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It Isabout peoplel
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S3C

Smart Meters are only
as smart as the
consumers using them.

Robert F. Powelson, Chairman,
Pennsylvania Public Utility Commission
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TheSmart Consumer?

Switching retailer
on the internet é

renewable
energiese

. Being rewarded for

— my flexibility é

= Generating energy
~athomee
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http://www.news4teachers.de/wp-content/uploads/Mustermann_nPA.jpg
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Levels of Personal Needs

Physiological Needs

27.05.2014

Individual Fulfillment

Social Needs
Security Needs

S3C

Creativity, transcendence

Successspontaneity

Closenesdove,
mobility

Housing work,
security

Air, food, water,
light, warmth
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What Customersyvant X
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DevelopingPeopleCentredProducts

Individual Fulfillment Healthand Security
Social Needs Prosumer
Management
Security Needs Energy
Consulting

Physiological Needs v
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S3C

Support the energy utility of the future to effectively cooperate witt
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ErikLaes VITO
Pieter Valkering, VITO
Matthijs Uyterlinde ECN

s3c INTERMEDIATRESULTS

SMART GONSUMER
SMART GUSTOMER

SMART GITIZEN




The utility of the futurecooperates with ...

A SC1 - smart consumers, who want to
I reduce energy consumption and costs

I change lifestyle routines to a limited extent

A SC2 - smart customers, who want to get services to become
I aprosumer, i. e. produce as well as consume energy

I a market partner providing consumption flexibility or energy services

A SC3 - smart citizens, who want to
i become part of a Osmart energy ¢

I help ensure quality of supply and environment preservation

27.05.2014 S3C midterm conference, Evora



Central research question
S3C

Wl 2g OlFY | OUA O Seladed NI W
behaviour be fostered by active end user
SYy3F3aSYSyid adaN) (GS3IASa

27.05.2014 S3C midterm conference, Evora



Basic information ! !
S3C

0 S3Q: & { Y kEoNdiimeysmart customer, smaditizere

0 FP7¢9 y S NH & ® H Empeweningmaticustamerso ,
participatein activedemandandSyY SNH&é 4@ a0GSY S

o Durationn 1 November 2012 31 October 2015 (3 years)

http://www.s3c-project.eud

o Partners:

P
t 0)
Y, (B
F~vito
vision on technology &

Ry
wiad
AUM @ distribuicaso 22 ECN SP VSE
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Work packages

v

provides selection defines scope
criteria of research
& _ S
/ provides
empirical —
) X
c evidence
2 | |
~ o engages test delivers good
oo partners practice
=g v v
g provides
p— <€— guidelines
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\ practicability /

ensunssirask delivers proven

\/ means
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S3C output; Tools and Guidelines

27.05.2014

S3C

A Guidelinescontain descriptivénformation to
explaina particular topiand to address issues or
guestions that shoulthe taken intoaccount. In
addition, a guideline makes clear anow it relates
to othertopics inthe toolkit.

A Toolsare readyto-use nstruments, processesr
step-by-step descriptions that aim tfacilitate the
Interactionbetween endusers and the smart
energy project (e.g. the project managemeie
electricity grid, and the energyarket).

S3C midterm conference, Evora



The S3C Family of Projects

ROSA movglty
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4 out of 5 Europeaiprojectson the

shortlist for the ISGAN award are in S3C

" CLEAN £ i C O
X } MINISTERIAL 'mN e e @ ' )(,‘ 1!

twwrw

iy /agt b

EcoGrid ConsumeEngagemen@stkraftHolding A/S (Denmayk 2nd place

w Award of
Excellence
* % Honorable Mention | 2014

PowerMatchingCity, DNV GL (The Netherlands

Inovgrid, EDMDistribuicacEnergiaS.A. (Portugal
Source: www.iedsgan.org

LINEAR Localintelligent Networksfor Energy ActiveRegionsVITO(Belgium)

BorregoSpringsMicrogrid Demonstration San Diego Gaad Electric (USA

NICEGridthe FrenchDemonstratorof GRID4EE lectricitéRésealDistribution France (ERDF) (France
Pacific Gas &lectric'sGreen Button Pacific GaandElectric (USA

Share! Kitakyushusmart Community Council (Japan

Advanced Buildingscale Smart Grid Demonstration at Mesa del SML(USA

27.05.2014 S3C midterm conference, Evora



Literature review Stateof-the-Art

Guiding questions:

A What drives enduser behaviour?

T Enablers & barriers
A How to engage with enelisers?

i {dzOO0OSaa Tl OR2WEQX R2Q3a I yR
A Where do we need to know more about?

i/ KFEffSyaSa k R2yQl (y2sa
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Approach

Socialpsychology, economics,
sociology, practice theory, innovatio

Synthesis

|
|
|
|
|
|
' A Segmentation
VA |
: A Enablers and barriers

|
|
Communication & (sociafharketing :
|

A Success factors

A Challenges for further

o o research
' A Feedback, pricingsommunication

I Privacy & security
1 A New market structures aggregation

1 A Experiences from mobile phondCT

27.05.2014 S3C midterm conferenc&vora



Framing the process

smartnesf energyrelated practices

activation

27.05.2014 S3C midterm conferenc&vora



Enablers and barriers

S3C
A Comfort (gain) A Comfort (loss)

iti - A Loss of control over
A Additional control options 253 O Golniel O
appliances

Environment A Environmental benefits
P A Financialncentiyes A Investment costs |

A Lower energy bill A Increased energy bill
Knowledge & A Transparent and frequent billing 2 I(;\(f)(;rr]m;téc:]r;serV|S|on
Information A Insightin electricity use A Awarzness
A Reliability A Privacy and security

A Role models

A Customer testimonials A Free rider effects
Social process 2 Competition A Job losses

Fun

A Community feelings

27.05.2014 S3C midterm conferenc&vora



d OKIfftSyasa F2NJ E H

towards smart grids S0

1. Which instruments or approaches contribute to achieving better understanding of th
needs and desires of target groups

2. What innovativeproducts and servicesontribute to fostering smart energy
behaviouf?

3. Whichincentivesand pricing schemesontribute to fostering smart energy
behaviouf?

4. Whatfeedback information and which feedback channeksntribute to fostering
smart energybehaviouf?

5. Whichcommunication channels, information and marketing technigueantribute to
recruitment and engagement of end users in smart engngyects?

6. Doesinvolvement of norenergy stakeholdergontribute to end user engagement
and smart energypehaviouf?

7. Which instruments or approaches contribute to the development and support of
smart energy communitie®

8. Whichfeatures of the interaction between endlsers andenergy market structures
contribute to end user engagement and smart enebogyaviouf?

9. Whichissues hampef facilitate up scaling or replicatiorof smart energyprojects?

27.05.2014 S3C midterm conferenc&vora



S3C Family dProjects 32 case studies

S3C
A FoPconsistsofd YI NIIT SYSNHé& LINR2S00aQ
A Smart grid projectamplementing smart grid infrastructure

A Smart energy behaviour projedtsat focus on engaging end
users without implementing smart grid technology

A Projects in thé~oPdisplaya potential for learningwith respect to
end user interactior{S3Cselectioncriteria)

A Qualitative case study datextracted from:
A Project documentation (desk research)
A Faceto-face interviews with project managers/representatives

A (and in some cases interviews with end users or other
stakeholders)

A Crosscase analysisbestpractices crosscutting succes factors &
pitfalls

27.05.2014 S3C midterm conference, Evora



32 smart energy cases in 15 EU countrie !

Country Frequency
1 Sweden
2 Germany
3 The Netherlands
4 Denmark
5 ltaly
6 Slovenia
7 Austria
8 UK
9 Belgium
10 France
11 Finland
12 Latvia
13 Portugal
14 Spain
15 Switzerland

RPRFRPRFRPFRPRFPEFPEFEPNMNNNOLOWLOOTIOTO
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Xrangingfrom 3 monthsto 6 years
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Xinvolvingresidentialend usersand SMEs ! H

m less than 50 residential end users

m Residential end users

m Residential end users & SMEs %50 - 500 residential end users

SMEs m 500 - 1,000 residential end users

m 1,000 - 10,000 residential end users

Typesof Usersinvolved
Numberof Usersinvolved

more than 10,000 residential end users

27.05.2014 S3C midterm conference, Evora



Project features

42%

u ' ' :
Projects with full manual control & Time of Use (ToU)

Projects with combined
automated and manual control

m Projects with automated control

Real Time Pricing (RTP)

m Consumption Based Pricing (CBP

Type ofTariff Implementation

Typesof Tariffs Applied

m Critical Peak Pricing (CPP)

Smart energy behaviour projects
Other

27.05.2014 S3C midterm conferenc&vora



Crosscutting Success-actors

S3C

1. Address end users as human beings instead of as points of
electricity demand

2. Obtain a thorough understanding of target groups
3. Give personal attention and build trust over time

4. Emphasizesense of place: underscoring the local character
of a smart energy project

5. Draw upon community dynamics
6. Motivate end users with fun and good news
/. Testbefore the roll-out

27.05.2014 S3C midterm conferenc&vora




Crosscutting Succes$actorl

_ S3C
A AddressEnd UserssHumanBeingsinstead

of As Pointof ElectricityDemands$

Pinpointthe everyday
life of yourcustomersn
communication use
focusgroupsto test

Enquireandrespect products brandsetc.

end-userpreferences 0 —_
androutines before —|_‘ o) — [ Ny

Feedback Information
shouldbe transparent,
understandableand
accessibldor your
Customerg; Relyon
acceptedtechnologies
(smartphone$

designingyour
interactionschemes

%

Technologyis a meansto achievean end and nothe enditself. The Smart Gric
canonly be successfylwhen a market carried by the demandsidedevelops

27.05.2014 S3C midterm conferenc&vora



Crosscutting Succes$actorl ! !

_ S3C
A AddressEnd UserssHumanBeingsinstead

of As Pointof ElectricityDemands$

Durchschnittlicher Verbrauch

Model region Salzburg PEEM (AT)
FOREwvatchin-house display designed as a

B Kitchen clock to suit everyday social
practices.

27.05.2014 S3C midterm conferenc&vora 32



Crosscutting Succes$actorl

S3C

A AddressEnd UserssHumanBeingsinstead
of As Pointof ElectricityDemands$

B i ¥ —

DN IO X XA N

-
SalaHebyEnergi(SE)

and conditions along the way

Sepwise implementation ofoUtariff:
consulting local end users to tailor the tariff
structure to their needs and adjusting terms

~N

J

27.05.2014
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Crosscutting Succes$actor?2

Obtaina ThoroughUnderstandingof Your
Target Group!

<4

i
%-% Established

% Conservative MevE g
. 10% Shakers

.E 6%

3

E )

E New Middle Llnear(BE)

I " . .
— Traditional pe Segmentingnd user®n their attitudestowards
15% . z “ ’
smart applianceqdbasedon5 | A aQ o Mm@y P
% ; TechnologyAcceptanceModel):
; F N W I RK S NI ¥ Daubters
5 % w Proponents w Recusants
/
Keeping hold Maintaining | Having & enjoying Being & changing | Doing & experiencing Breaking down barriers
Tradition Modernisation/ Individ ualisation Reorientation
Rooted in Modernised Standard of living, Self-realisation, Multioptionality, Exploration, Refocusing,
tradition tradition status, property emancipation, authenticity | acceleration, pragmatism new synthesis
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Crosscutting Succes$actor?2

Obtaina ThoroughUnderstandingof Your
Target Group!

Capacity (kVA) Z GCMTN (Control Group in
3.45-4.6 5.75-6.9 10.35-41.4 Montemor) :
® 4 = Without any installation
Sample dimension: 201 II
Tariffs / Services:
O£ * Alerts Type 1 (SMS)
GCE (Control Group in
Evora) :
=2 Installation of EDP Box
=2 Invoice based on real
s 2500-5000 consumption
E = Communication on energy
‘:' efficiency
0 = Access to EDP online to consult
' load diagrams
8
£ - RS
2 Sample dimension: 377 f?i?lffirfe_nﬂon ~A99
c
S > 5000 o
. GTE (Test Group in Evora) :
I n OVC Ity(PT) = Alerts and reports
2 2 2 = Simulated tariffs
Designingproductbundlesaccording miirmmmorviiin
to customersegments l By | cersy management systems

27.05.2014 S3C midterm conferenc&vora



Crosscutting Succes$actor?2

Obtaina ThoroughUnderstandingof Your
Target Group!

Hus 14 0OfficeWise(SE)

CoCreationand Focus Groups the
Project Design Phase

27.05.2014 S3C midterm conferenc&vora



Crosscutting Succesgactor 3
S3C

Give personaéttention and build trust overtime!

LIZZY & PETRA MUZIEKWIJK FASE 2
2i6 uni 2012

RALPH & MARIA, MEULENSPIE

Meulenspie | Februan 2012

s

X4

JouwEnergieMoment (NL) | & | ' — S
Publishing personal testimonials '
from participating end users

- =
Vi 8 ;

WENDY PEETERS, EASY STREET

0% Easystreet | Augustus 2012

27.05.2014 S3C midterm conferenc&vora




Crosscutting Succesgactor 3

S3C
Give personaéttention and build trust overtime!

‘ 4 ’ - =
" 3e-Houses (DE/ES/UK)
Home visits to create interactions wit
vulnerable target groups (e.g. elderly 3-E H OUSES
\social housing residents) Saving Energy & the Environment across Europe

27.05.2014 S3C midterm conferenc&vora



Crosscutting Success Factor 3

S3C
Give personaéttention and build trust overtime!

viva
a energia
inteligente

Onlineforum with aDr. Energiafigureto humanise
the relationshipbetween supplier andonsumer

[ InovCity(PT) ]

27.05.2014 S3C midterm conferenc&vora



Crosscutting Succes$actor4

Emphasi ze a O0sense of pl
the local character of a smart energy project

EcoGrid DK)

communlty event with daocally Wellknown

27.05.2014 S3C midterm conferenc&vora



Crosscutting Success$actor4 ! !

Emphasi ze a O0sense of
the local character of a smart energy project

Texel, slim zelfvoorzienend
IS slim samenwerken
op energiegebied

Texel Cloud Power (NL)
Regionalisedhe LINR 2riaudiorame it
into the localhabitus,taking into account

regionalattitudesandidentitiesy W¢ SE S
selfa dzZFFAOASY (I Q

27.05.2014 S3C midterm conferenc&vora 41



Crosscutting Succes$actor4

Emphasi ze a O0sense of pl:
the local character of a smart energy project

lAFTE

DEN LOKALA K .

-‘\”2 ¥ '[:\‘q g : j:" ; ’, "’ (79
i %) s _z '~; in

| N 1AL
\ 8! LR =1 | |

hp

@l

<, 8

SalaHebyEnergi(SE)
Organizdieldtrips and eventsat the utility,
renewableenergyplantsetc.

27.05.2014 S3C midterm conferenc&vora



Crosscutting Success$actorb

Draw Upon Community Dynamics!

Rendementwoor ledereen(NL
Community coach to shape and support

' YO

27.05.2014 S3C midterm conferenc&vora 43



Crosscutting Success$actorb

Initiatoren

yy U
RN
\

beteiligt. Blrger. nachhaltig.

eucCoO

-
EuecaDE)

Standardizing community procesdeslocal
energycooperationsvith areliable IT support

system.
\. J

27.05.2014 S3C midterm conferenc&vora



CrosscuttingSuccess$actor6 ! !
S3C

Motivate End Usersvith Fun andGoodNews!

Start

Ich bin Oscar!
I h bin der Energie-Spezialist der BKW Ich sehe zwar aus wie ein normaler Bar, kann aber weit mehr als
n Durchschnittsbar. Ich helfe Ihnen, Strom zu sparen. Und Strom sparen ist gleich Geld sparen. mehr...

B8l Zahlerstand eingeben
Freunde einladen

P~ 3

~ WAJ NALDBIiHNE GANE

BN TALUUUITNG UATL =

Aufgaben Spartipps I Gewinnspiel

BKW Energieeffizienz-Portal FAQ Onlineshop

'OSCAR(CH)

Gamificationapproach to foster energy awareness
provide hints and tips and to collect end user data

27.05.2014 S3C midterm conferenc&vora 45



CrosscuttingSuccess$actor6

S3C
Motivate End Usersvith Fun andGoodNews!

N
BeAware(FI/IT/SE)
EnergyLifggame (smart phone app) provides playful

i social comparison feedback basedammsumption

data and hints and tips tancrease energy awareness;

N
Your saving or consumption over the
last week as compared o the average
anery usage of your house.

You are now consuming
5%

-

Average consumption last weel
her

2|
d
5|
=
|

Coflee machine

log out

27.05.2014 S3C midterm conferenc&vora



CrosscuttingSuccess$actor?

TestBeforeRollout: EnsureFunctionind

TechnologicabDevelopment
Design Phase Adjustmentphase Implementation Phase

Rollout functioning
equipment and be prepared

ly Of d2R § & WzY SN Plan afriendly user

expertssuch asocial trial and qualitative )

scientists but also trained Interactions to detect f_or questions and concernef
installers or customer malfunctionsor flaws field test customers: quqth
service in the overall design. processes are a prerequisite

acceptance

MOMA (DE) Energy@homéIT)- Smart MeteringProjekt(DE)¢ Linear (BE)

27.05.2014 S3C midterm conferenc&vora



Opportunities to enhance user engagem H
S3C

Reinforce the end user perspective in the product design
Develop viable business models

Cocreation &gamification

Roll out smart grids towards the general public

Develop novel stakeholder coalitions

AL S o

Connect smart grids to smart cities, smart living and
sustainable lifestyles

/. Develop an overarching storyline to achieve a sense of
urgency about smart grids

27.05.2014 S3C midterm conferenc&vora




Thankyou for your attention

Deliverables available for download at:

WwWWw.S3Gproject.eu

27.05.2014 S3C midterm conferenc&vora
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ADVANCED

Artivie DNamanAd \/a AN| -
Active Demand Value ANd

Lonsumers cxperience UISCOVery




ADVANCED: the identity card

EC FP7 research project

empowering smart consumers to participate in active
demand and electricity supply system efficiency

Dec 2012 A Dec 2014
Budget: 4Mu
EC Funding: 2,7MU

[ e



Our definition for Active Demand

Providing electricity consumers with information on their consumption
and the ability to respond to time-based prices (either manually or
automatically) as well as with other types of incentives, thus
motivating them to actively manage their consumption by altering
usage in line with the network conditions, such that modifications in
consumer demand become a viable option for addressing challenges
of electricity systems such as the increase of efficiency and reliability,
infrastructure planning and investments deferral

[



Our definition for Active Demand

/ Providing electricity consumers with information on their consumption

" §3_ ADVANCED




Our definition for Active Demand

Providing electricity consumers with information on their consumption
and the ability to respond to time-based prices (either manually or
automatically) as well as with other types of incentives,




Our definition for Active Demand

Providing electricity consumers with information on their consumption
and the ability to respond to time-based prices (either manually or
automatically) as well as with other types of incentives, thus
motivating them to actively manage their consumption by altering
usage in line with the network conditions, such that modifications in
consumer demand become a viable option for addressing challenges
of electricity systems such as the increase of efficiency and reliability,
\ infrastructure planning and investments deferral




The need

A Several AD experiences in EU
A Different solutions, approaches, consumers
A COMMON GOAL

Empower consumers and create value for the
system and its stakeholders

A NEED

Share the experiences, scientifically assess the
outcomes to know what works the most

[ e



Demo sites and partners
RWE

The energy to lead

N
=)~ Enel @) 1BERDROLA S €RDF

DI st"buzinne IIIIIIIIIIIIIIIIIIIII

TNO i vaasa@3al

.-""—"' '-' e °
kIO B PONTI, entelios g
|CAd N ALE
o €DeMa
COMILLAS - MeDpema =
W A B & 1 B —
B _& Ry e =

address®

interactive
energy

o

vaasals

\

|

Enel Info+
Controli, ti informi,
ottimizzi

address®

interactive
energy




Demo sites: Enel Info+

Some small towns involved

A Part of the Isernia Project

A Duration: Dec 2012 - Dec 2014
A About 4000 participants

A Smart info, IHD, PC SW, App




Demo sites: ADDRESS (Spain)

Located in the city of Castellon de la Plana
A Duration: Jul 2012 - Jul 2013

A About 300 participants

A EBoxes, sets of smart plugs, wall units
A 14 air conditioning management systems
A 25 Smart washing machines

AGGREGATOR

1« 1)

Measuring
device

g
- - {({ '

\ g 4(1} /

GFRS Commumication )))mm Commumication

Energy Box




Demo sites: ADDRESS (France)

Located in Houat and Hoédic

A Duration: Nov 2012- May 2013

A About 30 participants

A More than 7% active consumers

A Eboxes/PC, sets of smart plugs, wall units
A 7 Smart washing machines




Demo sites i E-DeMa

Located in Mulheim and Krefeld

-, [
o o S e ) O v F"r
e it L
. 7 e e et e Vermarn (o
- fnscacna a
o W T e Vire B
' il ] 2 o
g v D oo 7~ o4

Part of the E-Energy programme
Duration: Mar 2012 7 Nov 2012
About 700 participants

Type | consumers: energy display to
control energy usage

Type Il consumers: automated control

Time-of-use and load dependent
contracts

[

Customer applications

3

Control of distnbuted
generation (WCHP, Car)
(virtual power plant}

+— ICT Home Gateway i

Regional Energy

Market Platform
price incentives by supplier
and network operator

1

bl e via DSL GPRS, PLC,
F o o
pro—

I
b b

F® & 8

Capture of meter reading across energy sources
(Sman Metenng)

Grid management
onlineé information for the
distribution system
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Vaasaett Database

A Over 110 feedback and dynamic
pricing pilot programs from around
the world, over 450,000 residential
consumers

A 22 different variables:

A internal and structural pilot
variable

A external market factors.

A Impacts on pilot participants
estimated:

A Energy conservation (in %).
A Peak clipping (in %).
A Bill reduction (in %).

|7

Peak Clipping (%)

25% 7

15% 7

Peak Clippirg (%)
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What do we aim for?

‘ .@.E DeMa
' S R -
P et -
tel ~———
' address*® ' engﬁg/ U

R
vaasa

A Compare different AD programs |
| I

A Identify success of different ““fp.qif'
Enel Info+

Controli, ti informi,

ottimaz i

address*®

Unique conceptual model

Energy
Efficiency

Demand
Response




1. Creating methodology

A Conceptual model of active consumer
participation in AD

ABuilding the

A Defining a set of KPIs

A Elaborating macro-economic scenarios

A Mapping the risks related to privacy and data protectic W

[ e



2. Data collection and analysis (1/3)

- - - - %
ADirect relations with KPl Change in —
Electricity Consumption —

Total yearly consumption m S

Average energy bill
Owner energy bill

N
N
7

E-DeMa

Enel Info+
ADDRESS
Spanish Test
ADDRESS
French Test

KPI Change in
Owner of house g Electricity
Frequency washer > 70 degrees ——> consumption
KPI Flexibility dowm ~
APeculiar results
Comfor t with Environmental

Income —* 5 PC, smartphone, tablet

technology - _ topics worried

+ _* 5 Internet connection before pilot about
+ . .
— T 5 Available appliances Education —*_s Environmental
Education motivation

[



Start of the white goods by

tariff-optimization

Do

. . neay
2. Data collection and analysis (2/3)
300
250 Number of automated washes
200 increased over time,
150 supporting the assumption
that some time is needed

10 tochange peopl eds habi

>0 to see the potential within AD

0

Apr May Jun Jul Aug Sep Oct Nov

B washing mashine Etumble dryer @dishwaher

12%

Ly E 6%
B B
5 o e 3%
(1-6M) (6-12M) (>12M) (1-12M) (13-24M) (>24M)
IHD pilots Informative bill pilots

In all but TOU pilots, results were higher in pilots
which lasted longer

[

Peak Clipping (%)

Peak Clipping %)

25%
22%
20%
15% 14% 1%
13%
10%
5%
0%
1-3months (N=8)  4-Bmonths (N=31})  7-24 manths (N=32)  Over 24 months
(N=14)

Length of trial

(1-3M) (4-6M) (7-24M) (>24M)
Critical peak pricing & Critical peak rebate pilots

tras2e)

(1-3M) (4-6M) (7-12M) (13-24) (>24M)
ToU pilots



2. Data collection and analysis (3/3)

Do

ADVANCED has explored the factors influencing energy behaviour on a household
level under different conditions

\

\ 4
\ <

/
/

.

Nl
/,"/'f

.
¥
‘ (td

7

\/

<

Key factors influencing
‘Active end-user participation’

.| >

&—> Positive relation

Behaviours:

‘Frequency use of air-conditioning last summer

Airco thermostat uses user premises?’

‘Frequency wash lower 50C’

‘Frequency wash over 70C’

Personal characteristics:

‘Age respondent survey’

‘Number of people living in house between age 14 and 18’

Attitude towards energy conservation

‘Attitude towards energy shifting’

‘Number of environmental topics worried’

‘Personal environmental norm’

‘Participants perception usability — before’

Physical environment

‘Type of dwelling’

‘Total yearly consumption Kwh’

‘Average energy bill euros’

Household electric heating?’

‘Household electric water heating?’

‘Number of smart appliances in house’

‘Participant on TOU tariffs?’

Social environment:

‘Owner of the house’

Other

[ T

‘Number of participation days’

‘Efficiency label decisive buy criterium’

This work resulted in a
methodology that combines smart
meter data collection with
behavioural change insights by
means of a newly developed KPI.
We demonstrate the applicability
of the methodology and conclude
that standardisation of
methodology and instruments
across AD pilots would greatly
enhance the understanding of
what facilitates Active Demand.

neay
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3. Customer Interviews

Energy consumption is not easily understandable: more transparency, more pedagogy is required

A tangible proof of the individual benefit would be necessary (in this sense, a bill reduction does not only
reflect a saving).

What change most easily behaviour: data should show consumption in relation to individual
devices/appliances, household zones and historical data. Easy access pricing data alongside usage
levels/times

Importance of limiting the inconvenience (preserving comfort)/ assistance when required
Importance of the user friendliness of the material
For part of the interviewees, to be part of an innovative project is not negligible (feel like pioneers)

When consumers make required changes or alter consumption behaviour, clear feedback should be
provided showing the impact of that on either individual household or collective goals, or both.

[ e



4. Survey around Europe

ATTITUDES TOWARDS ENERGY CONSUMPTION
BEHAVIOUR CHANGE
CURRENT BEHAVIOUR

AWARENESS OF ELECTRICITY CONSUMPTION @ !i

ATTITUDES TOWARDS ELECTRICITY
PROVIDERS

READINESS TO ADOPT ACTIVE DEMAND
| 7 SOCIO-ECONOMIC FACTORS


http://survey.constantcontact.com/survey/a07e6w18fozhbqob6co/start
https://www.google.it/url?q=http://www.cubosport.eu/formula1/circuiti/formula-1-cubof1-italia-bandiera/&sa=U&ei=h618U56AEJL74QTf8YCADg&ved=0CDAQ9QEwAA&usg=AFQjCNEmguJ-l0AU5wqN46LIsmrVy4URWA
http://it.123rf.com/photo_6262463_pallone-da-calcio-3d-con-bandiera-squadra-olandese-coppa-del-mondo-di-calcio-2010.html
https://www.google.it/url?q=http://www.socialjusticesolutions.org/2013/01/17/there-is-work-to-be-done/&sa=U&ei=peR5U6SQDa3CygOq3IGYCA&ved=0CC4Q9QEwAA&usg=AFQjCNFonvICXeO-vMmq6edmXzHMbgCr6Q
https://www.google.it/url?q=http://ciprianocounseling.com/frequently-asked-questions/&sa=U&ei=Eth9U9L9EqSn4gS0_4DgCg&ved=0CC4Q9QEwAA&usg=AFQjCNEcoYP93Su_B5LmBGRqJ1ZYejBF4A

4. AD iImpact assessment

A Quantitative impact of AD on system performance and stability with
focus on MV and LV grids. Prellmlnary results:

optlmlstl technlca optlmlstl technlca
baseline baseline
country sector
scenario scenario
scenario otent|al scenario otent|al

GWh GWh
9,220 11,557

Germany households 0.06 0.46 6,49 3,898

Italy households 0.83 1.32 5.20 216 2,516 7,189

France households 1.22 1.70 13.80 12,039 13,456 15,315

Spain households 0.20 0.75 5.27 672 923 7,510

A Assess the economic benefits of AD for the key stakeholders in _h
different regulatory frameworks ‘m

A A framework data security and data protection

| 70


https://www.google.it/url?q=http://www.socialjusticesolutions.org/2013/01/17/there-is-work-to-be-done/&sa=U&ei=peR5U6SQDa3CygOq3IGYCA&ved=0CC4Q9QEwAA&usg=AFQjCNFonvICXeO-vMmq6edmXzHMbgCr6Q

5. Best practice

y~

A Identification of Best Practice AD

A Validation of conceptual model i which
elements are most important for successful
AD?

A Create an Actionable Framework for
residential/C&Il consumers

A Create a useable Communication Umbrella
for residential/C&I| consumers

[


https://www.google.it/url?q=http://www.socialjusticesolutions.org/2013/01/17/there-is-work-to-be-done/&sa=U&ei=peR5U6SQDa3CygOq3IGYCA&ved=0CC4Q9QEwAA&usg=AFQjCNFonvICXeO-vMmq6edmXzHMbgCr6Q

ADVANCED connection

Visit our website from any Internet connected device

www.advancedfp/.eu

ADVANCED :
LA s =



http://www.advancedfp7.eu/

ADVANCED Community - JOIN US!
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Role: Project Manager

Register yourself as Project Manager and map your
project directly to the homepage!

| 73


https://www.google.it/url?q=http://www.lynxmobility.com/login&sa=U&ei=2dd5U62UA8PX7Aa-xYG4BA&ved=0CEwQ9QEwDw&usg=AFQjCNHcsVbjj3ZMIAlcGsuH4-ijiwQXbg

Became a SAB members

Contact us and take part to our SAB meetings!

Current members of the Stakeholder Advisory Board

Next dates:

gemaltd Thomas Weisshaupt @ ITE Patricio Peral 3‘?:"1 Enel Sandra Scalari
AM ad rl d *‘Iﬁ?}}%ﬂ“ AMlicia Carrasco ! WT Seppo Hanninen
\—1 .
ﬁ D I SCuUsSs I on 0 f loch ?&,W' €  adam McCarthy MANCHESTER Pierluigi Mancarella “"“nu et
surveyso resuljt wi t h ‘
Dr.Maher Chebbo N PedroLinares & 9
fOCUS on the ) CO.\?LLJ\S é‘[.;F Regine Belhomme
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Thank you!

=z advancedfp7.orc



Project Progress

Methodology definition

1° Round- Data
collectionand analysis

Surveys 2° Round Data
collectionand analysis

AD impactassessment
and benefitsevaluation

Bestpractices

NOW




! I Marco Bakker, ECN

S 3C 100LANDGUIDELINES

SMART GONSUMER
SMART GUSTOMER

SMART GITIZEN



S3C toolkit website

S3C
www.smartgrid-engagementtoolkit.eu

HOME | ABOUT | DISCLAIMER SMART ENERGY GOALS TOPICS

TARGET GROUPS & RECRUITMENT
INCENTIVES & REWARDS

BILLING STRUCTURES

END USER FEEDBACK

COMMUNICATION
SMART CONSUMER

S3C

\
in| SMART ENERGY GOALS

TOPICS

, N\ ‘

L

WHAT CAN I ACHIEVE WITH MY SMART ' N M’ I'M LOOKING FOR MORE INFORMATION

ENERGY PROJECT? » e | ON A SPECIFIC TOPIC.
AT

B

S | WELCOME TO THE S3C

| -

TOOLKIT WEBSITE

| |
This website is meant for anyone who is involved in, or intends to become involved in, a Smart Grids
l project where engagement of end users plays an important role. What you'l find here is a set of tools and A
guidelines with practical information and advice on the implementation of your project, with answers to \
- - questions like:
T

| = How can | use Smart Grids to help people save energy?
- = What should I take into account in the planning phase of my project?
/, = Which types of incentives are there, and when to use which one?

} READ MORE >>

27.05.2014 S3C midterm conference, Evora




Where does the information come from?

Challenges
(WP1)

TOOLKIT WEBSITE

Success factor
k)

Passive pilots

k)

Active pilots
(WP5)

27.05.2014 S3C midterm conference, Evora



