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SMUD Market Research Team
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What Is an insight community?
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Targeted group of Recruit members to

N\

customers whom match key Use for online
you engage with segments and guantitative AND Complimentary tool
and learn from over overall customer gualitative studies
time base
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EMERGING METHOD ADOPTION

% of companies
who are using

or considering
technology in 2018
(top 2 box)



Why create an IC?




ACTIVATE THE VOICE
OF YOUR CUSTOMERS

Be a of Can and  Gather more context Uncover and dig into
inspiration and guide strategic around ways to
innovation decisions customers are their experience



What kind of studies can be done with an IC?

o Attitudinal
research

* Program feedback

« Concept testing

* Price optimization

« Bill presentment
and understanding

 Message testing

Ad testing
Website usability

Online focus
groups

Online bulletin
boards / forums
Co-creation

Product testing




Driving forward with our Online Communities

@® SMUD Power Voice

@® SMUD Plugged In @® SMUD Currents




()

-:T??'II'

® SMUD Plugged In
o
e
Get to know our
Time-of-Day

Ratos




® SMUD Power Voice

Z ah O &8

}"
' ",_L




® SMUD Currents
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Welcome FAQs
SMUO Curents is our opportunity to join together 1o make great things happen Get answers to common questions about the
for our customers. Unity |s what supports our empioyee communty. As SMUD Curents Community:

Individuals we each contribute and make a gfference

Read 1

Comenunity Unity You




@® SMUD' Plugged In

We really like the opportunity to provide direct
feedback to SMUD. The feedback process is easy
and straight forward, ... a simple and short website
survey

It has been
great...easy to
participate and
informative

| have enjoyed the
questions. They show me
you are trying to do the
right thing

\
It has been great
being a part of what is
hopefully positive
feedback to help
improve life for all.

My experience has been
great. This is how
changes happen and
programs improve.

Y,
@ SMUD




@ SMUD' Power Voice

It makes me feel great to be a part of something that will

help our future generations in sustainable living The questions are thought-

provoking and the format is
quick and easy to follow.

I've learned a lot
about saving
energy just by
taking the surveys.

| think all the
guestions have
been great and
really show SMUD'’s
focus on clean
energy.

| don't do this to win any
prizes. | want to give my
input on the direction of
SMUD.

@ SMUD



How have we used our ICs?
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Customer input on Bill Redesign

Please tughlight the areas of the bil that are mmportant to you

Please phiph! arees of inecest

o] o

Gec2

@ SMUD’

Pewering farwerd

smud crg/myscoaunt

Questions: 1 877 622-7683
Outages: 1868 456-7682

Together
Account Summary as of October 26, 2011 we by Navember 72, 20T =
Totd ewardpoints 12 =
d Earned this month 2 =
Previous balance 10 g

Rudaus rewards toduy at smud org//rewards

About your bill

Bill Charges Breakdown thin month
Past due/lute ‘ Electricity ou uned 225 more
$5621.33 $2.22543 slectricity this

mouth comperad
Other charges Summer off posk Summer on pask to lastmonth
3327.04 All non super and M.F: Noon « 200 pry
on pesk houry; 8:00 pm « 000 pm
I Progresn ol haliceys $735.84
] $100.70 Slamsm
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Customer input on desired app features

 Almost 1/3 of customers ranked viewing current outage info as the most important of
the 5 features tested for a mobile app.

«  The next most important feature was receiving bill alerts (23%)

@®rank1 @ rank2 @ rank3 rank 4 © rank5 @ Did not answer

View detailed energy usage information for current bill
View detailed energy cost information for current bill
Compare past bill information

View current outage information
32% 18% 2% 12% 1 18% 3

Receive bill related alerts (bill due, high bill, bill threshold)

/4 N e
Q: Please rank the following list of potential app features in order of importance. (n=449) '@' s M U D




Customer input on SMUD app design

LR & sMmMuD

Welcome to the
naw SMUD app

Welcome to the
new SMUD app

e 0
o 0

31% 15% 21% 23%
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Customer feedback on products

@® SMUD’" Plugged In

“It’'s almost like
cooking with magic.
It’s fast, responsive,
and seems safer.”

Hi [Fofirstnamepds],

Do you jove trying the latest products?

(.

‘It works great, |
thought it was just a
gimmick, but it

actually works as

good as they say.” )

We're looking for about 100 SMUD Plugged In members to help test a new
product thal we are thinking about offering on SMUD Energy Store

The product is a portable induction cooktop valued at $80-$100. We'd love 1o
get your feedback on the shopping expenence, from selection fo checkout (at
no cost 1o you) before midnight on December 31 We'd also like 1o know what
you think about the cooktop’s performance

The research would involve an online usability test (15 minutes) and 2-3 short
surveys over the next 4 weeks. As a thank you, you'll gel to keep the cookiop
And. for completing each of the research activiites, you'll be entered into our
monthly drawing for one of three S50 Amazon gift cards

If you'd like to participate, please complete the folilowing short guestionnaire
We'lll notify you if you are selected by December 30

) SMUD

Ciick here to start



Trial increased consideration

=  649% of electric stove users were much more likely to consider induction in the future

= 47% of gas stove users were much more likely to consider an induction stovetop in the
future

. _ %
About the same ﬂ 16%

slightly less likely |t %o,

Much less likely [y2%8,

m Electric stovetop m®Gas stovetop

After trying the NuWave induction cooktop, how likely are you to consider purchasing an induction stove (if you needed to replace your stove)?
Excludes N/A

Results weighted by energy segment. (weighted n=298, unweighted n = 287)
(Electric stovetop weighted n = 129, Gas stovetop: weighted n = 154)




Return on investment

- SMUD launched 50 studies in the online communities in 2018 - |

One set annual cost Pay per study and per complete @ $15,000

= $120,000 ply = $750,000 ply

$630,000 |

@ SMUD



What we've learned...

ICs have been a great investment
Provide agile and cost-effective research solution

Engaging for our customers

Create universal questions for comparisons across studies

v

v

v

v Share real-time data with our internal clients for faster decisions
v

v' Actively manage research calendar

v

Try experiments




Questions?




Who are some of the top providers?

VISIONCRITICAL qualtrics.xM

MFUEL CYCLE & QuestionPro

loluna @® SMUD




