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Where to draw the 
line between SMB and 

large C&I?

Can we offer them any 
other savings options 
besides LIGHTING?

What customers have a 
higher likelihood to adopt 

energy savings 
measures?

How do we target the 
right customers for 
EWR programs?

Challenge: Unknowns of the SMB market
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Objective: Increase SMB participation

To the right 
customers

At the 
right time

In the 
right way

Offer the
right program
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The Data Science Approach

Industry Attributes

Energy Usage Behavior

Interaction Behavior

Firmographics and 
Building Attributes

Local Market 
Features
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Example Use Case
Objective: Launch a high impact, targeted direct mail campaign. 

What we know today:

• Total of 244,206 C&I, 
SMB customers

• 14% of customers have 
participated in an EWR 
program

• HVAC and Lighting 
have the highest 
participation and 
savings
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Revenue: $0 - $60,000

Industry: Funeral Homes

Measure Category: HVAC & Lighting
List of potential customers 
went from 244, 206 to a 
narrowed down list of 317 
customers

So, now what?
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We can narrow the list down further….
Out of 317 
potential 
customers within 
the funeral 
services industry, 
we can run the 
customer list and 
target customers 
with a propensity 
score of .4 or 
higher. 

Now, we have a very specific targeted list of customers with a high likelihood to 
participate in HVAC and Lighting programs. 
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SMB Insights Tool Demonstration

https://app.powerbi.com/groups/me/reports/3ccf2283-f194-4fec-922b-5d83046b05b3/ReportSection056e036c70e9847e72c7?ctid=e962f09b-cf0c-45a7-80b1-7c08c8ed0d3f&bookmarkGuid=Bookmark833ab510982e70906215
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Insights for Target Optimization
Propensity

.045

Savings 
impact

13,000 MWh

Propensity
.552

Savings 
impact

31,000 MWh

Propensity
.372

Savings 
impact

22,000 MWh

Propensity
.271

Savings 
impact

51,000 MWh

Propensity
.128

Savings 
impact
7,000
Mcf

Propensity
.754

Savings 
impact

21,000 Mcf

Propensity
.592

Savings 
impact

11,000 MWh
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What’s next?

Using data to drive 
decisions Rapid experiments

Thorough 
understanding of

cost versus benefit

Validating results; 
increased accuracy as 

models learn from 
updated data
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Contact Us

Jeremy Cappello
Program Lead, Energy Waste 

Reduction Program
DTE Energy

Will Gifford
Director, Data Science

E Source

Tom Martin
VP, Commercialization

E Source

mailto:jeremy.cappello@dteenergy.com
mailto:will_gifford@esource.com
mailto:tom_martin@esource.com
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Thank You!
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