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Discussion Overview

• What We Know – The Customer Perspective
• ME&O ObjectivesME&O Objectives
• Strategic Approach
• ROI
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Understanding Customers Needs
is Key to Engaging our Customersis Key to Engaging our Customers

• Customers do not want a third jobCustomers do not want a third job
• Combination of demographics, attitudes and communication 

styles drive preferences
• Customers do not fully understand their rates or the link 

between what they use and pay
M d t idi th “ ”• More and more customers are riding the “green wave”

• SCE segmentation and experience indicates “one size fits 
all” approach does not workall  approach does not work

We have to offer relevant choices, make it easy,
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y
worthwhile and appeal to diverse motivators



ME&O Objectives

• Maximize participation in demand side 
management programs and ratesg p g

• Enable customers adoption of an 
“energy-efficient” lifestyle
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Strategic Approach:Strategic Approach:
Move Customers Through A Continuum

Awareness

g

Attitudes

IntentIntent

Action
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Long Term Behavior



St t i A hStrategic Approach:
Leverage Segmentationg g

Summer Discount Plan Campaign

Summer Discount Plan

Ease Empowerment EnvironmentEase
“I save money 
with little effort”

Empowerment
“I’m in control of my 
savings & comfort”

Environment
“I can save the 
Environment”

SCE will donate $10 to You have the power to Save up to $200 and get 
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the California State 
Parks Foundation.

save up to $200.
p g

a free Starbucks Card.



E S i MEasy Savings Message
Primary Target:
Proactive Savers / Conservers / Uncertain Savers

“I save money with little effort”y
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E t MEmpowerment Message
Primary Targets:y g
Proactive Savers and Conservers Set In Their Ways

“I’m in control of my savings and my comfort”
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E i t l MEnvironmental Message
Primary Target:  Conservationists

“I can save the environment, while saving money”
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Strategic Approach:Strategic Approach:
Integration of Rates and Programs

Leverage Edison SmartConnect Technology to 
Better Engage CustomersBetter Engage Customers
Persona Based Plans Provide Integrated Initiative 
and Holistic Solutionsand Holistic Solutions
- Rate
- Energy Information Toolgy
- Load Control Program
- Energy Audit

Billing and Payment- Billing and Payment
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Strategic Approach:Strategic Approach:
Integration of Key Players

SCEStatewide

Partnerships &Partnerships &
Strategic
Alliances
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Alliances



Strategic Approach:Strategic Approach:
Integrated Marketing, Education & Outreach

Statewide Marketing
• Increase awareness of energy 

savings benefits and solutions

“Mass Media” Efforts

g
• Leverage Statewide brand and 

Energy Star

“Umbrella” Efforts
• Cross sell opportunities
• Provide customers with integrated 

choices and options

Plans / Bundled Communication /
Seasonal Campaignschoices and options

• Provides cost efficiencies 

Seasonal Campaigns

Vertical Program Marketing
• Targeted to likely respondents
• Test new messages & media mix

Targeted Individual Program Efforts
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• Partner with retailers/third parties



OROI

• Greater participation in demand response 
programs, rates and energy efficiency offerings

• More efficient use of dollars across DSM 
programsg

• Customers make more informed energy 
decisions, leading to permanent adoption of andecisions, leading to permanent adoption of an 
“energy efficient” lifestyle 
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