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The challenge of engaging income-eligible
customers in EE

Using Al & ML to identify best-fit income
eligible customers

Income-eligible customer segments overview

Targeting segments with optimized channels
and messaging

Results and Success Stories




DLC'S GOAL: Challenges for the DLC Team:

Encourage more

. - ?
income-eligible Al@IA | Meeting regulatory
customers to enroll in Ej benchmarks

EE programs

Identifying

@ income-eligible

households

$ . Providing relevant
[

ﬁ EE programs
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The Process

Using Al & ML to
Identify Best-Fit

1) Ingest and enrich customer data, model
propensity, and segment DLC's customer base for EE
engagement

Income Eligible
2) Target customers who are most likely to
engage with DLC on EE based on
propensity.

Customers

fifiese
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2 &
3) Identify different EE segments, their top
channels, next best offer, and messaging.

4) Orchestrate and execute personalized
customer communications at scale
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3 INGREDIENTS FOR PERSONALIZED
CUSTOMER EXPERIENCES

- &

Preferred Channels Personalized Messaging
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HOW WE MATCH THE RIGHT CUSTOMERS WITH THE RIGHT OFFERS,
CHANNELS, AND MESSAGING

STEP 1 STEP 3

Collect, clean, and consolidate existing Enrich internal data from 3 types of sources: Activate the data by integrating it into your
operational customer data. open sources, third party sources, and business processes and technology stack
proprietary utility-specific models. while promoting a data-driven culture.
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Initiative-Specific Al for Energy Efficiency

@ sShow Percentage

EE Enrollment Propensity

_____________________________________________________________
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Ot
Targeting
High Propensity
Top HI EE Candidates
© 69, # Top LMI EE Candidates
- A
oh . Medium LMI EE Candidates
annels Messaging
Example: T
EE Intelligence EE Customer Segments

Bottom HI EE Candidates

Bottom LMI Candidates
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Increasing Adoption of Energy Efficiency Measures

JBlast ont

< Re-engage with assessed customers who - Target customers for assessment that are Activate income-eligible and moderate
did not take up recommendations more likely to take up recommendations income customers
\
0 o© # 0 ,© # 0 .0 s
& w8 & w8 & w8
P e O e Qv e
Targeting Channels Messaging Targeting Channels Messaging Targeting Channels Messaging
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DLC Energy Efficiency Segmentation PEL 9BlastPoint

Higher-lncome

Segments
74.4% of DLC customers earn
income above 150% of the
federal poverty line

Lower-Income

Segments

25.5% of DLC Customers earn
income at or below 150%
of the federal poverty line
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Income-Eligible EE Segments

25.5% of DLC customers earn income at or below 150% of the federal poverty line

High Propensity

27,027 Customers

®
A

5.6%

of total customer base
Propensity: 60% (High)

——.
 Nearly half are renters
» Most households include just 1 adult
» Many have children living at home
* A large majority have been on CAP
« Many have high balances & have received dunning letters
» Engage most with radio media & primetime TV
« Active across social networks, with the most activity on

Facebook

Moderate Propensity
44,605 Customers

b
A

9.3%

of total customer base
Propensity: 49% (Moderate)

» Low engagement with DLC billing programs overall

» Below-average current balances

* A large majority are homeowners & live in single-family
dwellings

» Highest number of retirees among EE segments

» Engage most with primetime TV and print media
(magazines & newspapers)

» Not very active on social overall; moderate activity on

Facebook
© Copyright 2022 BlastPoint
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Low Propensity
50,467 Customers

@
o0

A
10.6%

of total customer base
Propensity: 31% (Low)

G W

» Low engagement overall with DLC billing
programs, including CAP

* A large majority are single

 Not as likely to have children at home

* Engage most with radio media & primetime TV

» Moderately active on social media overall; most

highly active on Facebook



Comparing Income-Eligible & Higher Income Customers

Pro pensity Sca le 8HI High 0 HI Moderate e HI Low Q IE High 0 IE Moderate @ IE Low

<
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Low propensity

Predictive Factors These data factors are most highly predictive of the propensity for energy efficiency.

Income-Eligible Factors

Never Sent

Dunning Letter
90/ Owner or Renter
(]

&t

Currently on CAP lE Age ogz;count
()

1 5% Ever on CAP

c 16%
SO

Active on %
Social Media

1 Oo/o Pay Bills Late

<
Single-Family Home Green Affinity

13%

Age of Account

Active on Social Media
Length of Residence 1 3%
11%

Higher-Income Factors

10%
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Target Segments with Relevant EE Programs

Energy Usage Tracking Apps

& Variable Rates

% c o o o o o o o o o Free EE appliances
\ Electronic Billing & Energy
Usage Tracking Apps
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Channel Preferences & Messaging

Digital Media

Potential

meac Identify preferred channels and
[ § messaging for income-eligible
[f segments and optimize campaigns
(£

Radio, Print & TV Media

T
<

2 "’ Potential
: L . Green Cost Savings
Newspaper Magazine Primetime TV Radio Messaging Messaging Impact
£ @ @ @ Ther
@ @ @ @ @ @
@ @ @ @ ez . | |
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Targeting ideal LMI EE Candidates

Create a Segment

Title:
Top LMI EE Candidates

Share this segment with other users:

A\ Changes not saved! Click Submit to save rule changes

Attribute: Operator: Value:

Owner or Renter & is equal to

“»

Owner

A Changes not saved! Click Submit to save rule changes

+ Add ARule

ﬂ This segment contains 138,469 records.

Add Segment Rules
Attribute: Operator: Value:
Energy Efficiency Low Income Propensity Score & is greater than or equal to & 5 2

DLC Residential Customers

ES View @ Download

@ Delete rule Update Rule

® Delete rule -

LMI EE Candidate Engagement Insights

Ad Channel Pref - |nternet Fill Rate: Data Type: [E] Discrete Numeric
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Ad Channel Pref - Ce||phone Fill Rate: [ | Data Type: [ Discrete Numeric
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Segment

@ EE HI Top Propensity

@ EE LMI Top Propensity

Segment

@ EE HI Top Propensity

@ EE LMI Top Propensity

25%

25%

DLC Residential Customers &

B3 View @ Download

Median 75%

3 5

6 8
Median 75%
5 8
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SUCCESS STORIES

Over Up to Up to
670% 47 % 46%
engagement payment-in-full rates more income-eligible
boost over industry from delinquent program prospects
benchmarks customers engaged
Up to Over
98% 55%
Increase in Increase in

program enrollment program enrollment
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Continuing the Learning

Visit blastpoint.com/energy-efficiency-solutions to learn more about BlastPoint’s
Al solutions for EE

Visit duquesnelight.com/energy-money-savings to learn more about DLC’s EE
programs
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