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The SGCCis a
consumer focused
non-profit
organization aiming
to promote the
understanding and
benefits of

modernized
electrical systems. )
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The Smart Grid Consumer Collaborative
Mission:
'1sten via consumer research

educate via outreach and messaging
toolkits

collaborate via shared best practices

Working for a consumer-friendly consumer-safe smart grid



Three Types of Memberships:

Technology Companies

Iltron, IBM,
Accenture Best Buy
Intel, GE,

Control4 Landis+Gyr
Utilities
AEP, BG&E, |Consumers
PG&E Energy
OGE, Duke |Progress
Energy Energy

Nonprofits

GridWise Green DMV
Alliance
Southeastern Utility
Energy Consumers'
Efficiency Action
Alliance Network
Ohio Future of
Consumers' Privacy Forum
Counsel
Environmental | Natural
Defense Fund Resources

Defense

Counsel
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Two main reasons to create a
national smart grid:

Today’s grid is built in Substantial Benefits:
the 215t century, Is . Reliability

aging, one way e Economic

communications o
and lacks current » Efficiency
technology e Environmental

collaborative



Scientists’ Report Stresses Urgency of
Limiting Greenhouse Gas Emissions

By LESLIE KAUFMAN The N E
Published: May 12, 2011, New York Times Che New JJork Times

The nation’s scientific establishment issued a star K
warning to the American public on Thursday: Not
only is global warming real, but the effects are
already becoming serious and the need has become
“pressing” for a strong national policy to limit
emissions of heat-trapping gases.
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Under the Sea, Coral Reefs in Perll

By JOHN COLLINS RUDOLF
Published: June 4, 2011, New York Times Ehe New JJork Eimes

... a new study by an international research team offe ~ rs some of the

strongest observational evidence linking carbon emi ssions to reef
damage.
“This study proves we must urgently transition to a low-CO2-emissions

future or we face the risk of profound losses of co ral ecosystems,”
said Katharina Fabricius, a coral reef ecologist wi  th the Australian
Institute of Marine Science...

Just days before the study was published, the Inter national Energy
Agency released new data indicating that the world’ s carbon dioxide
emissions had reached a record-breaking 30.6 billio  n tons last year, )
despite the continuing effects of the global recess ion,
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A Warming Planet Struggles to Feed Itself

Published: June 4, 2011, New York Times

Many of the failed harvests of the past
decade were a conseguence of weather
disasters, like floods in the United States,

drought in Australia and blistering heat
waves In Europe and Russia...

Temperatures are rising rapidly during the
growing season in some of the most

Important agricultural countries...shave
yields.
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How can a smarter grid reduce
CO, emissions?

1. By improving energy efficiency
2. By encouraging renewable and
distributed energy

3. By communicating between utility and
consumers about deferrable loads

4. By faclilitating the adoption of EVs and
Plug-in Hybrids
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Utility executives:
customer buy-in essential

Yet less than half of utilities are
preparing their customers

Phil Carson, May 26, 2011
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Role of the Smart Grid Consumer
Collaborative:

e Dedicated to consumer research and
understanding

 Unique In the field: consumer and
environmental advocates as members

 Primary focus Is educational
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2011 State of the Consumer Report | )

Smart Grid Consumer Collaborative SmartGric
consumer
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80+ sources with many common findings



The Knowledge Gap

* Few Americans are energy literate, take electricity

for granted
* Distinctions among EE, DR, etc. are lost
* Funding by PUCs and DOE can encourage silos

* |Integrated narratives vs. hardware substitution
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Many People Want to Know More

Interest tends to be financial and relational
rather than technical

Privacy and data access of greater concern to
stakeholders than most consumers

Greater transparency on funding is desired by
consumers with expectation they will share In
the operational savings

Financial implications of failure to take action
needs to be part of story
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Major Drivers for Consumers

* Knowledge and perspective matter

* Early adopters care about tech or environment
* Energy champions care about big picture

* Cost saving expectations higher than realistic

* Need to weigh risks/costs of action/inaction
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Consumer Segmentation

* Key to successful engagement

* Varied methodologies, comparable findings

* More predictive than traditional demographics
* Simple consumer view for self-selection

e Utilities need to deal with all segments

* Percentage mix actionable on local level
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Different approaches to segmentation

Energy Energy Energy Energy
Optimist Worried Satisfied Indifferent

UTILITY SUMMIT 2010 gcrﬂn%rafﬁnrég
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Different approaches to segmentation

FIGURE 5.
Types of residential and small commercial energy customers.

A

Hi

Frugal Goal-Seeker (FG) Energy Stalwart (ES)

An energy consumer who is willing to take An energy consumer who has specific
modest action to address specific goals or goals or needs in energy usage, and has

needs in energy usage, but is constrained in both the income and desire to act on
what they are able to do because disposable those needs

income is limited

22%

Passive Ratepayer (PR) Energy Epicure (EE)

An energy consumer who is relatively uninvolved A very high-usage energy consumer relatively

with decisions related to energy usage and unconstrained by budget limits, but with little

uninterested in taking or unable to take added or no desire for conservation or active involve-
responsibility for these decisions ment in energy control

Decision-making initiative taken

. 31% 26%
=1
- >
Low Disposable income available for energy choices High
Sample size = 5084

Source: IBM 2008 Utility Consumer Survey.
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Different approaches to segmentation

>
accenture

ecéalign‘

Motivation on the Use of New
Technologies/Participation in New Energy

Programs
Cost-Conscious Saver 41%

Indifferents

Skepticals

Environmentalist/ Green
Consumer

Traditional Consumer - 10%
Tech Enthusiast - 10%

0% 10% 20% 30% 40% 50%

19%
Proactives

Pragmatics

Eco-rationals

Costconscious

Six consumer segments have been identified
according to their preferences for the different
components of electricity management

SmartGrid
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Simplified Motivational Map
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Consumer Concerns: privacy, security,
data access

How strongly do you agree or disagree with the following statememnts?

' ™y
Smart meters will be accurate m
Not warried about data on homs power Larga
usa remaining private Er“m
at a 1 Wirusas or Brs . m
g o - Jied
. bo influsnce
Third party can have my information [ i 7Y
to help me conserve i ¥
Powar companies will not increase rates to e . 13
offset smart-meaer costs N |
‘Want more communication from power 24 .
company on smart maters
5 100
M Fuly dsagren | Disagres 1) Agree W Fuity agres L
B8 Largoly dsagrea [ Jmeuernl [ Largery agree )
Boston Consulting Group
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Who Consumers Trust

Figure 11.

What organizations do you trust to inform you about actions you can take to

optimize your electricity consumption?

Environmental associations 110

Academics/schools/scientific

Je0

475

51%

St T
associations
Consumer associations B% |
| Utilities/electricity providers 250
|
Government/governmental crganizations 26%
Online service providers e
(e.g., Google, Microsoft)
Retailersfequipment manufacturers 37
Home service providers (e.q., cable television
provider, telecommunications provider, home 28%
security company, etc.)
B Do not trust

Source: “Understanding Consumer Preferences in Energy Efficiency,” Accenturs 2610,
Base: All respondents

W Meither trust nor distrust

W Trust

205

1300

13%0
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Empowering Consumers

Cisco Connected Grid
Home Energy Management

Demand Response Opt

-In
= W

Bill Presentation

Ways To Save
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Last 3 Months Neighbor Comparison |  You used 32% MORE than your efficient neighbors.

EFFICIENT
NEIGHBORS

You

ALL NEIGHBORS

784 KWR

1,033

1270

* KWh: A 100-Watt bulb burning for 10 hours wses 1 kilowatt-hour,

HOW YOU'RE DOING:

GREAT 2E

» | Goop ©

MORE THAM
AVERAGE
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Key Takeaways:

The electrical grid is aging and needs
significant infrastructure investment

Today’s communications capabillities
must be Integrated to build efficiencies

Consumers have a critical role to play

Consumers should be approached via
their values rather than demographics
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