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Research Questions

= How can we understand which characteristics are related to energy
savings?

" How do participant energy impacts change over time?

= Are there ways to approach or message customers to improve program
performance?
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Advanced Methods for Understanding Participant Impacts

#f4.  Participants respond to programs differently
ﬁ Participants have different housing and equipment

E Participants have varying schedules

B Participants change over time
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Key Takeaways

" There are a broad range of tools that we can use to help understand
participants

= When we understand the differences in participants and how these
differences are related to energy use, we can approach and message
customers in different ways

= Recruiting customers who are similar to high-savings customers may improve
program effectiveness

= Behavioral programs have potential benefit from more targeted messaging

=
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Understanding Variation in Customer Impacts

Load
Shapes

Individual

Clustering Evolution

Results
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Individual Impact Estimates
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Interpretation of Grouped Results
Regression Model

Causal

I Impacts °

Relative Correlated Impacts (size and
n maghnitude of savings by groups)
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Understanding Cluster Characteristics

pinion Dynamics

Income

2016 Savings Group Change
2015 Savings Group Change
Net Metered

TOU Rate

EV Rate

Years as HER Participant
Years as Customer

Low-Income Rate
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‘.‘ = Significantly higher than average

Understanding Cluster Differences
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Load Shapes

Season
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Participant Impacts Evolve

: i | 1
| | i i i
\ l i \ £ Energy Savings Group
= o = = _\ B very High
High
— — — — R Neutral
? ,f? & _,; _? . Negative
| | r I'? fi . Very Negative

Energy Savings (Therm) per Day
N o

0 3000 6000 900012000 0 3000 6000 900012000 0 3000 6000 900012000 0 3000 6000 900012000 0 3000 6000 900012000
Number of Customers

Opinion Dynamics IEPEC 2019




Impact Evolution
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Leverage Customer Diversity

£ Use advanced impact methods to elucidate the range of impacts
o) among participants

°_ 0 |ldentify groups of customers who can be approached and messaged
differently

Q Use insights to inform program design and outreach
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Impacts

Ongoing
Improvement

Program
Insights
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