficient

awareness at L
Chain = Enabled communications use of
i customer
Equipment e at LSE Level demand
facilities
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Building the Business Case

Market Entities - Role

Demand

Value Creation Chain

Response
2> Enabled
Equipment

Digital signal
control

Equipment

Market Entity provider

Sales, installation
and compatibility

Customer

or LSE interface

Control and
operational
awareness at
customer
facilities
Load control and

end-user facility
awareness

Demand Response
provider

Provides load
reduction
availability and
executes reduction
commands

Customer

Aggregation of
data and

communications

at LSE Level

Data transfer and

information
management

Communications
and control
providers

Facilitate data
communications
and situational
awareness

LSE

Efficient use
of demand

Reduced
costs

End users and
LSE

Efficient use
of demand

Customer and

LSE
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