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Transform energy data into customer actions

UnderstandςExperts in non-residential energy consumers

11 years of experience 
9 utilities successfully deployed
2.5M end-users 

Create- Technology that end-users love

SaasEnergy Analytics 
Trends, Alerts, Suggestions
Utility and Customer Facing

ConvertςImprove the customer journey

Increase program participation
Explain rates, costs, and trends
Promote Behaviors and Products

About Agentis



Customer Engagement Portal

Å Configure displays for different types of 

businesses (i.e. small business vs large 

commercial), and different rate types

Å Tailor EE program recommendations and 

behavioral tips based on customer type, size, 

and usage

Å IŜƭǇ ǘƘŜ ŎǳǎǘƻƳŜǊ ǳƴŘŜǊǎǘŀƴŘ ƛƴǎƛƎƘǘǎΣ ŘƻƴΩǘ 

just show data

Å While elevating relationships between 

customers and customer-facing teams

Å Two years of verified behavioral savings

Serving more than 2.5 Mill ion non-residential customers with over 100 Mill ion data points per year



How AgentisMeasures 
Savings Today

- Challenges with Evaluation

- Behavioral Savings

- Program Uplift



Evaluat ion Chal lenges in  the Non-Resident ia l  Market

Customer Segmentation

Multi-account locations

Economics

Persistence of Savings



Behavioral  Savings Measurement
Aquasi-experimental approach 

Why not an RCT?

Å Opt-in program - treatment accounts are inherently 

self-selected

Å Cannot control when or how often the site is accessed

Å Marketed to all accounts - no screening for 

participants



Aquasi-experimental approach 

Regression with Pre-Program Matching (RPPM)

Å Matched treatment accountswith a non-treatment 

accounts with similar pre-participation average daily 

usage 

Å Outliers removed

Å Regression model used average per day, per 

participant savings

Behavioral  Savings Measurement



Å Agentisperforms a conservative quarterly analysis 

ahead of the formal evaluation to:

Å Estimate savings

Å Determine when savings approached statistical 

significance, about 1000 active accounts

Å Agentisquarterly analysis was used for the 

Guidehouse(Navigant) report Ex Ante savings. 

Behavioral  Savings Measurement



Savings Measurement
Program Uplift 

Å Difference-in-difference (DID) approach were applicable 

Å Post-Only Difference (POD) statistic used where programs were not available pre-participation

Å Legacy Savings Adjustment was done to prevent double counted savings for measures with 
over one-year EUL

Å Uplift savings removed from behavioral savings claimed



AMI Data 
Opportunit ies

- Customer targeting 

- Smart recommendations

- Proactive program feedback



Customer Targeting: Multi Account Analysis

- Analyzing shutdown, load profile, hot 

weather use, trends and more to help 

customers identify which locations are 

priorities for retrofits



Customer Targeting: Portfolio-Wide Analytics

- Batch analysis on the utility portfolio of accounts, customers eligible for certain 

program, managed accounts.  

- Identify if there is a market for a particular measure. 

- Identify accounts with the highest propensity to participate



Customer Targeting ςCOVID Impact Analysis

Decreased energy use due to COVID-19
ÅEnergy use decrease: Restaurants = -23%, Food Stores & 

Hospitals = -10%, Offices = -8%

ÅRelatively small drop in Office energy use presents an 
opportunity for utility customer outreach programs

Large groupings hide wide variation in energy use
ÅGroups that are severely affected by COVID-19 include 

confectionary stores, legal services, and technical services

ÅGroups that display little or no decreases in energy use 
include communications and specialty hospitals

Increased Platform Use was Observed for Office and Hospital 
groups
ÅYear-Over-Year pageview changes (April): Dashboard +46%, 

Electric usage report +37%, Demand heatmap +33%



Customer Targeting ςCOVID Impact Analysis

Business Group Name SIC Code Sample Size
January through February April through May

Baseline Min
Baseline 
Mean

Baseline 
Max

Covid Min Covid Mean Covid Max

All Food Stores - 3456 -6.02 -3.86 -1.34 -12.22 -9.34 -7.05

Grocery Stores 5411 1888 -5.98 -3.77 -1.11 -11.23 -8.34 -6.33

Meat and Fish Markets 5421 101 -6.37 -4.07 -1.48 -13.64 -9.67 -6.15

Fruit and Vegetable Markets 5431 41 -4.83 -3.32 -2.55 -10.49 -5.58 -1.47

Candy, Nut, and Confectionery Stores 5441 60 -8.27 -6.53 -4.38 -38.63 -35.26 -32.52

Dairy Products Stores 5451 20 -8.78 -3.49 -0.92 -16.20 -13.04 -8.53

Retail Bakeries 5461 404 -4.41 -3.23 -2.51 -16.82 -14.21 -9.94

Miscellaneous Food Stores 5499 339 -8.12 -4.02 2.37 -11.80 -8.47 -5.04

Liquor Stores 5921 463 -7.67 -4.97 -2.28 -12.67 -10.34 -8.15

All Restaurants - 4133 -5.05 -2.71 0.31 -26.69 -23.01 -20.34

Eating Places 5812 2190 -4.99 -3.10 -1.62 -25.47 -22.58 -20.35

Drinking Places 5813 1151 -10.28 -2.82 9.78 -29.00 -22.29 -16.18

All Hospitals - 1624 -4.77 -2.92 -1.25 -12.82 -10.13 -7.63

General Medical and Surgical Hospitals 8062 1244 -5.61 -3.45 -0.94 -14.26 -10.66 -7.77

Psychiatric Hospitals 8063 22 -14.25 -7.11 8.91 -15.59 -8.59 -0.32

Specialty Hospitals, Except Psychiatric 8069 48 -3.36 -2.14 -0.97 -6.77 -3.83 -1.79

Bars and 
Restaurants 

are impacted 
to the same 

degree

General Hospitals show a drop in energy use while 
Specialty Hospitals are largely unaffected



Smart Recommendations: Savings Predictions

- Agentismachine learning models predict usage based on the individual usage patterns, business 

type, seasonality, weather, operational hours

- These models could detect a retrofit and predict savings



Smart Recommendations: The Amazon Approach

- Use AMI and program data to predict 

identify high impact measures for 

similar businesses

- άwŜŎƻƳƳŜƴŘŜŘ LǘŜƳǎ ƻǘƘŜǊ ŎǳǎǘƻƳŜǊǎ 

ƻŦǘŜƴ ōǳȅ ŀƎŀƛƴέ

- άwŜƭŀǘŜŘ ǘƻ ƛǘŜƳǎ ȅƻǳΩǾŜ ǾƛŜǿŜŘέ 

- άCǊŜǉǳŜƴǘƭȅ ōƻǳƎƘǘ ǘƻƎŜǘƘŜǊέ 



Program Feedback: Measure and Promote Savings

- Overcome issues with operational changes

- Increase in service rates

- Analyze persistence of savings 

Program Year 1: 4.11%

Program Year 2: 3.58%

Program Year 3: 1.14%

Program Year 4: 1.94%

Program Year 5: 1.43%

- Notify the customer when the ROI is met

- Notify the program implementor and evaluator 

when savings are met or exceeded


