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C3 Overview
•  Leading multi-segment energy 

management SaaS solution for 
utilities and enterprises 

•  Founded in 2009, based in San 
Mateo, CA and NYC 

•  Mission – enable utilities and 
enterprises to meet ambitious 
energy efficiency goals 

•  Rapidly growing company with  
world class team 

Select Clients 
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State Mandates Create the Pressure for Utilities 
to Pursue EE Initiatives 

C3 Confidential – Do not copy, repurpose, or distribute Page 3 

1 Assumes reductions continue beyond final year unless otherwise specified
SOURCE: ACEEE, “The 2011 State Energy Efficiency Scorecard,” October 2011

NV: 6.25% cumulative 
by 2025 

CA: 1% annually 
through 2020 

NM: Reduce 2005 kWh 
sales by 5% by 2014, 
by 10% by 2020 

TX: EE to meet 25% 
of load growth in 
2012, 30% thereafter 

MN: 1.5% 
annually 
beginning 2010 

PA: 1% in 2011; 3% by 2013 

VT: 6.75% savings from 
2009- 2011 

CO: 0.9% in 2011, 1.3% 
in 2015, 1.66% in 2019 

NC: 12.5% by 2021 

MD: 15% by 2015 

IL: 1% in 
2012, 2% 
after 2014 

OH: 0.7% 
in 2012; 1% 
in 2015 

NY: 15% by 2015 

VA: Reduce consumption 
10% by 2022 

MI: 1% 
beginning 
2012 

WA: About 
1.5% annually 
through 2030 

ME: 1% in 
2011, 1.4% 
in 2013 

IA: 1-1.5% 
annually by 
2013 

AZ: 1.3% annually 2012, 
increasing to 2.5% 2015 

WI: 0.75% in 
2011, 1.5% 
in 2014 

OR: 0.8% in 2009, 1% 
in 2013 and 2014 

AR: 0.25 in 2010; 
0.75% in 2013 

FL: 3.5% savings by 2020 

CT: 1% annual savings 
2008-2011 

DE: 15% by 2015 

Mandated annual reduction, 20201  
Percent of retail sales 

IN: 1.1% in 
2014, 2% 
in 2019 

UT: 1% annually 

MA: 1.4% in 2010, 2% in 
2011, 2.4% in 2012 

RI: 1.7% in 2012, 2.5% in 
2015 

None 0.3 0.6 0.8 1.0 1.3 1.5 1.8 2.0 2.2 

State has increasing annual mandate 

AS OF APRIL 2012



Large Gap Created by Savings Goals, New Lighting 
Standards and Failure of Other Programs to Scale 
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* Source: State energy efficiency legislation via ACEEE database. Assumes lighting standards ramp up to 40% “haircut” by 2016, and 25% �
   annual growth by other traditional programs. All numbers residential only.  

Gap 

Other Traditional Programs 

Lighting 



C3 Multi-Segment Energy Efficiency Solution 
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Customer Profile 

Billing 

Interval Meter Usage 

Weather 

Rebates & Incentives 

Benchmark 
C3 Home 

C3 Enterprise 

C3 Business 



C3 Home 



C3 Home Overview 
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• C3 Home a personalized online “Engagement Platform”, white-labeled 
for utilities to help meet efficiency goals 

• Powerful analytics create personalized segmentation and savings 
calculations for each customer 

•  Integrated marketing services drive customers online 
 
• Monthly feedback and reward points deliver continuous engagement 



Hybrid Statistical and Engineering Model 
Traditional approach made by and for engineers 

Strict engineering-based models scaled from characteristic houses in 
each weather tape  

 
C3 approach focused on consumer realities  

Combines statistical and engineering models using zip code, property 
level and billing data to create parallel bottom-up and top-down models 

• Higher resolution smart defaults 
• Ability to rank most impactful audit questions 
•  Lower barriers to entry (e.g. no r-values required!) 
• Better captures behavioral aspects of demographics 
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Intelligent & Personalized Feedback 

Analytic models rigorously verified  

• Accredited by RESNET 
• Models published in peer-reviewed journal (Journal of 

Industrial Ecology) 
• Model results compared to actual customer usage data 

explains 80%+ variation 

Recommendations generated through segmentation 
processes 

• Discounted expected lifetime returns 
•  Filter out inappropriate actions 
• Weight actions based on popularity 
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Significant Energy Savings and Engagement 
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§  6% electricity savings from Online Rewards Portal 
•  Savings levels sensitive to baseline usage, engagement 

levels, and community engagement 


§  20%+ conversion to online engagement 
•  Up to 6% direct mail response rate 

•  50%+ email open rate 

•  30%+ click-through rate 

•  10%+ increase in customer satisfaction 


Source: Matthew Harding, Stanford University. Goal-Setting, Social Comparisons and Rewards: 
New Behavioral Incentives for Energy Efficiency. Presentation at Behavior, Energy and Climate 
Change (BECC) Conference. December 2011.   



Personalized Savings & Program Recommendations 
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C3 Home – Action Detail  
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C3 Home Savings Feedback 
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Email Rewards Reports 
Enable Continuous, 
Low Cost Engagement 
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Email Rewards Reports 
Enable Continuous, 
Low Cost Engagement 
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Rewards Drive Customer Engagement  
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Engagement Strategies
The segmentation research also tested a series of smart energy 
customer engagement strategies. Engagement strategies represent 
the arsenal of communications, service options, pricing plans, 
and customer programs that utilities are deploying in an effort to 
engage customers in smart energy behaviors. Choosing to enroll 
in service plan features such as those tested is itself a customer 
behavior the industry seeks to motivate. 

Research efforts explored customer preferences among 15 
engagement strategies. Using a scheme similar to the maximum-
difference discrete choice technique used to tease out patterns 
of basic smart energy behaviors, screen shots of randomly 
shifting options were presented, asking respondents to select 
the option of most interest and the option of least interest in 
each random list.

Six types of service plan features were explored:
! Analysis tools: Information on energy or environmental 

impacts of energy behaviors;
! Control: App enabling remote energy management; 

they will assign a behavioral segment to each customer in the 
residential population. This poses the challenge of how to develop 
a statistical algorithm that estimates with acceptable precision 
the appropriate behavioral segment of each customer. Companies 
handle this by selecting a random sample of customers from the 
database and surveying them using the behavioral segmentation 
battery of questions. This approach enables the utility to mine the 
full range of variables in utility customer systems at the residential 
account level, including geo-demographic variables that utilities 
license from third-party companies and commonly append to 
customer records for purposes of segmentation. Linking the 
behavioral results to the available data greatly facilitates developing 
algorithms that are used to score each customer account, with 
some level of precision. 

Simple statistical tests allow the utility to estimate the precision 
of the scoring exercise. Over time, with experience deploying the 
segmentation in tactical communications campaigns, utilities hope 
to improve the predictive efficacy of their segmentation processes, 
enhancing their business value.

Allow me to earn points for reducing my energy use—
where points are redeemable for cash, merchandise, etc.

Show me how much energy (money) 
I could save if I take an action.

Show me how much energy (money) I’m saving 
when I take an action to save energy.

Display how much electricity 
my appliances actually use.

Provide information on how much electricity I’m using 
or spending on any given day or week.

Allow me to remotely adjust my thermostat 
or turn appliances on or off.

Provide information on how much I’m projected 
to use or spend this month.

Alert me to an outage 
when I’m not at home.

Let me set an electricity budget and 
receive alerts if I exceed it.

Show me how much I use compared 
with households like mine.

Alert me to an outage 
affecting my family members.

Illustrate how my electricity use 
is impacting the environment.

Enroll me in a pay-as-you-go payment plan, where I use only what I have 
already paid for in advance, and am alerted whenever I need to pay more.

Give me an online game that helps me save energy 
and is fun for my family to play.

Provide me a social media tool to compare usage 
and share information with friends and family.
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SMART ENERGY SERVICE PLAN PREFERENCESFIG. 3

Source: J.D. Power and Associates 2011 Consum
er Behavioral Segm

entation Study

* Source: J.D. Power And Associates, October 2011, “2011 Smart 
Energy Consumer Behavioral Segmentation Study”. 



C3 Home Rewards 
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Rewards Points Key to Engagement & Conversion 
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Relative Impact of Online Feedback Strategies 
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Engagement 

•  85% more savings when participants linked their utility account 
•  100%+ more savings when participants sign into website 5 

times or more versus 1-2 times 

Positive 
Feedback 

•  550% more savings after months in which participants received 
positive feedback 

•  Negative feedback can increase usage 

Demographics 

•  No significant savings differences between education level 
•  No significant savings difference between homes and 

apartments 



What’s Next? 

• How do you integrate more positive feedback while 
remaining authentic? 

• Do reward points and/or redemption correlate with energy 
savings? 

• What are the relative effects of the various treatments 
(personalized recommendations, rewards, feedback, etc.)? 
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Thank You! 
 

Andy Frank 
Senior Director, BD 

andy.frank@c3energy.com 


