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Efficiency 2.0 Overview 
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 Our Personal Energy Efficiency Rewards (PEER) program 
generates verified energy savings through consumer engagement 

 

 Direct and community marketing to drive utility customers online 

 

 Personalized savings recommendations and information to drive 
energy reductions 

 

 Regular feedback and reward points to drive continuous 
engagement 

 

 

 

 

 

 

 

 

 



Opt-out versus opt-in approaches 
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Opt-out approach  
 

 Households receive unsolicited 
“passive” treatments (e.g. 
mailers) 

 

 Broad program reach, shallow 
savings (~2%) 

 

 High continuing costs to 
maintain savings 

Opt-in approach  
 

 Households take affirmative 
action to join program (e.g. 
give email address) 

 

 Narrow program reach, deep 
savings (~6%) 

 

 Upfront cost to acquire, low 
continuing cost 

 



Challenge is savings vs. scale 
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* Assumes 1.5% opt-out savings with 4 mailers, $1 / mailer, 0.25% more savings 
for every 2 mailers, 6% opt-in savings, and 10 MWh usage / yr.  

Number of mailers vs. cost-effectiveness ($ / MWh saved) 

Opt-out challenge: cost-effectiveness linearly decreases 



Opt-in challenge: requires reasonable scale 
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* Assumes 2% opt-out savings, 6% opt-in savings, and 10 MWh usage / yr.  

Total savings (MWh / yr) versus opt-in conversion 



Hybrid challenge: mail can optimize opt-out or opt-in 
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Passive savings versus direct mail response rate 
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Optimized for opt-out 
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Optimized for opt-in 
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If successful, opt-in strategy provides most value 

* Assumes 9.2 average annual MWh / household, LTV over 5 years, value of $40 / MWh, 
7% discount rate, 30% conversion from targeted population to opt-in.  

Metric Opt-out Opt-in Hybrid Opt-Out / 
Opt-in 

Savings / Customer 
(%) 2.5% 6% 2.5% 

Net LTV per 
Customer $15 $55 $20 

$ / MWh Saved $50 $35 $40 
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Engagement software has low ongoing costs 
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Email enables regular 
engagement at no cost 
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Rewards provide highly leveraged incentives 
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Opt-in requires evaluations that account for self-selection 
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Participant A 

“Rolling Control” Design 



Key questions 
 

 Are there characteristics of households that respond best to opt-out 
versus opt-in treatments? 

 

 What, if any, effects occur from “clustering” in opt-out & opt-in 
programs? 

 

 Is it possible and/or desirable to target households that are more likely 
to participate in an opt-in program? 
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This document is CONFIDENTIAL and for discussion purposes only. The recipient and its affiliates, owners, officers, 
directors, partners, members and representatives may not publicly disclose the existence of this document or make known 
any facts related to this document and its terms, other than disclosure to their respective advisers and counsel, without the 
prior consent of Efficiency 2.0, LLC.  

Thank You 
tom@efficiency20.com  
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