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1 Introduction 

BGE’s Smart Grid Customer Education and Communication Plan outlines the major education and 
outreach elements for communicating BGE’s Smart Grid initiative to customers and key stakeholders.  
This document does not contain an exhaustive list of all project components; rather, additional elements 
will be determined as the Smart Grid project deploys.  BGE will partner with the PSC and other key 
stakeholders, forming a Communication Review Team to review communication elements as developed. 

BGE’s customer communication plan is envisioned to be long-term, robust, sustained and benchmarked
consumer-centric education effort.  Specifically, it will be a coordinated, comprehensive education effort 
that creates a conduit for effective two-way communication to help customers understand how to become 
“Smart Energy Managers.”  BGE’s overall education approach goes far beyond basic communications to 
provide:  

Financial incentives to our customers for changing their usage patterns through Smart Energy 
Pricing
Proactive feedback to help customers better understand their energy usage and how to save 
money through several mechanisms including the Smart Energy Manager Web Portal
New tools, including those on the Smart Energy Manager Web Portal, to help customers 
understand and manage their energy use
Comprehensive and consumer-centric communications and marketing to explain the benefits of 
Smart Grid, set expectations on roll-out activities, and to help customers understand how to take 
advantage of the new technology 

BGE’s Smart Grid Customer Education and Communication Plan, which will be refined with Commission 
input, is based upon lessons learned through benchmarking other utility Smart Grid experiences, 
including such companies as AEP, FPL, PG&E, Oncor, Xcel, Exelon/ComEd, Allegheny, CLP and OGE; 
research; and, most importantly, BGE’s nationally recognized Smart Energy Pricing pilot. 
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2 Background 
BGE’s Smart Grid Initiative is a landmark project that involves the installation of approximately 2 million 
advanced electric and gas meters throughout BGE’s service territory along with a two-way digital 
communications network.  The initiative establishes Smart Energy Pricing as the standard pricing 
structure, providing BGE residential customers with rebates for reducing consumption during peak 
demand periods.   

Smart Grid is the continuation of BGE’s commitment to transform customer operations and reduce 
customer costs, peak demand and energy usage. BGE already has many “smart” systems in place, 
including remote monitoring and control over all substations and most capacitors.  BGE has installed 
“smart” thermostats and air conditioner load control switches for demand response. Additionally there are 
some automated metering capabilities in place, including the ability to remotely read interval meter data 
for large Industrial and Commercial (I&C) customers, as well as the ability to read meters using drive-by 
vans. (See Appendix for examples of program success) 

3 Communication Approach 
Driving Fundamental Change 

Assumptions: 

To achieve the Maryland PSC’s goal of “achieving a fundamental change in the way BGE customers use 
energy and think about energy pricing,” it will be necessary to give consumers a compelling reason to 
think about their electric usage beyond simply the act of paying their bill.  As part of the larger sustainable 
energy economy, conscious consumption and price incentives that reward responsible behavior become 
more inspiring. 

To affect change, a comprehensive customer education program must define smart grid and its benefits 
in customer-friendly terms and reflect regional values, gain broad support for BGE’s leading-edge vision, 
encourage participation by an ever increasing number of consumers, help people choose the programs 
and value-added services that work for them, and enable the utility to provide these services at a fair rate.    

Acquiring and developing conscious energy consumers will require a multi-faceted approach that will pay 
for itself in continued participation in demand reduction programs.  

The Approach: 

BGE’s plan will demonstrate for customers the value of Smart Grid, utilizing various channels to reach 
individual customers in different segments in simple, easily understood language (not utility-speak).  
BGE’s Smart Grid Customer Education and Communication Plan is designed to communicate early and 
often, with a variety of touch points, building upon the communications from prior customer experiences.  
Multiple communication vehicles will target both internal and external audiences. 

BGE’s Smart Grid initiative includes four key overlapping phases that require comprehensive customer, 
employee and stakeholder education and communication.  Each customer engagement will reflect 
strategic messaging and execution tactics that build on the previous phase. The overlapping phases are: 

1. Smart Grid Introduction (begins immediately upon approval by PSC) 

BGE will begin communication with customers prior to technology installation.   
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Communicating with customers prior to the installation removes the mystery and arms customers 
with information and a clear understanding of the benefits to come. 

2. Installation of AMI Meters and Two-Way Network Infrastructure  

Phase 2 communications will build upon the foundation established during Phase 1.  During 
Phase 2, BGE will install the two-way network and AMI meters.  Customer communication during 
Phase 2 will provide advanced notification prior to meter installation.  Communication focus will 
be on helping customers understand the installation process and prepare them to take action 
immediately through an innovative web portal that will position them to become Smart Energy 
managers as it relates to their individual energy use. 

3. Initiation of Smart Energy Pricing (SEP)   

Phase 3 will build on the success of BGE’s Smart Energy Pricing Pilots.   

In addition to facilitating a positive customer experience during Phases 1 and 2, BGE plans to 
make significant investments to increase our customers’ understanding of their energy usage, 
including ways to change their usage to save money while positively impacting our environment.  
We believe that a true partnership between BGE and our customers offers the best path forward 
for realizing the full benefits of Smart Grid.  Specifically, by providing the tools to conserve energy 
and earn rebates for reducing their energy use during specific days, BGE customers will have 
greater control than ever before of their energy usage and spending. 

4. Deployment of advanced energy management tools  

As technology continues to evolve and new tools become available to customers, specific 
communication tactics will be designed to educate customers.   

4 Communications Objectives 
1. Define Smart Grid and create awareness of its value and customer benefits now and in the future. 

2. Build customer confidence in BGE as an expert and partner in managing energy and reducing 
energy bills.

3. Educate and engage customers through an interactive consumer education program to help them 
understand that they have the power to manage energy use and save money while positively 
impacting the environment. 

4. Energize and empower employees / retirees to serve as ambassadors and educators within their 
local communities. 

5. Reinforce BGE’s commitment to customers, advanced technology, energy efficiency and 
conservation, and environmental stewardship. 
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5 Key Messages  

5.1 High Level Messages

(For illustration purposes only – exact messaging to be refined based on customer research) 

 The power is in your hands. 

 Smart Grid isn’t just about energy.  It’s about transformation, information and communication. 

 Smart Grid will transform the way BGE customers access, manage and conserve energy in their 
homes and businesses by providing them with timely information via two-way communications 
system, allowing customers to make important energy decisions and save money 

 Knowledge brought to Power – It’s our future – the latest advances in digital information 
technology to enhance reliability, security, efficiency and communication 

 The true beneficiaries of this advanced technology will be our customers who, over the life of the 
project, can expect significant environmental benefits as well as more than $2.6 billion in energy 
savings and improved system reliability. 

5.2 Content Messages

Content messages will provide clear details in the various communication elements.  Information is 
designed to engage, motivate and answer potential questions.  Messages include: 

 What is Smart Grid 

 Why is Smart Grid important 

 Who benefits, how and why 

 What are Peak Time Rebates and how to maximize them 

 Available tools and how to use the tools to maximize savings 

 The meter installation process and timeline 
o BGE’s role and responsibility 
o The customer’s role and responsibility 

 Technology-specific information that addresses accuracy and security (lessons learned from 
other utilities will prove beneficial to this specific aspect of messages) 
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6 Communication Timeline  

BGE’s Smart Grid Initiative is a multi-year initiative that will enable significant changes in the customers’ 
relationship with their energy use.  The communications plan is being structured around overlapping 
phases intended to build awareness and interest in active participation.   

Early outreach includes communication from the time the Smart Grid is introduced and the installation of 
the infrastructure.  The focus of communications will be to build awareness of Smart Grid and the 
program, to associate the Smart Grid with key motivators for our customers (e.g., saving money), and set 
expectations about the deployment of technology. 

Once infrastructure installation begins and up through the introduction of Smart Energy Pricing, the 
communication focus will be on setting detailed consumer expectations about the meter installation 
process and providing support to customers as they begin to receive bills based upon the new meters 

Communication will expand with the initiation of the Smart Energy Pricing program to foster customer 
understanding of the rebate program and the tangible benefits, enhancing the way they use energy.  
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It is important to note, the installation of the Smart Meter infrastructure will include several touch points 
with the customer.  Below is a diagram that describes how the meter installation process will involve the 
customer: 

7 Key Stakeholders/Audience 

Primary Stakeholders/ Audiences:  BGE residential customers – all segments

Secondary Stakeholders/Audiences: 
 Maryland opinion and community leaders 
 Legislators – local, state and federal 
 Regulators – state and federal 
 Employees 
 Retirees 
 Media 
 NGO’s (e.g., AARP) 

Other interested parties

BGE will also partner with the PSC and other key stakeholders to form a stakeholder review team to 
review communications as refined throughout the initiative. 
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8 Research  
“We thought we were undertaking an infrastructure project but it turned out to be a customer 
project” - Chris Johns, President, PG&E  

Research, including benchmarking and lessons learned from other utilities’ Smart Grid initiatives serves 
as the backbone for this ongoing education program.  Research will be ongoing to ensure the 
effectiveness of communication tactics and messages.  Research methods will include benchmarking; 
focus group testing; online, phone, contact center and awareness surveys; and social landscape 
monitors.  The findings of those surveys will be made available in a transparent fashion without hesitation 
or manipulation.   

8.1 Customer Awareness
BGE’s Smart Grid Customer Communication and Education Plan is structured to address the 
customer awareness gap identified through research.  Current research provides a baseline to build 
the plan and customer awareness.  On-going research will monitor awareness, perceptions and be 
used to refine the plan. 

National surveys indicate that customer awareness of the smart grid is quite low.  And they further 
indicate that customers who are aware of the smart grid tend to have a very favorable opinion of their 
utilities if they are engaged in the smart grid.  National surveys also indicate that customers are very 
interested in learning more about smart grid pricing.  In fact, GE indicates that 3 of 5 customers have 
expressed such interest. 

Of those who have expressed an interest in having their utility pursue the smart grid, a very large 
number (4 of 5) have expressed interest because they want to save money on their utility bills.  Other 
reasons in descending order of importance include having better control over their energy choices, 
doing something good for their children and grandchildren, and doing something good for the 
environment. 

JD Power 2010 Residential Electric Customer Satisfaction Study 
The 2010 JD Power Residential Electric Customer Satisfaction Study provides customer feedback 
from 121 electric utilities nationwide.   Under the Smart Grid/Smart Meter Awareness section of the 
study, JD Power also gathered nationwide customer feedback on their familiarity with their utility 
being currently involved in or planning to be involved in a Smart Grid/Smart Meter deployment. 
The following are the Smart Grid/Smart Meter data results: 

1. How Familiar Are You With The Term “Smart Grid”?

Not At All Familiar:                  Industry: 74%                    BGE: 66% 
Somewhat Familiar:               Industry: 24%                    BGE: 31% 
Very Familiar:                          Industry: 2%                      BGE: 3% 

2. How Familiar Are You With the Term “Smart Meter”?

Not At All Familiar:                    Industry: 76%                     BGE: 63% 
Somewhat Familiar:                 Industry: 21%                     BGE: 32% 
Very Familiar:                             Industry: 3%                       BGE: 5% 
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3. Are You Aware Of Any Efforts Your Utility Has Made To Implement Smart Grid or Smart Meter 
Technologies?

Not Aware Of Any Efforts:   Industry: 86%                    BGE: 75% 
Yes – Both:                                  Industry: 4%                       BGE: 10% 
Yes – Smart Meter:                 Industry: 7%                       BGE: 12% 
Yes – Smart Grid:                     Industry: 2%                       BGE: 3% 

4. Are You Aware Of Any Efforts Your Utility Has Made To Implement Smart Grid and/or Smart 
Meter Technologies? Utilities With The Most Awareness By their Customers?

 Pacific Gas & Electric:                                                       47% 
 Austin Energy:                                                                    37% 
 Sacramento Municipal Utility District (SMUD):      36% 
 Portland General Electric:                                              36% 
 Jackson EMC:                                                                   29% 
 Idaho Power:                                                                  28% 
 San Diego Gas & Electric:                                           28% 
 Salt River Project:                                                            27% 

BGE:                                                                                      25%
 Colorado Springs Utilities                                            25% 
 Georgia Power:                                                              22% 
 EPB:                                                                                     21% 
 Alabama Power:                                                             21% 

General Electric Company  

The survey released by General Electric Co. on March 23, 2010, found that 79% of American 
consumers are not familiar with the term "smart grid."   A mere 4% of U.S. consumers surveyed said 
they are very familiar with the term "smart grid" and 17% said they are somewhat familiar with it, 
according to the survey. 

Nearly 70% of those who said they were familiar with the term, however, still did not know whether 
their homes are connected to a smart grid. 

BGE’s Residential Smart Grid Awareness Study 

Worthy of mention is the fact that BGE already conducted research prior to the PSC issuing its   
order, to gain baseline insights as to the customer awareness, perceptions and understanding of 
Smart Grid (attached).  Overall familiarity with the Smart Grid and the Smart Meter, along with what 
each does is very low among BGE customers.  Key findings of the survey include: 

 Overall familiarity with the Smart Grid and the Smart Meter, along with what they do, is very 
low.  However, slightly more survey participants were familiar with the Smart Meter than they 
were with the Smart Grid. 

 The majority of customers, 56 percent, are ‘not at all familiar’ with the Smart Meter and what it 
does  

 The research revealed that 76 percent are ‘not aware’ of any initiative by BGE regarding Smart 
Meters or Smart Grids. 
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 Many customers believe that the Smart Grid controls energy usage by cycling it on and off 
according to peak demand times and redirecting the flow of energy according to where the 
need is greatest.  Further, they also believe that the Smart Meter regulates/controls energy 
usage as well as tracks/monitors usage as well. 

 Three quarters of respondents stated that they are not aware of any initiative by BGE regarding 
Smart Meters or Smart Grids. 

 With regard to finding it valuable to see how much gas and electricity they are using every day, 
the majority of respondents: 

o Forty-five percent (45 percent) ‘Agree’ it would be valuable 

o Thirty-two percent (32 percent) of survey participants ‘Strongly Agree’ that they would be more 
likely to reduce their gas and electricity usage if they could see how much they used. 

8.2 Benchmarking and Lessons Learned

2008 Smart Energy Pricing (SEP) Post-Pilot Program 
BGE’s Smart Grid Customer Education and Communication Plan will also be informed by prior pilot 
experience including Smart Energy Pricing pilots conducted during 2008 and 2009.  High level 
findings follow: 

 SEP program participants were overwhelmingly satisfied with their program experience with 
over 93 percent reporting that they were either ‘very satisfied’ (62 percent) or ‘satisfied’ (31 
percent).  The mean satisfaction score was 4.5 on the 1 to 5 scale. 

 Peak Time Rebate customers had slightly higher satisfaction levels than did Dynamic Peak 
Pricing customers. 

 Saving money was the primary motivation for program participation, cited by 78 percent of 
respondents. 

 Ninety-seven percent of participants would be interested in continuing the same pricing 
structure in 2009. 

 Over 78 percent of respondents believe that variable rate programs should be standard for all 
BGE customers. 

Sixty-five percent of participants considered voicemail to be the most effective notification 
technique.

2009 Smart Energy Pricing (SEP) Post-Pilot Program 
 The potential to save money on monthly utility bills continues to be the primary motivation 

behind customers’ participation in the Smart Energy Pricing Pilot (84 percent in 2009 as 
compared to 78 percent in 2008). 

 Satisfaction with the SEP Pilot Program remained consistently high, with two thirds of the 
participants (63 percent in 2009 and 62 percent in 2008) claiming to be ‘Very Satisfied” with the 
pilot program, and nine out of ten participants stating they are at least ‘Satisfied’ (92 percent in 
2009 and 93 percent in 2008). 
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 Comfort levels during Critical Peak Days also remained consistent, with 24 percent of 2009 
program pilot participants stating themselves to have been ‘Very Comfortable’ as compared to 
22 percent in 2008, and 71 percent stating they were at least ‘Comfortable’ in 2009 as 
compared to 74 percent in 2008. 

 Participants in each year’s SEP Pilot Program – 99 percent in 2009 and 98 percent in 2008 – 
were overwhelmingly interested in returning to a similar pricing structure the following summer.  

 Respondents also believe that the ability to save and earn rebates should be standard for all 
BGE customers. 

 Eighty percent (80 percent) of 2009 SEP Pilot Program study participants stated they also 
adjusted their energy use during critical hours of Non-Critical Peak summer days. 

 The top two changes in electric use made by 2009 SEP Post Pilot Program participants were 
that they refrained from using high energy appliances during critical peak periods (66 percent in 
2009 and 65 percent in 2008), and they raised temperature setting or turned off air 
conditioning/heat pump during critical peak periods (60 percent in 2009 as compared to 54 
percent in 2008). 

 The majority of 2009 SEP Pilot Program participants found the hands-off features of the 
thermostat most useful, including having the ability to program temperature settings (64 percent 
of cases) and having the thermostat automatically cycle the compressor (56 percent of cases). 

OG&E Case Study 
 765,000 customers 

 Silver Spring Network (SSN) infrastructure including ZigBee-enabled meters, Demand 
Response, and Web Portal 

 SSN-certified HAN devices (Thermostat and In-Home Display) 
 Time of Use (TOU) and Variable Peak (VPP) with Critical Peak Pricing (CPP) 

 Four pricing levels from $0.03/kWh to $0.46/kWh 

 Pilot expanded to 3K customers in summer of 2010 

Findings 
 Energy awareness leads to savings and peak shifting capabilities 

 92 percent of customers would shift to off-peak consumption given incentive 

 10 percent-15 percent monthly energy bill savings over flat rate with technologies 

Extensive Industry Interviews and Evaluation 
In addition to formal research, BGE representatives interviewed utility representatives, public relations 
firms, marketing organizations and industry leaders with Smart Grid experience to identify best 
practices, challenges and issues. An overwhelming response was “Communicate early and often.” 

The references below and examples in the attached Appendix reflect communications developed 
based on best practices and lessons learned.  These resources are examples of those that will be 
used to develop BGE’s customer education elements in the Customer Tactics section of this plan   
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http://www.oncor.com/tech_reliable/smarttexas/default.aspx
http://www.duke-energy.com/about-us/smart-grid.asp
http://www.smartgrid.epri.com/
http://www.pge.com/smartmeter/
https://www.pge-smartrate.com/index.cfm
http://www.oge.com/residential-customers/products-and-services/Pages/Smart percent20Grid.aspx
http://www.itsyoursmartgrid.com/
http://ge.ecomagination.com/smartgrid/#/landing_page

8.3 Customer Segmentation for Dynamic Pricing Communication 

BGE recognizes the rich diversity within our customer base, and the associated variety of motivating 
factors that affect energy usage and engagement in programs such as dynamic pricing.  Customers 
will opt to change their energy usage in response to price signals according to their personal choices 
and beliefs.  Segmenting customers into groups with similar beliefs and tendencies will allow BGE to 
better craft messages that will resonate with each group.  BGE’s research plan will consider groups 
such as (1) green / environmentally oriented, (2) control / technology oriented, (3) bargain / budget 
value seeker, (4) comfort over cost, (5) privacy is paramount, (6) survival / cost management is 
essential.

Customers in different segments have different energy 
needs and are likely to value the PTR program 
differently.  The retired elderly couple has very different 
needs than the young couple with no kids.  College 
educated people perceive the need for conservation 
differently than those who have just 

Completed high school.  People in 
apartments relate differently to the utility bill 
than home owners and so on.  Multiple 
research studies show that green altruists 
and digital control enthusiasts will likely be 
early adopters and be willing to invest in 
clean solutions.  Bargain hunters will 
respond to pricing incentives that allow 
them to save.  Comfort lovers will probably 
not bother to respond to PTR unless 
enabling technology takes the guess work 
and pain out of participation.  Privacy
resisters—fearful of intrusion—will focus on 
data safeguards which can be solved with 
proper data demarcation within the meters.  
Customers with medical conditions who 
depend on uninterrupted service for 
survival may need to be discouraged from 
responding.    
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Peak Time Rebate Segmentation Example   

Applying research, detailed activities will be designed to meet customer segment needs.  The chart 
below illustrates a potential example of customer segmentation for Peak Time Rebates. 

Segment Awareness Critical Interest Specialized Channels 

Green HIGH 
Voluntary load 
shift possible 
with info and 
simple
feedback 
devices 

protecting 
environment, 
lowering carbon 
footprint 

Local environmental non-
profits, energy audit and 
weatherization  consultants, 
green events 

This is a key target to become 
smart energy champions 
themselves 

Control HIGH.  Early 
adopter of 
tools that take 
advantage of 
up to minute 
feedback 

Actively 
managing 
usage is a 
game as well as 
environmentally. 
sound idea 

Web Portals 

Bargain MODERATE 
Worried if 
smart grid will 
add cost 

Keeping costs 
down 

Energy audit and 
weatherization  non-profits and 
service providers, home shows 

Comfort LOW, not 
likely to be 
early players 

Easy, not 
having to pay 
attention 

Purveyors of automated 
solutions, Smart appliance 
makers, high touch service 
companies 

Privacy LOW, not 
likely to be 
early players 

Keeping
personal data 
out of utility 
hands 

Radio shows and town 
meetings, Do-it-yourself home 
improvement retailers and 
shows  

Survival MODERATE 
Worried if 
smart grid will 
add cost 

More likely to 
actively
participate if 
they see cost, 
community 
benefits

Community-based 
organizations like 
greendmv.org and BGE’s low 
income programs 

Co
lo

ra
do

 P
UC

 E
-F

ili
ng

s 
Sy

st
em



15

The Impact of Dynamic Pricing and Low Income Customers 

The core finding is that low income customers are responsive to dynamic rates and that many such 
customers can benefit even without shifting load. 

Contrary to the arguments about the inability of low income customers to respond to price signals, the 
results of the survey show that low income customers do shift their load in response to price signals.   
The results show that a customer’s income status did not have a measurable effect on their elasticity 
of substitution.   More explicitly, these results show that the elasticity of substitution of low income 
customers is not statistically different from that of other higher income customers whose income data 
is known. 

9 Employee Communication and Education 

We now recognize that the process of educating BGE customers regarding Smart Grid will need to begin 
with internal alignment as many of our own employees who may not yet understand how this cultural shift 
will affect them, much less their customers.  

Continuing to educate BGE employees regarding Smart Grid, specifically how the technology works and 
the value proposition of the new technology for the utility’s 1.2 million customers is an essential 
component of the initiative’s success. That education, in turn, will equip BGE employees to act as 
company ambassadors or liaisons when interacting with customers, family, friends, neighbors, etc. – a 
role that most BGE employees are willing and eager to take on.  

Due to their roles within the company, many BGE employees interact with customers on a daily basis. 
Employees want to feel they have the ability and skill to successfully answer customers’ questions and 
provide assistance about where to find more information.  

The following internal communication initiatives (which are provided for illustration and are by no means 
considered exhaustive) will help employees understand how Smart Grid technology works and provide 
them with key messages for use with customers and other stakeholders.  

President’s Message 
Letter from BGE President Ken DeFontes which announces Smart Grid approval, outlines key dates 
and deliverables, and explains the need for employees to play an active role as company 
ambassadors in support of the program. The letter will include a link to more information on the 
company’s intranet site, Powernet, as well as www.BGE.com.

 Concise, succinct message points on the company’s intranet will provide employees with 
an overview of Smart Grid’s key components as well as FAQ’s and other real-time tools 
and information with which to effectively engage BGE’s customers. 

Video Message Featuring Ken DeFontes and Mark Case 
Following the approval, BGE President Ken DeFontes and Mark Case, senior vice president of 
strategic and regulatory affairs, will be featured in a video discussing all the key components of Smart 
Grid. The video will be featured on the Constellation Energy intranet site, MyConstellation for all 
employees to view.  

 Leaders of field employees (who do not have regular access to a computer) will be asked 
to view the video with employees during morning briefings.    
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Job Aid Web Tutorial 
For employees who want more in-depth information, a Smart Grid tutorial – an online job aid that 
takes them step-by-step through the history of Smart Grid all the way through the approval process 
and what is expected when installations begin will be available. 

Town Hall Briefings 
Members of BGE’s Executive Leadership Team (ELT) will host regular Smart Grid meetings at each 
of BGE’s primary locations, including the Gas & Electric Building, the Rutherford Business Complex, 
Front Street, Spring Gardens, and each of the service centers. This will give employees the 
opportunity to hear the messages first-hand and to ask questions of BGE’s top leadership.  

Executive Blog 
A new executive blog will be developed with input developed and provided by BGE’s executive 
leadership team (ELT). Topics of the first several blogs will be focused on the value proposition that is 
Smart Grid, why it’s so critical to customers, the timing of the rollout, etc. The messages will be short 
and written in a conversational style. The blog will allow employees to write comments or ask 
questions about the topic. 

Fact Cards 
Many BGE field employees do not have regular access to a company computer. Laminated fact cards 
will be provided to every employee – with a concentration on the field force. The Smart Grid message 
points will be short, to-the-point and easy to communicate to customers.  

Customer Leave-Behind 
A customer communications pamphlet will be created that includes the benefits of Smart Grid, the 
timing, what customers can expect and when, etc. Field employees may distribute this literature to 
customer with whom they come in contact. The information will lead customers to more information 
on Smart Grid on bge.com. 

Retirees will be provided the same information as active employees.  Additionally, employee 
education will be ongoing – not just something that occurs during the initial phase but throughout the 
life of the project.

10 Customer Communication Tactics 
The customer communication tactics listed below are based on research including BGE pilot programs 
and incorporating lessons learned from other utility deployments.  The communication and education plan 
is designed to be flexible to optimize each customer’s individual experience.   

BGE will be employing a multi-channel strategy for interacting with customers.  By providing consistent 
messaging and tools across a broad set of communication channels, we expect to significantly enhance 
our customers’ experiences by communicating with them in the way they choose and in which they are 
most comfortable.  For example, we plan to proactively notify our customers prior to Critical Peak Periods 
to support them in maximizing their Smart Energy Pricing rebates.  We plan to capture our customers’ 
preferences and provide the notifications in the way that they choose, whether that is through an e-mail, 
text message, or phone call.  Alternatively, a customer may choose to simply check our web-site 
themselves or rely on television and radio advertisements announcing the events.  This multi-channel 
approach is not only expected to drive customer satisfaction, it is also a key component of our strategy to 
extend the benefits of Smart Grid to all of our customers.  As one example, for a customer who may not 
have regular access to a computer with internet access, we will also provide energy usage feedback 
through mobile devices and paper reports. 
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While we are excited about offering our customers a choice in how they communicate with us, we also 
realize that it will not be feasible to always get direct feedback from our customers about their 
preferences, interests, and motivations.  For this reason, we also plan to implement customer 
segmentation initiatives to better target our messaging and more effectively select marketing tactics. 

Tactics will be measured for success and continuously fine-tuned. 

Advertising and Mass Media 
Traditional mass media such as TV, radio, print, etc. will create awareness and direct customers and 
stakeholders to the new Smart Grid micro site for more information. Mass media outreach will include 
paid advertising (commercials, sponsorships etc.) as well as non-paid public relations outreach (press 
releases, news interviews, letters to editors, OpEd, etc.).  

Seek potential partnership with another well-respected brand, such as is the case with the 
PeakRewards  partnership with the Baltimore Ravens.  Perhaps there might be opportunities to 
enlist the support of certain personalities espousing the value of Smart Grid. 

BGE also plans to notify customers of Smart Energy Pricing peak events through mass media. 

Electronic Communication: 

Web Portal 
.
A web portal (see appendix for examples) will allow customers to begin to experience the benefits of 
the smart grid soon after their new meter is installed.    This portal is expected to evolve over time 
with more features being added at key points in the program such as when Smart Energy Pricing is 
introduced.  As new features are added, we believe it is important to maintain a consistent “look and 
feel” where possible   

This portal will provide features such as: 

 Usage and “Bill” Data Presentment – presentation of consumption data collected through the 
AMI system and bill estimates 

 Energy Budget Tracking – a tool that allows customers to set a budget for their energy costs 
and track performance against it throughout the month 

 Usage Disaggregation – an analytical tool that breaks down a customer’s usage by major 
category to help identify savings opportunities 

Paper Energy Report Web Portal Web Portal Web Portal

$$

Consistent look and feel, features added over time
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 Savings Summaries – feedback on the amount of money that a customer has saved through 
Smart Energy Pricing  

 Environmental Impact Analysis – an analytical tool that estimates a customer’s carbon 
footprint 

 Comparison to Others – feedback on how a customer’s usage compares with similar 
households.  Social norms have been shown to significantly change consumer behavior. 

The portal will evolve over time with more features being added.  The portal is one of the primary 
ways that customers will receive feedback on their energy use, but similar information will also be 
provided through other channels for customers without portal access.  To ensure customers find the 
Web Portal beneficial, a User’s Guide will be developed and distributed.   

Social Media 
Social media will enable BGE to communicate via text and multimedia, receive instant feedback, and 
will provide a means for customers to communicate with one another.  Social media engagement has 
already begun in earnest at BGE and is envisioned to expand with Smart Grid approval.  Without 
question, social media provides BGE and its customers a unique and meaningful means for 
interacting with each other throughout each phase of Smart Grid implementation. 

Before technology installation begins, customers and stakeholders will learn about Smart Grid – i.e., 
“What is Smart Grid,” “What are the benefits to the customer,” “Why is there a need for an enhanced 
system,” and more.  Answering potential questions will create a greater level of understanding and 
comfort for the customer.  BGE’s Smart Grid blog will encourage two-way communication and 
customer interaction. 

As collateral materials are produced, digital versions will be available on bge.com.  Timely messages, 
along with summaries and links, will be available to those who follow BGE on Twitter and Facebook 
as well as other social media venues including blogs, etc. 

Implementing social media monitoring tools such as Radian 6 will allow BGE to gain active insight 
into what is being said by customers about the programs and the Smart Grid. Armed with customer 
feedback, BGE will be positioned to address questions and enhance education based on customer 
priorities and understanding of the customer voice. 

Digital Media  
With a positive decision by the PSC, immediately enhance bge.com with a Smart Grid Envision 
Center Micro site.   (Example,  http://www.duke-energy.com/about-us/smart-grid.asp
http://www.oncor.com/tech_reliable/smarttexas/smartgrid.aspx ) 

BGE’s interactive website including the “How it Works” video will answer questions and provide 
information about the benefits, installation process and installation schedule similar to Oncor’s site at 
http://www.oncor.com/tech_reliable/smarttexas/deployment.aspx.

Also, the following link, while not Smart Grid-related, is an example of videos that we envision 
creating in order to aid customer understanding, awareness and acceptance of Smart Grid: 
http://www.youtube.com/watch?v=g5PF75NVXk0.  Additional viral videos are envisioned (e.g., “10 
Steps to becoming an energy superstar”) in order to help build momentum for Smart Grid. 

A running count ticker will display a weekly account of how many installations have occurred to date 
and a map that shows where installations have occurred and where they are planned.   This type of 
information will prove essential for ensuring customer awareness at every step of the Smart Grid 
value chain.  
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Email and SMS 
Initiate an opt-in email campaign in which BGE can regularly interact with customers about 
developments related to Smart Grid.  Customers will also be given the option to choose e-mail or 
SMS text messaging as their preferred way to receive on-going operational communications from 
BGE.  For example, a customer may choose to receive notifications of Smart Energy Pricing events 
through e-mail.  

Electronic Newsroom 
Create an online newsroom for media to access news and information leveraging existing and newly-
developed materials.  This could include downloadable video for media to download as well as other 
tactics common to online newsrooms. 

Webinars 
Beginning with approval, BGE will host webinars (similar to what many financial-related companies 
such as T. Rowe Price and USAA conduct for their customers relative to new and existing products) 
for customers, community groups and other audiences on Smart Grid‘s processes and the multiple 
customer benefits. 

Customer Tool Kit 
The customer tool kit will be provided electronically on BGE’s Smart Grid micro-site to include online 
brochures.  A hard-copy version will be available by mail, particularly for certain customer segments, 
especially senior citizens and limited income.  Customers will have the option to receive an electronic 
version of the Tool Kit, which will focus on immediate customer benefits, directions on how to read the 
meter, how to track energy use, tips to manage and reduce energy use, as well as a wealth of other 
meaningful information.  It is envisioned that the electronic tool kit will be a living vehicle, updated 
regularly as the program evolves.  The hard copy tool kit also will be updated regularly and provided 
to customers in a similar fashion as BGE’s consumer reference manual. 

Video and Photo Slide Show 
A Smart Grid video will illustrate what smart grid is, the components, how it works and customer 
benefits.  (Example How it Works video: 
http://www.silverspringnet.com/resources/collateral_flash_demo-eng.html)

Customer Testimonials 
Customer interviews and testimonies during installation will capture personal customer experiences 
and will be posted on bge.com’s Smart Grid micro-site. 

.
Mobile Demos 

Mobile demos will include demonstrations about how to read the new meter, how to track energy use, 
etc., and how to use the new web portal. 

Collateral Materials (Hard Copy communication) 

Customer Welcome Kit 
A customer “Welcome Kit” will be distributed after their new meter is installed.  The kit will outline 
benefits and provide information to encourage customers to begin the transformation to smart energy 
managers. 
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FAQ’s 
Frequently asked questions will be available on BGE’s Smart Grid micro-site.  A hard-copy version 
will be available by request. 

To help customers understand the steps of the meter installation process and how to take advantage 
of the technology, a variety of materials will be prepared to address each step  

 Customer letters and an outbound IVR caller will notify customers when we will be working 
in their neighborhoods. 

 Door hangers will be left at the customer’s home before and after installation.  Information 
will include how to read the meter, how to track energy use, immediate benefits, and where 
to get more information. 

 A welcome kit will be mailed following installation to provide details and remind customers 
of the immediate benefits. 

Customer Feedback Mechanisms 
 Customers will receive feedback on their energy usage in a variety of forms, including: 

 Paper Reports 
 Web Portal 
 E-mails 
 Text Messages 
 Mobile Devices 

This feedback will go beyond simply presenting AMI consumption data.  Other examples of feedback 
that we expect to provide to customers include: 

 Summaries of how much a customer was able to save through participation in Smart 
Energy Pricing 

 Comparison of energy usage to similar households 
 Comparison of energy usage to budget targets set by the customer 
 Assessment of a customer’s environmental impact 

BGE’s Smart Grid Customer Communication Plan is extremely proactive at each phase, recognizing 
customer engagement is a continuous process.     Over time, as our customers’ understanding of and 
interest in their energy management grows, we expect them to explore the more advanced tools and 
information that we make available. 
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Incentives and Peak Event Alerts 

Smart Energy Pricing will be offered to provide financial incentives for customers to change how they use 
energy.  Peak-time rebates will be offered to all residential customers.   

The table below is an example of the key communications planned to provide customers information in 
association with Smart Energy Pricing events. 

Audience Message Content Timing Media/Channel 
Residential customers  Notification that a Critical Peak 

Period will be occurring 
The day prior to 
the Critical Peak 
Period

 Television 
 Radio 
 Newspapers 
 Automated 

phone calls 
 E-mails 
 Text messages 
 Messages on 

web portal 
 Mobile apps. 
 Social 

networking sites 
Residential customers  Report of how much of a rebate 

the customer was able to earn 
during Critical Peak Period 

 Comparison of savings to 
similar customers 

Soon after event  Paper reports 
 E-mails 
 Text messages 
 Web portal 

Residential customers  Summary of energy savings 
due participation in Critical 
Peak Events over time 

 Comparison of savings to 
similar customers 

 Reminders of ways that 
customers can reduce their 
usage during Critical Peak 
Periods to increase their 
rebates 

Monthly during 
the summer 

 Paper reports 
 E-mails 
 Web portal 

Employees as Ambassadors and Liaisons 
Employees will be proactive and reach out to family, friends and neighbors.  Employees will be 
trained and prepared with fact sheets and fact cards so that they may respond to questions.  A 
customer communications pamphlet will be created that includes the benefits of Smart Grid, the 
timing, what customers can expect and when, etc. Employees may distribute this literature to 
customer with whom they come into contact. The information will lead customers to more information 
on Smart Grid on bge.com. 

Community Outreach and Limited Income Outreach 

To effectively raise consumer awareness, it is important to engage key influencers as well as 
members of the public.  This goes beyond simple, reactive PR programs typical in the industry. While 
there is a tremendous amount of anticipation and noise about the Smart Grid, there is also 
considerable confusion, ambiguity, angst and doubt.  
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Nationally, the lack of comprehensive consumer education has created a vacuum.  Focusing on 
isolated issues without showing the value of the integrated story distorts the value proposition of the 
Smart Grid. Bringing our different constituents to the table for honest exchanges of concerns and 
long-term realities of deployment is critical to building smart energy champions throughout our region.   

Using BGE’s existing community outreach organization, BGE will be aggressive in its engagement of 
the customer-at-large through community organizations, NGO’s, etc, often piggybacking on existing 
events where possible.  By being active listeners, BGE will have the opportunity to listen to the 
concerns and capabilities of these groups.  BGE can leverage their relationships with their members 
(who can become influential early adopters).   www.greendmv.org is an example of an interesting 
regional program that brings together jobs, environmental advocacy, and empowerment of low-
income communities. 

For outreach to be effective the tone and information must be: 

• Educational without being patronizing or condescending 
• Engaging and entertaining 
• Authentic and realistic 
• Technically accurate 
• Independently validated 
• Realistic and timely when giving calls to action 
• Able to deliver multiple impressions through varied channels 
• Proactive in seeking opportunities to meet with community groups, neighborhood 

associations, churches, chambers of commerce, etc. to provide information, demonstrate 
benefits and answer questions.

• Able to engage schools throughout the service territory to further involve families.  For 
example, Fresno State in California’s Central Valley has developed a program that involves 
students in voluntary Demand Response emergency programs that could be replicated in a 
very fun and clever local program.

Listening Program 
BGE will actively and visibly solicit input from the community, which in and of itself, will have an 
emotionally powerful effect.  More importantly, the company will learn from its consumers.  Town Hall-
style meetings with electronic voting can give a snapshot of public opinion.  Consumer advocacy 
groups from within the service area as well as some from outside the service area need to be brought 
into the process so that the legitimate issues they raise can be addressed and considered 

Public Libraries, Shopping Malls and other key venues 
Host seminars and special events for a wide audience at convenient locations. 

Speakers Bureau Presentations 
BGE speakers will be available for presentations to groups such as AARP, limited income 
organizations, etc. to explain Smart Grid and how customers can immediately benefit. 

Home Energy Management Seminars 
Investigate opportunities to conduct energy management workshops/seminars in conjunction with 
retailers like Home Depot or Lowes – seek partnerships similar to what exist today under BGE’s 
Smart Energy Savers programs http://conservation.bgesmartenergy.com/residential/lighting-
appliances.
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SocialCRM -
Evaluate the use of an online community platform tool such as Lithium (www.lithium.com) to create a 
powerful online community where customers can share information and experiences, providing real-
time feedback to BGE that would alert the utility to both positive and negative trends that are 
emerging within the customer environment] 

Another tactic might include the use of a product-neutral demo station at local home shows and booth 
at trade shows to be staffed by identified employees or contractors to answer questions 

11   Media Outreach 

Press Releases 
Press releases throughout the initiative to highlight key milestones  

Talk Show/Broadcast Opportunities 
Create additional opportunities for designated spokespeople to appear on local TV and radio shows, 
to communicate about the importance Smart Grid, the process and what customers should expect. 

WBAL-AM
 WBAL-TV 
 WJZ 
 WBFF 
 WMAR

Publications 

Outreach to strategic publications for interviews and articles 
Baltimore Sun 
BBJ 
Daily record 
Capital 
Washington Post 
Patuxent Papers (Catonsville Times, Owings Mills Times, Howard County Times, Towson Times, 
Jeffersonian, etc) 

Media Opportunities 

 Highlight opportunities of interest such as a day in the life of a smart meter from the time it arrives 
at BGE, to the rigorous testing of various components to installation 

 Training class of installers 
 First installation of the new meter 

o Similar opportunities for local papers with customers in their  specific jurisdictions 

Potential Feature Pitches 

 Develop feature pieces regarding the benefits of Smart Grid, what to expect and customer tools 
 Work with radio TV, and web-based programs and others to provide them quality content and 

resources 
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Editorial/Photo Opportunities
 Media and Photo Advisories:  Create photo opportunities around installation of meters and use of 

web portal. 

 Host a BGE Smart Grid Kick-off event with BGE executives, special guests, celebrities, etc to 
mark the first installation.  Venues include the local science museum, ballpark, etc. 

Opinion Pieces 
Create opportunities for placing op-ed articles throughout the service territory on a variety of Smart 
Grid topics (editorial calendar to be developed).  Pieces will be developed and submitted to all print 
outlets regardless of size and print frequency.  Emphasis on explaining the benefits of Smart Grid and 
addressing issues (real or perceived) related to the technology. Also, focus will be on explaining how 
peak time rebates can encourage more responsible behaviors 
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12 Appendix 
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12.1Examples of Program Successes

Energy Efficiency 
 Installed just approximately 965,000 energy efficiency measures 
 Over $213 million lifecycle savings Program-To-Date for all EE&C programs (including fast track) 
 Over 2,500 new homes committed to ENERGY STAR New Homes program 
 10,800+ HVAC equipment rebates to date,  
 Home Performance with ENERGY STAR® 90 jobs completed or in process. 
 Quick Home Energy Check-up – approximately 6,000 completed 
 Limited Income Energy Efficiency Program-  

Approximately 1500 participants , 
 Average annual savings = $428,  
 15% reduction in energy use 

I&C
 Approximately 1,500 applications for Energy Solutions for Business,  
 Over 2,400 audits for Small Business Lighting,  
 Annual energy savings - 58 million kWh  

Awards:
 2010 AESP Honorable Mention Marketing Award 
 2010 AMA Marketing Excellence Award 
 New Homes “2010 ENERGY STAR® Award” 

Home Energy Audit Awareness and Satisfaction 

Q3 2009 Q4 2009 Q1 2010 Q2 2010

Aware of Home 
Energy Audits 

40% 40% 47% 52%

Participated in 
Home Energy 
Audits

8% 8% 11% 10%

Satisfaction with 
Home Energy 
Audits

100% 77% 75% 77
%
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Lighting Discounts and HVAC Rebate Awareness and Satisfaction 

Q3 2009 Q4 2009 Q1 2010 Q2 2010

Aware of Lighting 
Discounts & HVAC 
Rebates 

30% 33% 42% 50%

Participated in 
Lighting Discounts 
& HVAC Rebates 

17% 26% 27% 21%

Satisfaction with 
Lighting Discounts 
& HVAC Rebates 

80% 73% 85% 85%

I&C Energy Efficiency Program Awareness and Satisfaction 

Q3 2009 Q4 2009 Q1 2010 Q2 2010

Aware of Energy 
Efficiency 
Discounts 

29% 29% 26% 28%

Enrolled in Energy 
Efficiency 
Discounts 

38% 25% 40% 33%

Satisfaction with 
Energy Efficiency 
Discounts 

75% 83% 92% 87%

Peak Rewards 

Aware of 
PeakRewardsSM

Program Q3 2009 Q4 2009 Q1 2010 Q2 2010

Yes  72% 73% 74% 76%
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12.2 Smart Energy Pricing Post Pilot Awareness Survey
October 2009 
SEP Post Pilot Customer Assessment Survey – October 2009

Households Including
Program Participation and Satisfaction  Low Income Senior Citizens All

 1. What was the most important reason for your participation in the 2009 Smart Energy 
Pricing Pilot? (Select one option) 

  1 Potential to save money on monthly utility bills 82% 82% 86%
  2 Lowering future energy costs 11% 14% 11%
  3 Delaying the need for new power plants 0% 2% 1%
  4 Reducing greenhouse gas emissions 8% 3% 3%
  5 Other (Please specify) 0% 0% 0%

   

2a) On a scale of 1 to 5, where 1 is "Very Dissatisfied" and 5 is "Very Satisfied", please 
rate your overall experience with the Smart Energy Pricing pilot program. (Select one 

  1 Very Dissatisfied 0% 2% 2%
  2 Dissatisfied 3% 1% 1%
  3 Neutral 13% 4% 5%
  4 Satisfied 36% 31% 29%
  5 Very Satisfied 49% 61% 63%
                      Satisfied or Very Satisfied  (Total of 4 and 5) 85% 92% 92%

 4. The Smart Energy Pricing Pilot program has ended and all participants who received 
special rebate credit opportunities have returned to the normal billing structure.  Would 
you be interested in returning to similar billing program structure as you experienced 
during the 2009 summer pilot program for the summer of 2010? (Select one option) 

  1  Yes, I would like to participate in a similar program for summer of 2010 100% 98% 99%
  2  No, I would not like to participate in a similar program for summer of 2010 0% 2% 1%

5. Do you think the opportunity to earn rebates for reducing usage during critical peak 
periods should be standard for all BGE customers?

1  Yes 85% 91% 94%
2  No  15% 9% 6%

Co
lo

ra
do

 P
UC

 E
-F

ili
ng

s 
Sy

st
em



29

12.3BGE Smart Energy Pricing Pilot Examples
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12.4 BGEWeb Portal Examples
 For illustrative purposes only 
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12.5 Examples of Utility Collateral and Communications

12.5.1 Sempra Energy 
Website  - http://www.sdge.com/smartmeter/smRolloutIntro.shtml 
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12.5.2 PG&E 

Website -  http://www.pge.com/smartmeter/ 
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12.5.3 OG&E 

Website - http://www.oge.com/environment/EnergyEfficiency/Pages/Smart%20Grid.aspx 
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12.5.4 ONCOR 

Website - http://www.oncor.com/tech_reliable/smarttexas/default.aspx 
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12.5.5 Duke Energy 

Website - http://sustainabilityreport.duke-energy.com/products/smart-grid.asp
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