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Problems to be
solved for




The Customer Problem and Solution

How you used energy
Bi I I co m preh en sio n We estimate* that 30% l;’g{i?u;nﬁge went towards heating
Q “l don't get my energy usage or my $3356
bills. Give me something | can ¢ e
understand.”

Fridges & freezers

Appliance energy use & insights

4 - “I don't know which appliances use
how much energy and how much it
costs me. Give me something

~ Electric hot water
)

o LaUNdry & dishwasher

aCtio na b I e'” Home entertainment
Anything else
L Save energy
- - u Lightiny
f ? | want to save energy & money but —
: | don’t know where to start.” Standby & aways on
Cooking
Perceived Value e
“Energy is expensive. What value do PSP i <o i I
| get for what | pay? | feel trapped —

These are your energy plan discounts or EOVErnMEnt concessions

and powerless.” s




How did customers
respond?
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LOVE is in the air... &
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Transparency is the key value for customers, followed by == agl
waste reduction and energy saving opportunities

72%

70%

Providing energy appliance
usage improves transparency
to where electricity was being

~90%

Useful Aspects of Energy Insights

41%

Uncovering energy wastage
from specific appliances to
change our energy usage

10% 7% 7% 7% 10% 8%
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Provide usage information to Ability to track energy usage
unlock new energy saving changes over time to compare
potential energy usage & bills

General satisfaction

used & how much behaviour
mM1 M3 mM6
Of customers e
Found 72% 67%
Energy Insights Do 33% 0 0
useful 0 17% 18% 4% 3% 13% 7%
_ — | —

Providing energy appliance

usage improves transparency
to where electricity was being

used & how much

Uncovering energy wastage General satisfaction
from specific appliances to
change our energy usage

behaviour

Provide usage information to Ability to track energy usage
unlock new energy saving changes over time to compare
potential energy usage & bills
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Engagement in terms of generating energy saving or \ ! /,
waste reduction actions continued over time - agl

Have/Will take action Top Categories Targeted by Customers to Action
based on Energy Insights
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Thank you

Energy Insights
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