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EU Energy Industry Challenges

Increasing competition

Regulatory & political 
pressures

Stagnating
demand 

Smart meters & 
appliances

Decarbonisation & 
Distributed Generation
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« CUSTOMERS ONLY THINK ABOUT ENERGY 9 MINUTES
PER YEAR »*

*Accenture – « New Energy Consumer »

L’énergie, c’est pas sexy.
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Schultz & Cialdini (OPOWER Scientists)
Hewlett Foundation San Marcos Study

Zero Impact on Consumption 6% Drop in
Consumption
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I like to learn about new things
even if they may never be of any

use to me

I am usually one of the first to buy
new products or technologies

When playing a game with friends
it is important to me to win
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Ouais, d’accord, mais en France…
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The cutting edge of customer engagement

250+ team members in R&D
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AnalyticsData 
Integration

Right message
Right customer
Right time
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ACTION
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11%

15%

15%

19%

84%

0% 20% 40% 60% 80% 100%

Phone company

Cable company

Wireless / cellular provider

Third-party energy management
company

Electric utility

(n=489)Source: Effective Customer Engagement, Navigant Consulting, 2013

Energy Management Service Provider Preferences
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What do customers want the most?

Home automation

Social/games

Personalized advice for how to save energy

Personalized advice for products and services

Proactive notifications

What matters less?
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9% lower 
churn

Customer loyalty Cost to serve

Higher cross‐sales Customer satisfaction Smart Meter value

15% avg. increase

Customer understanding and  
acceptance of Smart Meters

12% lift in sentiment

Key customer sentiment metrics

Participation lift 
in EE programs

Average lift: 
60%

Utility programs promoted in 
Opower Home Energy Reports

3-5x 
cross-industry 
average

Email open rates

Opower
communications

Digital engagement

High bill call reduction from unusual 
usage alerts

22% reduction

Strong and sustained business impact
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Thank you!

Sean Layerle
Director, Client Solutions
Sean.layerle@opower.com
+44 77 6 99 33 568


