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Why customer engagement is 
important



What is Customer Engagement?

• Customer engagement is a business communication connection 
between an external stakeholder (consumer) and an organization 
(company or brand) through various channels of correspondence. 
(Wikipedia) 

• Customer engagement refers to a company's efforts to build customer 
relationships through personalized interactions on multiple channels. 
(Astute Solutions)

• Customer engagement is the process of actively building, nurturing, 
and managing relationships with customers. (Braze Magazine)



Why Bother?

• “Taking care of our customers clearly demonstrates our value and 
belief in our mission. It shows that there is a greater good beyond 
generating profits. As public power utilities we offer a deeper desire 
to provide value, help others and, in a seemingly small way, change 
the world just a little bit”. (Paul Hermanson – Director of Public Works, City of Lake Mills, MEUW Board 

President)

• “A growing number of electricity customers expect more from their 
electric utility than in the past, just as consumers across a wide 
spectrum of industries have placed higher demands on other 
companies.” (Kenneth W. Costello - Principal Researcher, Energy and Environment, National Regulatory Research Institute.)



CUSTOMER BIFURCATION 
Traditional vs Engaged Customers

Traditional Customers

• Traditional customers essentially pay little attention to their electricity 
consumption and bill. 

• They receive their bill and then pay for it without much scrutiny. 

• They are satisfied with their utility service (both in terms of price and 
reliability) and, presumably, find spending much time on managing 
their usage, or seeking the least-cost option, is not worth the benefits 
that they expect to receive.



CUSTOMER BIFURCATION 
Traditional vs Engaged Customers

Engaged Customers

• Want Real-time information and pricing so that they can better manage their usage

• Want the capability to save on electricity costs via time-varying pricing, demand 
response, and energy-efficiency initiatives

• Clean energy as they are willing to pay more for electricity when produced from 
renewable energy, either by their utility or themselves

• Exceptional, reliable, and resilient service (e.g., shorter and less frequent outages) 
and power quality as they assign greater costs to outages and other service 
disruptions

• The ability to self-generate (e.g., combined heat and power, microgenerators, 
rooftop solar) and other distributed energy resources

• Opportunities as “prosumers” to sell unused electricity at a “fair” price back to the 
utility. (Kenneth W. Costello - Principal Researcher, Energy and Environment, National Regulatory Research Institute.)



Traditional Methods of Utility 
Customer Engagement



• Utility bills (Postcards?)

• In person or phone

• Bill of rights/rates?

• Newsletter?

• Others? 



Focus as a Customer Engagement 
Resource



Online Marketing Collateral Store (80+ current accounts)

• Program materials

• Bill inserts

• Postcards

• Energy Guide Pamphlets (coming soon)

• Program and material updates



Newsletter/bill message content



Landing pages



Does Engagement Work?

116 orders placed

Ad placed in August 
utility magazine. 282 

orders placed 

Direct mail postcards sent 
to utility customers early 
November.  Also posted 
Facebook message. 493 

orders placed.
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Number of Connected Devices Kit Orders

Posted Facebook 
message early 

October. 121 orders 
placed.  

Ad placed in 
December utility 
magazine and FB 
post for SEE kits. 

535 orders placed.



Social media message content (90 current contacts)



Social Media Engagement



Why Social Media?
Social media is a great place to reach your customers where they’re already at –
instead of needing to contact them directly.

According to Facebook’s Q1 2019 Report, “2.1 billion people now use Facebook, 
Instagram, WhatsApp, or Messenger ([their] "Family" of services) every day on 
average…”

Social media is becoming a norm – not a novelty – when it comes to the daily lives 
of customers.

~0.6% of customer interactions for the Focus on Energy program are completed 
through our social media accounts (153 tickets in 2018).

https://investor.fb.com/investor-news/press-release-details/2019/Facebook-Reports-First-Quarter-2019-Results/default.aspx


Why social media?

• Living, changing representation of your organization

• Option to provide live-stream content that cannot be seen elsewhere

• Gives a face (and voice) to your organization

• Quick and up-to-date information – unlike existing marketing 
materials that may take longer to edit or change

• Timestamped – Customers know exactly when information is posted 
(for safety or service updates), and can see your responses to other 
customers in real time



Customer interactions



Customer 
interactions



How can you get started? 

• Create a business page for your utility (if you don’t already have one).
• Decide who you are trying to reach – based on your customer 

demographics. 
• For Focus on Energy: a majority of residential customer interactions are on our 

Facebook page, while businesses and stakeholder groups interact with a combination 
of Facebook, Twitter, LinkedIn, and Instagram.

• Create a strategy – And become a customer resource. How often would 
you like to share posts? What do your customers need to know about that 
they might not find elsewhere?
• Service information, outages, safety information, or human interest pieces.

• For energy efficiency tips and programs – Share Focus on Energy posts with 
your customers, or tag Focus on Energy in posts about our programs (we 
are likely to share to our pages).



Sample Posts







Measuring “success”

• “Likes” are not indicative 
of total reach or impact of 
the post or page.

• Use tracking measures to 
see customer follow 
through.

• Focus on Energy can 
provide assistance with 
tracking post success if 
Focus URL is used.



Measuring “success”



Measuring “success”



Measuring “success”

• 2018 LinkedIn analytics – performance of Focus on Energy page compared to 
similar pages in industry

• While number of followers may be lower than similar LI pages – Engagement 
rate is high.



Experiment with different tactics

• Choose the approach that makes the most sense for you and your 
customers – and experiment with posting different content to see 
what gets the most engagement.

• Decide which platform is the right one for you to put your efforts into 
– instead of using them all right away.

• For energy efficiency info – Feel free to contact Focus on Energy for 
assistance, ideas, or pre-written posts for you to use (for any 
platform).



General Tips & Resources

• Make a plan – Schedule out posts in advance using Hootsuite
(https://hootsuite.com/) or Facebook scheduler.

• Include images (and video) in your posts whenever you can to increase 
reach and make content more valuable

• Make sure your business social media pages have contact information and 
that it is up-to-date

• Respond to any customer inquiries with the same standard of care that you 
would with any other customer service interaction
• Respond within the same timeframe (generally 1 business day)
• Maintain same standard of customer privacy – use private chat function when 

appropriate.

• Have fun! 

https://hootsuite.com/


General Tips & Resources

• Facebook Support
• https://www.facebook.com/business/help

• Search for specific questions – as basic as “How do I post?” to as complex as editing 
demographics on an advertisement (and more)

• Write to Facebook staff if you are unsure or want clarification

• Google
• Many blogs, how-to articles on social media strategies and best practices (look for 

something published in the past year, if possible)

• Social Media Breakfast Madison: https://smbmad.org/
• Free, monthly presentations on the latest social media practices and trends based in the 

Madison area, but all presentations are available online and on their Facebook page.

• Focus on Energy team

https://www.facebook.com/business/help
https://smbmad.org/


How can we help you?



Questions?



Thank You!
Frank Barth

Frank.barth@focusonenergy.com

Lauren Hodkiewicz
lauren.hodkiewicz@focusonenergy.com


