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THE IT ARCHITECTURE
UTILITIES NEED TO
UNLOCK THE VALUE OF

CUSTOMER
ENGAGEMENT

Customer engagement is no longer just a business issue.

Utility business leaders around the world are recognizing
the value of engaging their customers. But, increasingly,
they re realizing that transforming the customer
relationship is just as much an IT project as it is a
business project. Too often, IT is consulted at the end of
the conversation and seen as a roadblock that keeps
business leaders from keeping up with customer
expectations.

This is a missed opportunity. By thinking holistically
about the front-end and back-end aspects of customer
interactions, utilities can implement an IT solution that is
suited to the unique needs of customer engagement.

CUSTOMER ENGAGEMENT
IS THE NEW FRONTIER OF
UNTAPPED VALUE.

When utilities deliver a higher level of service at
momentsthat matter, customers are more satisfied,
participate in more programs, share information more
easily, recommend their utilities more often, and feel
more loyalty toward their energy providers?This
translates to higher customer lifetime value in competi-
tive markets, increased ROE in regulated markets, and
customer care and operational savings for all providérs.

There’s also a long-term strategic benefit to providing
better customer experiences. For example, as demand
flattens, utilities can offset declining revenues by earning
their customers’ trust and becoming their providers of
choice for new products and services. Being customer
centric is becoming key to how utilities secure their
place in an evolving energy ecosystem.
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» ENGAGED CUSTOMERS ARE A VALUABLE ASSET

| DIGITALLY ENGAGED CUSTOMERS SHOW
IMPROVED CUSTOMER SENTIMENT

More than

3 TIMES AS LIKELY

to recommend their provider

i 37% INCREASE

in signups for energy products
and programs

| POSITIVE CUSTOMER EXPERIENCES INCREASE LOYALTY

Positive experience
yields 6®6 increase
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@@ in loyalty
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Positive experience

Was bill easy
to understand?

yields 75% increase
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@@ in loyalty

reducing bill?

Intending to stay
with provider

Did CSR offer | NO @
advice on @

|ENGAGED CUSTOMERS SWITCH LESS
10)/LOWER CHURN
0OAmong most engaged customers

| CUSTOMER ENGAGEMENT DRIVES OPERATIONAL VALUE

Increased
revenue
(Cross-sell)

Total utility value

Decreased Decreased
billing costs Averaged across call center costs
all customers

Decreased
revenue
management

|C—SAT TRANSLATES INTO HIGHER RETURN ON EQUITY



