New Utility Case Study Released by the
Association for Demand Response & Smart Grid
(Washington, DC – September 4, 2013) The Association for Demand Response & Smart Grid (ADS)
released a new case study today that examines engaging customers around a critical peak pricing
program. The case study is based on interviews with employees of Pacific Gas & Electric (PG&E) about
the utility’s “SmartRate™” program, which began in 2008 and now enrolls 100,000 customers in critical
peak pricing. The narrative-style case study is the third in an ADS series that goes behind the scenes to
examine the goals, reasoning and processes used to design and evaluate program offerings and tools.
“This case study highlights a trend where more and more utilities are offering demand response and timebased pricing programs to their customers” said Dan Delurey, Executive Director of ADS. “As these
programs become increasingly available, they become another tool that adds to traditional energy
efficiency offerings to customers. Offering both kinds of programs in a unified way is a key consideration
for utilities, and we will be examining that very topic at the upcoming National Summit on Integrating
Energy Efficiency and Smart Grid on October 15-16.”
Delurey noted that the PG&E SmartRate program was chosen as a case study subject because of its focus
on customer service and its long-range view of program design. The case study, which was funded by the
Department of Energy’s Office of Electricity Delivery and Energy Reliability, explains that the following
are among the lessons learned by PG&E in implementing the SmartRate Critical Peak Pricing Program.
1. Start with Segmentation. Success is dependent on customer participation, so make the most of
the resources used to acquire and keep customers. Conduct thorough segmentation analysis
before the program begins and choose a realistic customer target.
2. Focus on Customer Satisfaction. Design both a communication strategy and the rate program
itself with a single objective: to create a clear, convenient, relevant customer experience. Even the
way customers who don’t succeed on the program are treated has an impact on market
transformation.
3. Create Cross-Functional Delivery Teams. Do not release a product until it is clear every
functional team can deliver what customers say they want and need. Then create a program team
that is responsive to customers all up and down the delivery chain. Every team member, from the
IT team to CSRs, should have the potential to positively impact the customer experience.
4. Put Smart Meter Data to Proper Use. The ability to combine the personalized insight of
interval data with management tools can create more value for consumers – but only if driven by
an intention to better serve customers.
“Like the previous case studies released by ADS, the case study of the PG&E SmartRate program uses
interviews to provide an inside view of implementing a demand response program,” said Delurey. “You
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get to hear from PG&E personnel not just what their conclusions are, but how they got there, with all of
the starts, stops and course changes along the way. We hope that practitioners and policymakers will use
this to see what lessons were learned by PG&E and how they might be applied to their own work.”
The case study can be found on the ADS website at www.demandresponsesmartgrid.org/CaseStudies.

About the Association for Demand Response & Smart Grid
The Association for Demand Response & Smart Grid (ADS) is nonprofit organization consisting of
professionals, companies and organizations involved in demand response and smart grid. It provides
services to educate and help policymakers and practitioners its members in the conduct of their work and
in the attainment of their goals. ADS seeks to establish and grow a demand response “community” of
policymakers, utilities, system operators, technology companies, consumers, and other stakeholders.
Group Members of ADS are Ameren, American Public Power Association (APPA), Arizona Public
Service (APS), California ISO, Comverge, Con Edison, Conservation Services Group (CSG),
Constellation, Corporate Systems Engineering, Dimplex, Duke Energy, Emerson Climate Technologies,
ENBALA, Energate, EnerNOC, Freeman, Sullivan & Co, GE, ISO New England, Itron, Landis+Gyr,
MISO, National Grid, National Rural Electric Cooperative Association (NRECA), Navigant Energy
Practice, Negawatt, NYSERDA, Olivine, On-Ramp Wireless, Opower, Pacific Gas & Electric (PG&E),
PECO, PJM Interconnection, Reliant, Rodan Energy Solutions, San Diego Gas & Electric (SDG&E),
Siemens, Silver Spring, Southern California Edison (SCE), Southern Company, and Tennessee Valley
Authority (TVA).
More information on ADS can be found at: www.demandresponsesmartgrid.org
More information on the National Summit on Integrating Energy Efficiency & Smart Grid can be found
at: http://energyefficiencysmartgrid.org/
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