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Data alone does not drive customer engagement 
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An AMI Customer’s Usage Report 

Over Three Summer Days:  

? 

• Smart Meters provide detailed usage analysis, but so what? 

• The value of AMI data is in the insights derived through meaningful analysis 

• Insight, not data, needs to be pushed to customers to drive behavior change 
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Customers need insights delivered through well-
designed messages 

Contextualized 

Action Steps 

Pushing Insight 
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Loss Language 
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Ongoing tests continue to improve messaging 

• Inclusion of frowns for above-

average users… 

• Providing specific insight through 

heating disaggregation … 

• Displaying a “neighbor rank” 

taps competitive spirit to drive 

additional savings… 

… negative impact on satisfaction! 

…boosted results up to 50%! 

  …??? 
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Deep customer engagement has multiple benefits 

Control Group Participants 

SOURCE:  Program participation rates for a Northern California utility SOURCE: Third party customer survey conducted at a Northwest utility 
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