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Marketing objective 

Encourage SMUD customers to participate in a 

SmartPricing Options plan by educating them on 

– (1) the rate and time-variant pricing and  

– (2) the benefits of reducing their energy use during the 

summer’s critical peak periods. 
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Recruitment strategy 

Marketing activities included a mix of channels 

and tactics and a phased approach: 

– Phase 1: Pre-recruitment education   

– Phase 2: Recruitment 

– Phase 3: Retention & notification 

 



What customers want 

• Industry terms explained clearly (e.g., kWh, peak 
hours) and examples that help them understand the 
possible savings involved.   

• Specific information about peak hours, examples of 
ways to conserve electricity. 

• Low-cost or no-cost measures that are easy to 
implement. 

• Messages that have a friendly tone and easily 
connect conservation with saving energy and money, 
and helping the environment. 

• Realistic situations and images in materials. 
Locations that appear to be in or around Sacramento. 
 



Language examples 

• What’s a kWh? A kilowatt-hour (kWh) is the term used to 
measure the amount of electrical power used in one hour. 
Kilowatt-hours are what the electric meter on the side of your 
house measures. This is the basis for calculating your 
monthly electric bill. 
 

• Off-Peak Hours: Off-peak hours are Monday through Friday 
before 4:00 p.m. and after 7:00 p.m., all day on weekends, 
July 4th and Labor Day. That means that 90% of the time, 
you get a discount. 
 

• Energy saving tip: Use less electricity during peak hours by 
shifting when you use (like doing laundry after 7:00 p.m.) or 
by reducing your overall usage (powering off your TV when 
you’re not watching). 
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Mass media campaign 
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Web ad Print ad Landing page 



Recruitment results 

• 16% -18.8% enrollment  rate for opt-in pricing 

plans (goal was 15%) 

• 94%-98% for opt-out (default) pricing plans 

(goal was 50%) 

• 107- 120% of our enrollment goals! 
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Customer Communication 
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Letter mailed 60 days 

before rate is effective 

Follow up postcard mailed 30 

days before rate is effective 

 

Educational website 

Welcome 

letter and 

magnet 

mailed 

month 

that rate 

is 

effective 



Welcome packet 



Retention goals (first summer) 

• At over 100% of our retention goals in all but 

one treatment group. 

• Most drops are due to customer moves. 

• Attrition is at 8% for opt-in groups and 10% for 

opt-out groups. 

• Load shed 

• Not much difference between opt-in and opt-

out 
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Lessons learned 

• Communication 

• Focus on benefits, e.g., off-peak rather than 
peak when describing the rates  

• Robust marketing packets with complete 
program details, “call to action” and easy 
enrollment tools 

• Use a mix of channels: Mail, web, social media, 
phone, text. 

• Ongoing education is key to retention and 
behavior change.  

• Research is critical before launch, and on an 
ongoing basis for continual improvement. 
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Lessons learned (Yes, there’s 

more!) 
• On Facebook, customers are more responsive to 

simple Q&A type contests. 
• When customers understand goals, it increases 

satisfaction. 
• Focus on the benefit to the customer.  

• Eliminate the Welcome Back letter and just send the 
Welcome Back Kit. The letter generated drops from 
the program. 

• Boost website traffic by starting the summer with a 
big promotion, like The Home Depot Grill 
Sweepstakes. 

• Poll customers to find out what’s meaningful to them. 
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Looking ahead 

Our RTOU efforts are utilizing findings from SPO 

pre/post recruitment research and marketing 

strategy  
– Define recruitment strategy – default  vs. opt-in 

– Highlight positives of rate plan, ability to potentially save $$, better 
understanding and control of electricity usage 

– Help customers make the connection between reducing electricity use 

during peak, and the community/environment  

– The importance of regular communication and ongoing education for our 

customers 
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Research is a key component 

• Measure customer/employee comprehension of rate plans 
based on simple plan descriptions/graphics. 

• Identify their initial preference among rate plan alternatives 
and their reasoning. 

• Explore customer understanding of behavior changes and 
their ability/willingness to engage in these behaviors. 

• Gauge customer/employee understanding and reaction to 
information, graphics and naming conventions. 

• Identify customers’ /employees’ informed preference among 
rate plan alternatives and their reasoning. 



Discussion 

• Are there any unique challenges your utility is 

facing? 

• What creative approaches are you taking to 

reach your customers?  

• What hurdles are you facing in educating and 

communication with your customers?  



Additional resources 

• SmartPricing Options reports 

– Interim evaluation 

– Final evaluation 

 

• SmartPricing Options website example 

– smud.org/smartvalue 

 

https://www.smartgrid.gov/files/MASTER_SMUD_CBS_Interim_Evaluation_Final_SUBMITTED_TO_TAG_20131023.pdf
https://www.smartgrid.gov/files/SMUD_SmartPricingOptionPilotEvaluationFinalCombo11_5_2014.pdf
http://www.smud.org/smartvalue
http://www.smud.org/smartvalue


Contact information 

Karen McCord, Marketing  

w.916-732-6472 |  kmccord@smud.org 

 

 

J. Ryan Tan, Market Research  

w.916-732-5412 | Ryan.Tan@smud.org 
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