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#1: Consumer interest transcends technology

Awareness and interest are similar regardless of where you live

Consumer need drives interest; policy and offers encourage adoption

A utility endorsement is a plus when encouraging new technologies 



#2: Marketing effectiveness is key to adoption

Control and choice:

How the offer is 
framed makes a big 

difference!

81% prefer residential solar because they have control 

over their system

55% will choose a TOU rate over a standard rate plan 

if given a choice of varying premium/discount levels 

Segmentation:

Savings Seekers  are interested in many Smart 

Grid-enabled technologies, but theyôre not very aware 

Status Quo consumers are neither aware or 

interested, so it is an uphill battle to get them to adopt



Build awareness AND interest
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Awareness building program?

Å Education campaign

Å Broad-based offering

Å Multi-channel promotion

Å Broad-based message around 

savings, reliability & 

environmental concerns 

Interest building program?

Å Carefully configure the offer

Å Target those most likely to 

adopt

Å Personalize the offer

Å Pilot and experiment to find 

the best mix



CPS ðMy Thermostat Rewards

Adopt common retailing principles to 

engage consumers.

Å Multi-channel marketing campaign 

included print, radio, television, digital, 

social, in-store, and direct to 

consumer marketing efforts.

Å Partnered with home improvement 

retailers during peak shopping 

season.

Å Provided consumer choice of 

several high-end thermostats (deeply 

discounted via a bill rebate).



#3: Program design matters (in general)

Control
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Information
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Consumer investment 
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The size of the benefit + any 

inducements

The amount of control the 

consumer retains



Program design matters (in specific)

Incentive 
Payment 
Method

Qualifying 
Thermostat 
Capabilities

Incentive 
Amount

DR 
Enablement

Smart Thermostat Utility Program

Installation 
Method

Best configuration for highest interest?

Å DIY installation

Å Programmable with weather adjustment 

capabilities

Å No DR capability

Å Rebate

Å $250 incentive 

Try a few tweaksé

Å Reduce the incentive to $150

Å Reduce the incentive to $50

Å Add DR capability

68%

68%

64%

54%



Leverage what you know; partner for more
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Adopted Complementary Technology Not Adopted

Among solar 

adopters and 

those 

interested in 

solar

Among EV adopters 

and those interested 

in EVs


