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INTRODUCTION

Energy efficiency programs deliver benefits for utilities and customers alike. As a utility, efficiency programs are often the 
least expensive way to source new electricity, and in many states, utilities are required to invest in it. Furthermore, energy 
efficiency can also help utilities manage high demand, which makes it easier to provide reliable service to customers. Energy 
efficiency programs also have the potential to free up in-demand energy resources (or provide new energy resources) in 
much less time and more cost effectively than other opportunities. 

And for your customers? Research indicates that both residential and commercial customers believe that improving 
energy efficiency in their home or business is the fastest, least expensive, and largest single solution for simultaneously 
saving both energy and money. And every customer finds benefit in saving money. What’s more, customers are actively 
looking for ways to reduce their carbon footprint, engage in sustainability, and become more educated in energy usage.

While a solution that benefits both parties seems like a no-brainer, utilities are still finding many of their programs aren’t 
meeting energy savings goals. Or worse, they may be struggling to engage customers in the first place. This disconnect 
is partially due to the ever-changing utility-customer relationship, but more importantly, customers’ needs have changed. 
The strategies that worked last year may not be a viable solution today. 

To engage your customers in energy efficiency and truly meet their evolving needs, your programs need to evolve as well. 
You need innovation, personalization, and programs (or engagement tools) that meet your customers where they are. And 
while it may sound like these solutions require an overhaul to your portfolio, that’s not necessarily the case. Read on to 
find out the surprising trends in energy and efficiency programs we learned from advanced user-testing.
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Touchless Savings

Utilities often gravitate to hands-on, in-person savings 
programs that utilize an energy advisor or direct installation. 
And for good reason. Hands-on, energy advisor-led programs 
have the potential to deliver big savings. But you can’t meet 
your savings goals if your customers aren’t engaging in your 
programs. While these types of programs still have their merit 
and should remain a fixture in your portfolio, it’s time to make 
some changes. 

of customers want a hands-free 

(or touchless) energy savings option.

90%
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You may be surprised to learn that as many as 90% of utility 
customers want a hands-off savings option. For many customers, 
hands-on programs represent an extensive time commitment. 
They feel scheduling an appointment for direct installation or to 
meet with an energy advisor becomes too complex, or in this 
post-pandemic reality, they simply don’t feel comfortable having 
strangers in their homes or businesses. Many others simply don’t 
want to engage face-to-face with a stranger.
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How can you efficiently and cost-effectively deliver touchless 
programs that meet your energy savings goals while remaining 
customer-focused?

 Develop a scalable, cost-effective kit program that can be 
quickly deployed, incorporates validation, provides the 
feeling of customization, offers a true unboxing experience, 
can be used to nurture customers to additional savings, and 
will survive evaluation. 

 
 This may sound complex, but it doesn’t need to be. Your 

customers want easy and streamlined, but they also want 
to feel nurtured at the same time. First, you need a user-
friendly interface that incorporates a fun and easy self-
assessment to make your customers feel as though they are 
being offered an efficiency kit customized to their needs. 

The Solution: 

Touchless Savings
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For those kits, offer a variety of measures that your customers will benefit from and can be combined into semi-custom kits, 
while at the same time meeting your need for savings and high installation rates.

You can go a step further by offering add-on products and 
SMS/text-based product installation support to nurture your 
customers to additional savings and higher installation rates.
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Touchless Savings

And don’t forget to incorporate cross-program promotion 
within the kit-ordering portal. Once your customers are hooked 
with a new kit full of energy-saving measures, they will seek 
out additional opportunities available through your utility. Make 
sure those opportunities are readily available by adding them 
to the kit portal. Lastly, since verifying savings is the key to 
meeting your goals, ensure you incorporate a way to track 
those savings. This can be done through proactive installation 
verification and Net-Promoter Score® surveys. 



9 / AM  Conservation Group

 Develop an engaging virtual energy audit platform 
that is personalized to the needs of the customer. It 
should incorporate solutions to reduce (or eliminate) 
the face-to-face component, feature a customized 
nurture campaign to improve participation, include 
digital installation resources and offer the ability to 
deliver the services similar to an in-home energy 
audit—only virtually.

 The ideal virtual energy audit is one that is completely 
digital to meet the hands-free requirements of your 
customers but has the ability to deliver much more 
than the typical all-digital experience. The key is to 
incorporate multiple participation paths to serve a 
larger overall market and meet customers’ desire to 
interact in a variety of ways.
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Low-Touch Savings

This means offering options like a fully self-serve online audit, a 
virtual audit leveraging algorithm-backed energy analysis, and for 
those customers that are ready for an in-person assessment, be 
sure to include an in-home option with direct install that includes 
any required personal protective equipment (PPE) and social 
distancing considerations. Because installation of measures and 
the savings derived from those measures is a primary benefit, 
it’s important to provide digital installation resources like video, 
email-based installation prompts, and text-based support to 
assist customers who choose a hands-off approach. 
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A nurture campaign, including text messages, email alerts or platform-based notifications, will improve participation 
across a utility’s entire portfolio and encourage product installation.

Lastly, by combining the results of an energy algorithm analysis, 
critical thinking and research skills of a seasoned energy 
auditor, and a live, direct or indirect view of the customer’s 
real-world environment—whose elements are augmented or 
supplemented by computer-generated sensory input such as 
sound, video, graphics or GPS data (think augmented reality 
video chat and personalized maps)—you can streamline the 
customer experience and reduce face-to-face auditing time 
when the need arises. And to truly engage your customers, look 
to incorporate a product marketplace or customer engagement 
platform for an even smoother customer experience throughout 
your utility’s portfolio of offerings. 
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With over 30 years in the business, if there is one thing that we have learned 
time and time again, it’s that you need to earn your customer’s trust. And 
it’s not as easy as telling the customer you are trustworthy. You need to 
demonstrate that trust by providing “easy win” solutions that deliver both 
immediate and lasting savings with little time and financial investment on 
behalf of the customer. These “easy win” solutions are what drive customers 
to engage in additional energy-savings programs offered by your utility. 

Boosting Participation
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Think of “easy win” solutions as a cost-effective marketing tool for 
promoting your portfolio of programs. These solutions don’t need to 
be complex or even a full program. Instead, you can look to incorporate 
tactics into existing programs that already generate full engagement. 
The goal of an “easy win” is to put the customer in the driver’s seat, 
elevating the experience and increasing both satisfaction and savings. 
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Energy-saving programs can feel utility-centered, featuring a one-
size-fits-all experience that doesn’t fit the needs of the customer. 
Incorporate easy customer-focused tactics into your plans to 
encourage participation and engagement across your full portfolio of 
programs.

 It’s been mentioned before, but efficiency kits are truly an 
opportunity to deliver cost-effective, personalized energy 
savings to your customers. And “easy wins” don’t come 
easier than this. Kits can be customized to your utility and 
personalized to your customer. They offer both immediate 
savings in the form of measure installation, and lasting 
savings if you choose to incorporate behavioral-based 
education along with the kit.

The Solution: 

Boosting Participation
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 You can offer kits as a stand-alone program, through a 
kit portal, or in the classroom, as an education program. 
You can also add kits to existing programs—for example, 
incorporating kits into a virtual energy audit to incentivize 
customers to continue the efficiency journey. 

 Look to integrated marketplaces to boost customer 
engagement, deliver a quick win, and introduce energy-
saving products and services. Imagine if your customer 
had the ability to purchase a much-needed water heater, 
redeem a rebate and enroll the water heater in a demand 
management program—all without leaving your website. 
With a well-designed integrated marketplace, this could 
become a reality, offering your customers a streamlined 
experience. If you really want to impress your customers, 
add the integrated marketplace to an existing (or new) 
virtual audit program to provide a one-stop shop for all 
your customers’ needs. 

 Develop simple and engaging solutions that 
offer self- and remote-service options to nurture 
customers to achieve their goals. This can be 
accomplished in the form of virtual energy audits 
by incorporating instant scheduling and allowing 
phone audits with professional energy auditors. 
Additionally, digital forms, online chat and video 
conference tools provide an on-demand virtual 
assessment option. It’s a great substitute for in-
person programs, with a team your customers 
already know and trust, delivering that quick win 
both you and your customers desire. 
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When designing efficiency programs, it’s easy to get caught up in 
delivering savings to hard-to-reach markets. After all, you are already 
engaging those easy-to-reach customers, so rural, small business, low-
income and other hard-to-reach markets should be your focus, right? 
While hard-to-reach markets are a valuable segment, we’ve already 
touched on programs (hands-free, virtual programs and integrated 
marketplaces are the hard-to-reach market’s best friend) that serve 
this portion of your service territory. In addition to those hard-to-reach 
markets, think of those customers in saturated markets. Even customers 
in saturated markets are looking for more savings opportunities; may just 
be in need of different products and program offerings than those earlier 
in their savings journey. And considering you have likely already earned 
their trust, these customers may be your ideal engagement opportunity. 
You just need to get creative in order to offer them the right opportunities. 

Providing Additional 
Savings Opportunities
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 Look to diagnose your customers, segmenting them based on lifestyle and 
communication preferences prior to offering recommendations. This will 
ensure you are offering programs or products to your customers that meet 
their needs, without offering things that will be a waste of their time. This 
means incorporating psychographic segmentation modeling into your 
marketing planning process so it can inform your strategy. Psychographic 
segmentation modeling, simply put, is a process in which you divide consumers 
into sub-groups based on shared characteristics, including motivations and 
priorities, to explain and predict consumer behavior. This can be done through 
questionnaires when your customers call in, through surveys found on your 
website, virtual audit, kit portal or customer engagement platform, or lastly, 
incorporated into installation surveys. From there, utilize the information to 
provide your customers with the right programs and services. Ideally, this will 
be done automatically, utilizing automated platforms and workflows. 

 In more saturated markets, explore product options beyond standard offerings. 
Instead of offering LED light bulbs, consider offerings such as smart LEDs, 
smart plugs, smart thermostats, specialty lighting and energy-monitoring 
devices. Innovative and new products can be offered on your integrated 
marketplace, in kits, or included in your virtual audits.

The Solution: 



To engage customers in energy efficiency and boost participation rates, your programs and services 

need to evolve along with the needs of your customers and the ever-changing environment around 

us. Your utility needs innovative programs and engagement tools that meet your customers where 

they are—whether that’s in person, over a video chat, or in a self-serve environment where they don’t 

talk to you at all. 

It’s time for utilities to seek programs and services that support their customers—while achieving 

energy savings. If you are ready to explore the opportunities presented by the next generation of kit 

programs and portals, marketplaces and more, AM Conservation Group can help. 

Contact us to discover how our cutting-edge efficiency solutions can help you achieve your goals. 

Takeaways

CONTACT US
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