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THE SIGNAL AND THE NOISE 

“IBM	
  es(mates	
  that	
  we	
  
are	
  now	
  genera(ng	
  2.5	
  
quinAllion	
  bytes	
  of	
  data	
  
each	
  day...	
  
	
  
and	
  90	
  percent	
  of	
  global	
  
data	
  was	
  created	
  within	
  
the	
  last	
  two	
  years.”	
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ENERGY DATA IN MICHIGAN 

There	
  are	
  nearly	
  1.3	
  million	
  smart	
  
meters	
  in	
  Michigan.	
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ENERGY DATA IN MICHIGAN 
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At 15 minute 
intervals… 
 
That’s nearly 125 
million data 
points… 

In	
  a	
  single	
  
day.	
  



CUSTOMER	
  INTELLIGENCE	
  PLATFORM	
  FOR	
  UTILITIES	
  

?	
  

We	
  harvest	
  the	
  insights	
  
within	
  your	
  	
  

energy	
  meter	
  data….	
  	
  

…to	
  deliver	
  	
  
customer	
  intelligence	
  	
  

via	
  ‘zero-­‐touch’	
  analy(cs…	
  

…to	
  enable	
  you	
  to	
  engage	
  	
  
customers	
  and	
  meet	
  energy	
  

savings	
  targets	
  at	
  scale	
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RISING	
  SERVICE	
  COSTS	
  
LOW	
  CUSTOMER	
  SAT	
  

RISING	
  COSTS	
  OF	
  EE/DSM,	
  	
  
LOW	
  PARTICIPATION	
  

Paper	
  bills	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  Call	
  centers	
  

High	
  touch	
  sale	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  On-­‐site	
  audits	
  

CUSTOMER	
  ENGAGEMENT	
  

ENERGY	
  EFFICIENCY/DSM	
  

CHALLENGES	
  OF	
  EXISTING	
  CUSTOMER	
  PROGRAMS	
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1	
  YEAR	
  ELECTRIC	
  
METER	
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  DATA	
  

BUILDING	
  
ADDRESS	
  

FR
O
M
	
  U
TI
LI
TY
	
  

FR
O
M
	
  F
IR
ST
FU

EL
	
  

LOCAL	
  	
  
WEATHER	
  DATA	
  

GIS	
  MAPPING/	
  
SEMANTIC	
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CONVERT	
  EXISTING	
  DATA	
  1	
  

BETTER	
  INTELLIGENCE	
  TO	
  HELP	
  MEET	
  THE	
  CHALLENGE	
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1	
  YEAR	
  ELECTRIC	
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LOCAL	
  	
  
WEATHER	
  DATA	
  

GIS	
  MAPPING/	
  
SEMANTIC	
  	
  SEARCH	
  

CONVERT	
  EXISTING	
  DATA	
   	
  INTO	
  CUSTOMER	
  	
  INTELLIGENCE	
  1	
   2	
  

BETTER	
  INTELLIGENCE	
  TO	
  HELP	
  MEET	
  THE	
  CHALLENGE	
  

EX:	
  END-­‐USE	
  DISAGGREGATION	
  

EX:	
  PERFORMANCE	
  BASELINING	
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TECHNICALLY	
  VALIDATED	
  FOR	
  ACCURACY	
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WEATHER	
  DATA	
  

GIS	
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SEMANTIC	
  	
  SEARCH	
  

CONVERT	
  EXISTING	
  DATA	
   	
  INTO	
  CUSTOMER	
  	
  INTELLIGENCE	
   TO	
  ADDRESS	
  	
  
KEY	
  OPPORTUNITIES	
  1	
   2	
   3	
  

BETTER	
  INTELLIGENCE	
  TO	
  HELP	
  MEET	
  THE	
  CHALLENGE	
  

EX:	
  END-­‐USE	
  DISAGGREGATION	
  

EX:	
  PERFORMANCE	
  BASELINING	
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CUSTOMER	
  ENGAGEMENT	
  
•  Right	
  service	
  and	
  offer	
  for	
  

right	
  customer	
  
•  Improve	
  sa(sfac(on	
  

EE/DSM	
  DELIVERY	
  
•  Reduce	
  customer	
  

acquisi(on	
  costs	
  
•  Improve	
  par(cipa(on	
  

TECHNICALLY	
  VALIDATED	
  FOR	
  ACCURACY	
  



THE	
  PLATFORM	
  FOR	
  BUSINESS	
  CUSTOMER	
  INTELLIGENCE	
  

EE/DSM	
  DELIVERY	
  
	
  

CUSTOMER	
  ENGAGEMENT	
  
	
  

CUSTOMER	
  INTELLIGENCE	
  PLATFORM	
  	
  
	
  

RECOMMENDATION	
  ENGINE	
  

BUILDING	
  ANALYTICS	
  METER	
  ANALYTICS	
  

DATA	
  MAPPING	
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U8lity	
  B2B	
  
Engagement	
  Portal	
  

FIRSTENGAGE	
  

‘Zero-­‐Touch’	
  Screen,	
  Audit	
  
and	
  Monitoring	
  

FIRSTADVISOR	
  



FIRSTADVISOR 
‘Zero-­‐Touch’	
  Screening,	
  Audi8ng	
  
and	
  Monitoring	
  for	
  DSM	
  Programs	
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THE	
  CHALLENGES	
  OF	
  EFFICIENCY	
  DELIVERY	
  

RANDOM. REACTIVE. 
 
RETROFITS. 
 
ONE BUILDING. ONE 
MEASURE. 
 
kWh SAVINGS.  
 
LOW SCALE.  HIGH COST. 
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THE	
  OPPORTUNITY	
  OF	
  DATA-­‐DRIVEN	
  EFFICIENCY	
  

RANDOM. REACTIVE. 
 
RETROFITS. 
 
ONE BUILDING. ONE 
MEASURE. 
 
kWh SAVINGS.  
 
LOW SCALE.  HIGH COST. 
 
 

DATA-BACKED. STRATEGIC. 
 
OPERATIONAL + RETROFITS = 2X. 
 
ALL BUILDINGS. DEEP SAVINGS. 
 
INTEGRATED kWh + kW + THERM 
SAVINGS 
 
HIGH SCALE. LOW COST. 

EE PAST EE PRESENT + FUTURE 



75% OF THE ENERGY EFFICIENCY OPPORTUNITY IS 
FOUND IN 25% OF BUILDINGS 

Large-­‐scale	
  analyAcs	
  
uncover	
  missed	
  
opportuniAes.	
  



FIRSTFUEL	
  SOFTWARE	
  -­‐	
  CONFIDENTIAL	
  

OPERATIONAL SAVINGS: MORE THAN 50% OF COMMERCIAL 
ENERGY EFFICIENCY POTENTIAL IS LOW / NO COST 



SCREEN	
  AND	
  
RECRUIT	
   AUDIT	
   QUALIFY,	
  ENGAGE	
  

AND	
  IMPLEMENT	
  
MONITOR	
  &	
  
CONTINUOUSLY	
  ENGAGE	
  

Webinar	
   Print/Email	
   Web	
  Portal	
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ANALYTICS ACROSS THE LIFECYCLE 



EE/DSM	
  DELIVERY:	
  CUSTOMER	
  IMPACT	
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Marke(ng	
  

Recrui(ng/Admin	
  

Technical/	
  
Engineering	
  

3-­‐5x	
  

ECMs/Projects	
  

More	
  customers	
  
targeted	
  

1-­‐3x	
   Lower	
  cost	
  per	
  
kWh	
  	
  

1.5x	
  
More	
  
operaAonal	
  
savings	
  found	
  

~65%	
   Lower	
  cost	
  per	
  
audit	
  

Savings	
  ID	
  

6-­‐8x	
  
Faster	
  Ame-­‐to-­‐
iniAal	
  customer	
  
commitment	
  

Engagement	
  

~25%	
   Improved	
  
program	
  lid	
  



INDEPENDENT	
  TECHNICAL	
  VALIDATION	
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Onsite	
  audits	
  
	
  

•  	
  	
  	
  48	
  of	
  49	
  end-­‐uses	
  within	
  margin	
  of	
  error	
  
•  	
  	
  	
  Iden(fied	
  opportuni(es	
  missed	
  by	
  on-­‐sites	
  

 
 

End-­‐use	
  sub-­‐	
  
metered	
  building	
   •  Within	
  7%	
  of	
  building	
  end-­‐uses	
  

End-­‐use	
  sub-­‐	
  
metered	
  building	
  

•  Within	
  1%-­‐5%	
  of	
  building	
  end-­‐uses	
  
•  Iden(fied	
  opportuni(es	
  missed	
  by	
  on-­‐sites	
  

Building	
  exper(se	
  
•  Analysis	
  and	
  recommenda(ons	
  on	
  EPRI	
  HQ	
  

building	
  consistent	
  with	
  knowledge	
  of	
  
expert	
  onsite	
  EPRI	
  staff	
  

End-­‐use	
  calcula(ons,	
  	
  
Onsite	
  audits	
  

•  Within	
  2%	
  of	
  end-­‐use	
  calcula(ons	
  
•  Consistent	
  recommenda(ons/savings	
  	
  
•  Uncovered	
  largest	
  savings	
  opportunity	
  	
  

missed	
  by	
  onsite	
  audits	
  

End-­‐use	
  calcula(ons,	
  	
  
Onsite	
  audits	
  

•  Within	
  5%	
  of	
  end-­‐uses	
  
•  Consistent	
  recommenda(ons/savings	
  	
  

PRIVATE	
  
CUSTOMER	
  
RESULTS	
  
	
  

COMPARISON	
  TO:	
  

US General Services 
Administration 

 

FIRSTFUEL	
  ANALYTICS	
  RESULTS:	
  
	
  PUBLISHED	
  

REPORTS	
  
	
  



FIRSTENGAGE 
U8lity	
  B2B	
  Engagement	
  
Portal	
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CUSTOMER	
  EXPECTATIONS	
  ARE	
  CHANGING	
  

20 Source:	
  	
  JD	
  Power	
  2014	
  Electric	
  U8lity	
  Business	
  Sa8sfac8on	
  Survey	
  

“Business	
  Customer	
  expecta8ons	
  are	
  increasing	
  
and	
  u8li8es	
  need	
  to	
  keep	
  up	
  with	
  them.	
  The	
  
greatest	
  struggle	
  for	
  u8li8es	
  being	
  leS	
  behind	
  is	
  
their	
  business	
  customers'	
  online	
  experience.”	
  

J.D.	
  Power	
  Survey,	
  2014	
  



THE	
  IMPORTANCE	
  OF	
  WEB-­‐BASED	
  SOLUTIONS	
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Customers	
  Want	
  a	
  Beger	
  Digital	
  Experience	
  	
  

-­‐0.05	
   0	
   0.05	
   0.1	
   0.15	
   0.2	
  

Most	
  Improved	
  Agribute	
  

ONLINE:	
  Email	
  support	
  

ONLINE:	
  Time	
  to	
  Resolve	
  Issues	
  

ONLINE:	
  Web	
  NavigaAon	
  

ONLINE:	
  Clarity	
  of	
  InformaAon	
  

ONLINE:	
  Web	
  Experience	
  

JD	
  Power	
  Business	
  Survey:	
  Least	
  Improved	
  Agributes	
  
23,500	
  C&I	
  Customers	
  

Source:	
  JD	
  Power	
  2014	
  Electric	
  U8lity	
  Business	
  Sa8sfac8on	
  Survey	
  



SMB	
  CUSTOMERS	
  EXPECT	
  TAILORED	
  SOLUTIONS	
  

22 Source:	
  Accenture,	
  The	
  New	
  Energy	
  Consumer	
  

35%	
  

87%	
  

SaAsfacAon:	
  my	
  energy	
  provider	
  
offers	
  me	
  targeted	
  soluAons	
  

Importance:	
  recieving	
  targeted	
  
soluAons	
  for	
  my	
  business	
  needs	
  

Accenture	
  Survey	
  
2,200	
  SMB	
  customers	
  

SMB	
  Customers	
  Expect	
  More	
  Personaliza7on	
  

Importance:	
  receiving	
  targeted	
  
soluAons	
  for	
  my	
  business	
  needs	
  



FIRSTENGAGE:	
  MULTICHANNEL	
  ENGAGEMENT	
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Web Portal Outbound 
Comms 

Utility 
Dashboard 

A	
  mul(-­‐channel	
  plalorm	
  that	
  delivers	
  energy	
  intelligence	
  to	
  drive	
  C&I	
  customer	
  
engagement	
  and	
  empowerment	
  



IMPROVED DIGITAL EXPERIENCE 

•  Customized	
  insights	
  

•  Clear	
  calls	
  to	
  ac(on	
  

•  Bemer	
  customer	
  data	
  

•  Consistent	
  look	
  and	
  
feel	
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EON’s	
  Energy	
  Toolkit	
  covers	
  over	
  430,000	
  small-­‐medium	
  UK	
  customers	
  	
  

E.ON	
  UK:	
  ENERGY	
  TOOLKIT	
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“Our	
  Energy	
  Toolkit	
  provides	
  advice	
  on	
  where	
  savings	
  can	
  be	
  made	
  
without	
  the	
  need	
  for	
  major	
  investment	
  in	
  the	
  building	
  itself.”	
  	
  

Business	
  Energy	
  Director	
  at	
  E.ON	
  

Anthony	
  Ainsworth 

Strengthen	
  customer	
  loyalty	
  &	
  retenAon	
  	
   Lower	
  cost-­‐to-­‐serve	
  through	
  toolkit	
  

Drive	
  product	
  and	
  service	
  cross-­‐sell	
   Improve	
  customer	
  engagement	
  and	
  
saAsfacAon	
  



SMUD	
  launching	
  FirstEngage	
  for	
  medium	
  and	
  large	
  commercial	
  &	
  
industrial	
  customers	
  	
  

SMUD:	
  MY	
  ENERGY	
  TOOLS	
  PLATFORM	
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“SMUD	
  envisions	
  the	
  solu8on	
  to	
  provide	
  a	
  more	
  interac8ve	
  
dialogue	
  between	
  customers	
  and	
  the	
  u8lity,	
  with	
  tailored	
  content	
  
and	
  personalized	
  feedback.”	
  	
  

SMUD	
  

Increase	
  customer	
  engagement	
  and	
  
saAsfacAon	
  

Drive	
  customer	
  sen8ment	
  across	
  C&I	
  segment	
  

Increase	
  DSM	
  program	
  parAcipaAon	
  
Customer-­‐specific	
  energy	
  8ps	
  linked	
  directly	
  to	
  

SMUD	
  incen8ves	
  	
  

Improve	
  customer	
  educaAon	
  
Help	
  customers	
  understand	
  8me-­‐of-­‐use	
  pricing	
  

Lower	
  cost	
  to	
  serve	
  
Reduce	
  opera8onal	
  costs	
  across	
  CSR	
  teams	
  etc.	
  



CASE STUDY 
Using	
  Geo-­‐Targeted	
  EE	
  as	
  a	
  T&D	
  Resource	
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USING ENERGY EFFICIENCY AS A T&D RESOURCE 

•  “Energy	
  efficiency	
  programs	
  can	
  defer	
  or	
  delay	
  T&D	
  
investments	
  whose	
  need	
  is	
  driven,	
  at	
  least	
  in	
  part,	
  
by	
  economic	
  condi(ons	
  and/or	
  growing	
  peak	
  loads.”	
  

»  NEEP, “Energy Efficiency as a T&D Resource” 

•  Energy	
  efficiency	
  cannot	
  delay:	
  
–  The	
  need	
  to	
  replace	
  aging	
  T&D	
  infrastructure;	
  	
  
–  The	
  need	
  to	
  address	
  unexpected	
  equipment	
  failures;	
  	
  
–  The	
  need	
  to	
  connect	
  new	
  genera(on	
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•  Goal:	
  Target	
  peak	
  
demand	
  (kW)	
  reduc(ons	
  

•  Specific	
  substa(ons	
  
iden(fied	
  

•  Offered	
  enhanced	
  
incen(ve,	
  reflec(ng	
  
enhanced	
  value	
  

•  NB:	
  Not	
  DR,	
  but	
  EE	
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FIRSTFUEL EXAMPLE: CALIFORNIA UTILITY 



TARGETED EE IN MICHIGAN 

•  DTE	
  Electric	
  agreed	
  to	
  
work	
  coopera(vely	
  with	
  
NRDC	
  to	
  develop	
  a	
  pilot	
  
project	
  that	
  would	
  
explore	
  the	
  potenAal	
  for	
  
geographically	
  targeted	
  
energy	
  efficiency	
  to	
  cost-­‐
effec(vely	
  defer	
  a	
  
distribu(on	
  system	
  
upgrade.	
  

»  MI PSC, Case No. 
U-17762, June 3, 
2015 

Energy Efficiency as a T&D Resource:
Lessons from Recent U.S. Efforts to Use Geographically
Targeted Efficiency Programs to Defer T&D Investments

January 9, 2015

Chris Neme & Jim Grevatt, Energy Futures Group
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CONED’S “BILLION-DOLLAR SUBSTATION” 

•  $75M	
  in	
  avoided	
  
costs	
  2003-­‐2010	
  

•  $300M,	
  when	
  
accoun(ng	
  for	
  
energy	
  and	
  
capacity	
  savings	
  

•  New	
  $200M	
  
Brooklyn-­‐Queens	
  
project	
  underway.	
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Figure 3: NPV of Net Benefits of Con Ed’s 2003-2010 Non-Wires Projects51

&1.� .A=��20�%=.9 � ��

��255287��;8845B7�#>..7<�";83.,=

Building on this experience, in the summer of 2014 Con Ed requested regulatory approval to
invest approximately $200M in a number of different approaches aimed at mitigating the
immediate need for system reinforcement in areas of Brooklyn and Queens that surfaced during
an extended heat wave in the summer of 2013 (see Figure 4).

51 Cost and benefit data provided by Chris Gazze, February 11, 2011.  Note that “other costs” includes program
administration ($2.9 million), M&V ($9.2 million) and customer costs ($9.9 million).
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NPV	
  of	
  Net	
  Benefits	
  of	
  Con	
  Ed’s	
  2003-­‐2010	
  Non-­‐
Wires	
  Projects	
  	
  

	
  



THE	
  VALUE	
  OF	
  INCREASED	
  CUSTOMER	
  INTELLIGENCE	
  

•  Bemer	
  planning	
  

•  Targeted	
  marke(ng	
  

•  Informed	
  customers	
  

•  Increased	
  market	
  
ac(vity	
  in	
  energy	
  
efficiency	
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ENTERPRISE	
  
SAAS	
  

DATA	
  
SCIENCE	
  

BUILDING	
  
SCIENCE	
  



SEPARATING THE SIGNAL AND THE NOISE 

‘We	
  think	
  we	
  want	
  
informa8on	
  when	
  what	
  

we	
  really	
  want	
  is	
  
knowledge.’	
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THANK YOU 

Brian	
  Bowen	
  
Regulatory	
  Affairs	
  Manager	
  
FirstFuel	
  
bbowen@firsluel.com	
  
m:	
  617-­‐257-­‐6626	
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