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SMUD Vision Statement

• SMUD’s vision is to empower our customers with 
solutions and options that increase energy efficiencysolutions and options that increase energy efficiency,
protect the environment, reduce global warming, and 
lower the cost to serve our region

• In implementing this vision, the District will adhere to 
these principles:these principles:

Preserve our customers’ quality of life by offering flexibility and options
Enable customers to use both active and passive means to achieve these 
goalsgoa s
Enable all customers to participate
Collaborate, as appropriate, with partners who share SMUD’s goals
Focus on investing in energy efficient infrastructure for both SMUD andFocus on investing in energy efficient infrastructure for both SMUD and
customer facilities
Use a comprehensive communication strategy
Leverage SMUD’s leadership role to achieve these goals
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Elements of the Compact

• Full AMI deployment by 2012

• Time-differentiated rates which represent true cost 
of service

• Demand response, energy efficiency and 
renewables/storage program optionsrenewables/storage program options

• Umbrella marketing, education, outreach and 
t i O hi i t tengagement campaign – Over-arching, consistent,

multi-channeled customer communications and 
interactions
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Compact Defined

• Redefine SMUD’s relationship with our customer-owners
Engage the District’s customer owners in our strategic plansEngage the District’s customer-owners in our strategic plans
and vision for the future
Give customers a voice in the ways the District interacts with 
them and provides them service

• It is the responsibility of the District to:
Listen to our customers to identify their needs and desires
Provide them with critical information about the utility 
operating environment, issues and challengesoperating environment, issues and challenges
Provide them with options and means to work with the District 
to meet these challenges

• It is the responsibility of customers to actively participate 
and choose how they respond to the challenge of 
obtaining and using energy in today’s world

SMUD
obtaining and using energy in today’s world



Compact Principles

• Engage customers and the community to change energy 
behaviorbehavior

Give customers choices, empowering them to make decisions 
Enlist the community in marketing, options and benefits

f• Link rates and programs to greater awareness of global climate 
change and other environmental impacts

• Reduce costs in peak periods byeduce costs pea pe ods by
Consumer behavior changes (rate-based incentives)
Automatic response through direct load control

• C t th t t l l j t i d t d i• Create programs that support local projects aimed at reducing
carbon and improving environmental quality

• Provide education and technologies that give customers the g g
tools to exercise choice

• Convey consistent message through all communication channels 
(touch points)

SMUD
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Historical SMUD DR Research

• 1993 Peak Corps (ACLM) Load Impact Study (residential AC load 
control program using controllers)control program using controllers)

• 1994 Peak Corps Market Study
• 1995 RASS/Peak Corps Survey1995 RASS/Peak Corps Survey
• 1997 Customer Segmentation Study
• 2000 Peak Corps Market Study (conjoint analyis)2000 Peak Corps Market Study (conjoint analyis)
• 2001 RASS/Peak Corps Survey
• 2003 CEC/SMUD PowerStat Pilot (residential AC load control2003 CEC/SMUD PowerStat Pilot (residential AC load control

using thermostats)
• 2004 CEC/SMUD Power Choice Pilot (residential TOU/CPP using 

thermostats)thermostats)
• 2006 Statewide CEUS Itron Study
• 2007 Compact with the Customer focus groups (30+)

SMUD
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Peak Corps Attrition & Growth
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Peak Corps Research Highlights

• From 1990-1998 Peak Corps 
used to actively manage loads an 

Importance of Peak Corps Attributes

# D / Saverage of 8 times per summer
• Peak Corps participants and 

non-participants equally satisfied Cycling Intensity

# Hours/ Day
10%

# Days/ Season
7%

p p q y
with SMUD; Peak Corps 
participants very satisfied with 
Peak Corps program

Cycling Intensity
48%

Incentive
35%

• Level of satisfaction directly 
related to cycling intensity

• 25% f ti i t ill

When questioned directly, 
participants say the incentive 

35%

• 25% of non-participants will
never join; 67% of participants 
remain on original cycling option

18% increase cycling option

p p y
is the most important attribute

When forced to make trade-
offs among attributes cycling18% increase cycling option

4% decrease cycling option
11% drop from program

offs among attributes, cycling
intensity (comfort level) is 
actually most important
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PowerStat Findings (Peak Corps with T-Stat)

Average kW Savings per Customer
Peak Corps PowerStat

50% 67% 100% 50% 67% 100%
<=90ºF 0 9 1 2 1 8

Outdoor   
Temperature

Peak Corps PowerStat
Savings Savings

90 F 0.9 1.2 1.8
91ºF -95ºF 0.5 0.7 1.0 1.0 1.3 2.0

96ºF -100ºF 0.6 0.8 1.2 1.1 1.4 2.2
101ºF -105ºF 0.7 0.8 1.4 1.2 1.6 2.4
106ºF -110ºF 0.8 1.0 1.7

• Unit kW savings almost double for PowerStatUnit kW savings almost double for PowerStat
Difference in technologies – Two way communication allows for 
identification of non-operational controllers and AC units
Difference in populations – PowerStat more engaged in program
Difference in estimating methodologies
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Power Choice Findings (TOU/CPP with T-Stat)

• Energy use:
Behavior

Time-of-Use Period

Low Medium High Critical

Appliances Used

in the low price period increased
by 1%

in the medium price period

g

Ran AC 51% 58% 48% 17%

Washed and dried clothes 83% 15% 6% 0%

Used dishwasher 81% 14% 6% 2%
in the medium price period
declined by 8%

in the high price period declined
b 11%

Used computer/printer 72% 69% 57% 45%

Watched TV 66% 84% 79% 56%

Showered or bathed 81% 27% 14% 12%

Cooked or baked 36% 43% 32% 12%
by 11%

during critical price period 
declined by 16% Behavior Percent

Barbequed outdoors 23% 38% 55% 49%

Energy Use Behaviorsy

across the summer season 
declined by 4%

e a o e ce t

Checked thermostat display for critical period 83%

Routinely adjusted AC with override buttons 57%

Shifting became a habit in both summer and winter 55%

Had disagreements about using energy at particular times 47%

Changed the default setting of 78ºF for cooling 42%

Shifting became a habit in summer only 40%

Reprogrammed critical peak offsets 10%

SMUD
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More Power Choice Findings

• During non-critical periods only 21% of participants were more uncomfortable 
than before the program

• D i iti l k i d 53% h t t f t bl• During critical peak periods, 53% were somewhat to very uncomfortable
• Customers who saved the most were most aware of their behavior and vice-versa
• Positive relationship between savings and:

Satisfaction and willingness to continue programSatisfaction and willingness to continue program
Checking for a critical event or usage data
Investment in energy efficiency
Education level
Presence of children and seniors

• Negative relationship between savings and:
Being home during peak
Adj ti AC t t d i iti l i dAdjusting AC temperature during critical period
Changing critical period setback temperatures
Dollar benefit due purely to rate change

• No relationship between savings and:No relationship between savings and:
Knowledge of price schedules or times of use
Participation in billing programs
Dwelling characteristics

SMUD
Water heat and pool pump control



Current SMUD DR Behavioral Research

• Power Choice Home Energy Display Pilot
Measures effects of concerns, capacity and conditions on response to TOU rate
Offers education plus usage feedback devices to existing residential TOU 
customers
Collaboration with Research Into Action, Dethman Associates, Washington State 
University, Mithra Moezzi and Blue Line Innovations, funded by PIER

• Small Business Summer Solutions Pilot
Measures effects of pricing and control incentives on load response
Offers education plus PCTs with new critical peak rate or direct load controlOffers education plus PCTs with new critical peak rate or direct load control
program to small commercial customers
Collaboration with Heshong Mahone Group, Roger Levy Associates, Mithra 
Moezzi, Residential Control Systems and E-Radio, funded by PIER and SMUD

• Near Zero Energy Home Display Pilot
Measures effects of consumption/production feedback on load and consumption 
Offers education plus usage/production feedback devices to existing energy 
efficient/solar homeownersefficient/solar homeowners
Collaboration with ConSol, General Electric, Florida Solar Energy Center, 
California State University Chico, and NREL, funded by the Building Industry 
Research Alliance (BIRA) and Building America
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Current Customer Research

• New 2008 RASS, including Peak Corps RASS sample
• New 2008 Segmentation Study• New 2008 Segmentation Study

Segmentation will be used to create customer groups to 
improve the efficiency and effectiveness of education,improve the efficiency and effectiveness of education,
marketing and product/program development

Segmentation study will allow SMUD to:g y
• Develop products/services that are most appropriate for 

different segments
U d t d h b t t h t i h t• Understand how best to reach customers in each segment

• Tailor appropriate messaging to customers

Residential and commercial segments are based onResidential and commercial segments are based on
attitudinal factors and behavioral indices, energy usage, 
geographics, demographics/firmographics, social values and 

SMUDneeds (benefits)



Customer EE, DR and DG Programs

• Greenergy – Residential customers purchase green energy at the 50% or 
100% levels for $3/month and $6 respectively.  Commercial customers can 
buy blocks of green energybuy blocks of green energy.

• Mow Down Air Pollution – Provides electric lawnmowers at a reduced 
price in exchange for a functioning gas mower.  Gas mowers are dismantled 
and recycled.

• Solar Shares – Allows the purchase of solar energy from a 1 MW PV plant 
in Wilton For those with poor solar access or cannot afford a large systemin Wilton. For those with poor solar access, or cannot afford a large system,
this allows them to make a 20-year commitment to PV.  They are credited with 
their percentage of solar production.

• S l S t H• Solar Smart Homes – Promoting homes that use 60% less grid electricity 
through energy efficiency and PV.  Rebates are provided for energy efficiency 
and PV.

• Energy Efficiency and Demand Response Programs – A portfolio of 
energy efficiency and demand response programs that provide rebates and 
incentives to install efficient technologies and/or participate in programs.
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Customer Engagement Offerings

• OurGreenCommunity.org – Provides customers with tips for reducing 
their environmental impact.  The carbon calculator allows individuals to 
calculate their carbon emissions and to take actions to offset their carboncalculate their carbon emissions and to take actions to offset their carbon
footprint.

• Energy and Technology Center – A series of classes and educational 
forums are available to help increase awareness of specfic technologiesforums are available to help increase awareness of specfic technologies,
energy saving techniques, efficient home improvements, commercial energy 
efficiency, efficient home and commercial building design, etc.

• Community College and University Partnerships Working inCommunity College and University Partnerships – Working in
concert with colleges to promote energy efficiency and environmental 
curriculum.

• Neighborhood Energy All Stars Neighborhood associations advertise• Neighborhood Energy All-Stars – Neighborhood associations advertise
the All-Star program in newsletters and blogs.  Those who sign up commit to 
reducing their energy use through conservation and energy efficiency.

• Ch b E All St Ch b f C i t• Chamber Energy All-Stars – Chambers of Commerce sign up to
promote energy efficiency through various avenues.

• SMUD.org – Great information is available to help our customers save 

SMUD
energy and money.



Integrated Marketing

• Umbrella Marketing Strategy
• R h St t• Research Strategy
• Creative Development
• Implementation

SMUD



Umbrella Marketing Strategy

SMUD Umbrella CampaignSMUD Umbrella Campaign
Save Today. Save Tomorrow.

Pricing
Community
Engagement

Energy
Efficiency

Peak
Green

P
P

P
P

P
P

P P
P P
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Creative Development

Research Strategy:Research Strategy:

• Integrate the “voice of the customer” into SMUD’s creative strategy

• Online surveys – Tested nine concepts. 670 residential customers identified top 
three concepts (rated overall appeal, imagery, attention, motivation to 
change energy behavior, emotional appeal, message/execution recall, and 
SMUD brand identity)y)

• Focus groups – Refined top three concepts down to one (6 residential and 4
commercial focus groups)

SMUD



Perception Tracker

• Phone surveys - measure campaign impact:
SMUD brand customer perceptionsSMUD brand – customer perceptions
Program awareness, familiarity, 
consideration, participation, and 
satisfaction

• Timeline:• Timeline:
Baseline – mid-June
Peak Campaign – September
Energy Efficiency Campaign - December

SMUD



Print Ads (Peak Message-July/August)

Residential  Commercial   

SMUD



Print Ads (Diversity)
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Billboard (Peak Message-July/August)

SMUD



Web Advertising
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Bill Envelope (Peak Message July/August)

SMUD



Program Ad – Energy Efficiency Rebates (Bill Insert)
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Program Ad – Shade Tree (Pepsi Promotion)
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Program Ad – Network PC Software Rebate
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smud.org/savetoday
(Peak Message July/August and currently advertised programs)
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TV Commercial - Peak Message

SMUD
This is simple.



TV Commercial - Peak Message

SMUDSMUD wants to use 
more sun



TV Commercial - Peak Message

SMUD
…water...



TV Commercial - Peak Message

SMUD…and wind….to generate clean, reliable 
electricity…



TV Commercial - Peak Message

SMUDand less power from fossil fuels



TV Commercial - Peak Message

SMUDThis summer we can all help by
using less energy during the peak hours…4 to 7pm….



TV Commercial - Peak Message

SMUD…and turning our thermostats to 78 degrees.



TV Commercial - Peak Message

SMUDSee?  We’ll save today…like money and energy.



TV Commercial - Peak Message

SMUDAnd save tomorrow.  Like the environment.



TV Commercial - Peak Message

SMUDIt’s simple.



TV Commercial - Peak Message

SMUDvisit smud.org/save today



Implementation Channels

S h d l (P k 7/1 8/31) (E Effi i /G 9/2 12/15)Schedule: (Peak: 7/1-8/31) (Energy Efficiency/Green: 9/2-12/15)

Television – Broadcast News – morning, noon and evening;  Cable – 7-9PM  (12 
weeks)weeks)

Radio – full mix of stations (13 weeks) 

Banner Ads on other Sites - full mix of websites (8 weeks)

Billboards (12 weeks)  18 billboards, 15 transit shelters

Print – (20 weeks) – full mix of publications

Community – (State Fair) 

Bill Package – (5 months) – bill envelope, bill message, inserts, Connection

SMUD


