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THE VIDEO - TED CONFERENCE

Alex Laskey Ted Talk

e
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Statics Report, from facile.it

| Legsi sempre I bolletta ? percentuale
S, lalegro attertamente 53,1%
Dipende, mi soffermo a leggeris solo s= & troppo *salata” nspetto al solito 351%
No, la pago = basta 7.8%
Cosa non ti & chiaro defa bolletta? percentuale
Cuanto pago effettivamente per I'energla corsumata 39,4%
Cosa sono i servwn di rete e | servizl di vendita 23,5%
| peso delle imposte e delle tasses sul totale 20.4%
a0 ¢ GO AWl DOTUTO rparmiiane B,8%
Cuanta energla ho consumato 6,1%
No, & tutto chvaroe 1.8%
Quaal & 1a vixe che 1 fa pis arrabibiane ? percantuake
lva, 1asse, imposte ¢ acoine regiorwli 69.4%
| servizi i vorita 13,3%
| servizl di rete 11,5%
|| costi di spedizione dela boletta R 7 58%
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Type of Consumers and
“what they want”

MEEK CUSTOMER

Howaver, thery wil post or comme

The Mesk Custormer gensrally will not compain
4 or Twitter when they have rmally been pushad to the edge. The Mes

on Facel THE
Customer wil often have lthe 10 1o history of compianing and ks oflen st looking
i AG G RESS I VE CUSTU M ER

The Aggressive Customer readily complains, often loudly and at length. However, if
S you solve the problem for this customen in a quick and efficient manner, you are ikely
10 have a very vocal and prolific brand advocate through all social channets. The
Aggressive Customer does not respond well 10 excuses or dggression.

Jsea for tree cormerant wit

IERICULT TO FX HOW

3 3 Pansive brand advooale HOW COMMON W

vy ot § /

A semyde a7 prthc *1 am somy” o
OCTAy T BALEBSN B4 Turm 1he ik

Tho Customer complart iocycle aiors by distnct complanar parsona types. and social media piays A unque
0 4 rocart articl by the Unwersity of Florida,

 socisl comes nto play, s mpertant fo humaniza esch

“plainers 50 that you can respond accordingly wa soce

completey and

Abways 6k this consumes oMine tough drect massaging or emai. List
wok. WAL sio87" Agres that a problem exists. and inGicate what will ba done (o resolve i

HIGH-ROLLER CUSTOMER

The High-Roller Customer expects the absolute best and is wiing to pay for it They
ablo manner, ur oy aro & hybrid of the

are likely 10 complain in a red
aggressive customer, Thay are intrested In results and what you ae going 1o do to
customer service braakdown

£ CHRONIC COMPLAINER CUSTOMER e

=N
The Chronic Complainer is never satisfied; therw is always samething wrong. This Lok ok o N
customer's mission s 10 whine. Yet, they are your customer, and ating as this
customer can be, they cannot be dsmmsed. In spe of thew constant comphaining, LUTON
they tend to be good customers and will tell others about your positive response. "
g carefly 10 Auby determune Cause. Quickty

T

HOW COVMIN 4O X
vyyy gttt .

e IPPORTUNIST CUSTOMER

hoct, but caher

01 channel

% ot 10 get the complaint sat

For me Opportunist Customer, the oo
10 Win by getting something the customer is not anbitied 10 receive. A constant and
spon offorts 1o satisty this customer is 2 sure

Topattve “not good encugh’
Fdicator of an opportunist
HOW COMMON N TTORX
vy Lok ol ok o
-
)
e accurte e data 0 530k o

At e frat “not gooa snough

thegs n

ain urtasingly Gbpctine
onmcer askang “What can | o
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THE ESSENTIAL STEP FOR THE BEHVAIORAL SCIENCE

1. Energy efficiency based on behavioral science

e

2. Development of smart grids

Helping Consumers to benefit from smart
meters and further increase energy
efficiency

Better information right for consumers to

3. Capacitation of consumers help them manage their consumption

Efficient transition to dynamic rates

4. Adoption of new rates .
through consumer education

7

Home automation for information

:% Ggg’g_’ 6 May 2014 6
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Behavioural science - Capaciting the consumer is a path
that requires a scientific approach

Help them to

Help them
take an interest™"""™" " to
understand
Home Energy
Reports BEHAVIORAL ENERGY INFO CSR Tools
@ ENGAGEMENT SERVICES

\ HOME MARKETING
™ Dok R AUTOMATION SERVICES 2""' .
mﬁ._s... Help them
2 Rebates

check ’ @m action
consumtion '
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WORKSHOP ENERGY@HOME, ROUND TABLE POLICIES AND REGULATION

The Italian case
and the Bill The Italian Bill is Undestending

\'

N L v"l'
VR

The Italian consumers «the number of pages is very large,
when they receive an in average 8-10 pages

energy bill get angry spresents dozens of adjustment
often items is incomprehensible to all

:‘éﬁ@ﬂ!ﬁ!_ 12/11/2013 8
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What can we do in the future ???

TOe:I::l-ef;:):ttObre Lega Consumatori a re lati O n S h i p a n d Si m p lify

Consultation AEEG in 9 & 10
R October 2013
in order to acquire critical

ENI Spa

elements and requirements

R.E TE. Imprese Italia

associated with the current
giovedi 10 ottobre structure of bllllng

10:00 - 13:00 ASSOGAS
Federazione ANIE d t
ADOC Lombardia OCU I I len S
Opower Ind. USA
EDISON Energia Spa

Soggetto singolo
Codici

e ipa” Bolletta 2.0/Bolletta trasparente start
delibera 13 giugno 2013,

14:00 - 16:00 E.ON Energia Spa
ANIGAS
ADICONSUM
CITTADINANZATTIVA
Movimento Consumatori
Unione Nazionale Consumatori
Federconsumatori
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WORKSHOP ENERGY@HOME, ROUND TABLE POLICIES AND REGULATION

The programs begin with the paper, the Bill

Home Energy Report

Account number: 1234567890
_— Report period: 07/01/10 - 07/29/10
We are pleased to provide this pefsonalized report
to help you save anergy.

The purpose of the report is to:
« Provide information

* Help you track your progress
« Share energy efficiency tips

BO8 SMITH This information and more is available at
\THOUSE RD ComEd.com/SmartToolg
N. VA 2220

Neighbor Comparison
Behavioral science helps motivate
consumers to save energy

|>r Comparison You used 47% MORE electricity than your efficient neighbors.
This costs you about $303 EXTRA per year.

< 2008|2010 >

Mailed

reports
Reach all
consumers
regardless of
demographics

Last Month Neighbor Comparison = You usad 20% MORE sksctricity than your neighbors.

How you're don:

Effcect | 2 \
wévec I - - You used more
| . Turn over for ways tolsave
vou I -

: Homeowner, High Cooling Use, 1716 Sq Ft, Home all day

* KWWh: A 100-Wat bt burmieg for 10 hours uses 1 Kiowaft-hour

Who are your i t:ermo;tat N S

Neighbors? d. nearby homes that are similer in size es when you're at home

eighbors’ les when you're away $1 65/year

Last Summer Cooling Comparison N
around windows and doors

SUMMER
# Save up to
at your local hardware store $310/year |:|

D  Last summer, you used 35% Best ways to save this summer:
more electricity on cooling

than your neighbors.

]  Tun off your A/C before leaving home
PO ) Running your A/C all day is less efficient. Give it a break. . -
185 Kty your air conditioner yearly
u g Save up to
se fans to keep cool when it's not too hot
873 K Raise the tharmostat 3-4° and stay just as comforiable. Ir AC filter $20/year
ils and nearby areas
_.b,_ Keep out the sun's heat with window shading Bil fins I I P S
A< Heat from the sun makes your A/C work harder.
How many can you
i b For mora tips, st ComEd.com/SmartTools energyReport check off?
s [o help consumers
uns on OPAGWER -

usat SmartMetoraComEd.com JSS— take action

ComEd.com/SmartTools

© prined on 30% post-consumer ecycled paper.

Analytics

Insights that consumer care
about, such as how their
cooling use compares

:%E_QQ!Q! 12/11/2013 10




IF P HHEHNHRERINETT
TO WORK FOR YOU.

X  Create a Recipe

Start here!

1 b I “_ LU
if this then that

IFTTT is pronounced like “gift” without the “g.”

Channels

Channels are the basic building blocks of IFTTT. Each Channel has its own Triggers and Actions.

Triggers

The this part of a Recipe is a Trigger. Some example Triggers are “I'm tagged in a photo on Facebook” or “I check in on

Foursquare.”
Actions

The that part of a Recipe is an Action. Some example Actions are “send me a text message” or “create a status

message on Facebook.”
Ingredients

Pieces of data from a Trigger are called Ingredients. For example, the Ingredients of an Email Trigger could be: subject,

X Browse

Add your foursquare
PP checkin history to your
»
“ Google Calendar

Keep track of my
D,‘ completed tasks ina
Google Spreadsheet

Text me today's
v Q forecast each morning

r Email me when a New
’2 Item is Listed in a Shop

body, attachment, received date, and the sender’s address.

=% copigl
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PO Save my iOS photos to
‘.,.;,‘ *%s Dropbox 7 »

Track those last-minute
Holiday packages via
SMS

by on Dec 19, 2012
used 116 times

If it is raining outside send
me an email

by on Dec 18, 2012
used 43 times

Calvin and Hobbes
delivered daily on Moped

y on Dec 11,2012
used 33 times

11
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WOMO CHANNEL

m) B
= bolkin
e
I
AND (. )
1
[ ]
e
4 Lo

Use Siri to control your Air Conditioner
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Proactive communication and personalized based on behavioral

psychology
""" * By
— e L

Web and Mobile

hﬂ"as
% RlLogge @ : dﬁ,

Social media

Citizen &R
ship S
e -
Call center Marketing Thermostats
13
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INFORMATION AND TALK WITH
CONSUMERS

We can do many tinghs for reduces and controll........how say Alex
Laskay in TED

But the most overlooked resource to get us to a sustainable
energy future, it isn't on this slides. It's in this room. It's you, and

it's .
~Yeooer > y
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THANKS

Mob. 331 1954879
Skype. Luigi-gabriele
Linkedin : Luigi Gabriele
Twitter: @Doctorspinone
Blog.

Website:
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