THE CUSTOMER IN COMMAND

eurelectric.



INTRODUCTION

Spurred by a wave of innovation and
underpinned by ambitious energy and
climate policy targets, the past decade
has seen transformative change that has
left no Eart of the European power sector
untouched.

A low-carbon electricity system s
emerging and itis becoming increasingly
clear that electrification of the heatin
and transport sectors will form a centra
element of a low carbon economy.

Customers are increasingly opting for dis-
tributed energy resources. Smart electric
appliances combined with smarter grid
technologies such as smart meters, bring
apowerfulcapabilityforsmarthomes. This
new technology gives customers unprece-
dented control of their energy use at the
touch of a button — or, increasingly, the
swipe of a screen.

Six main customer-centred services have
the Bo_tentlal to unlock heightened value
andbringbenefitto energycustomersback
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Once niche, these services are now going
mainstream. Innovation is accelerating
dramatically as smaller scale, nimbler
investments result in steeper learning
curves and falling prices, favouring mass
adoption and fuelling a virtuous circle of
innovation.

They can rely on timely information and suggestions tuned to
their individual needs, and choose energy efficient, electric
and smart solutions enabling more energy-savvy behaviours

Customer choice is central to this
revolution. It is critical that the customer
experience of engaging with these ser-
vices is made as simple and cheap as
possible. Equally important, the overall
system must be kept fair to all
customers, especially those who cannot
or wish not to avail of these services.



Let us take a look into how the customer of the future will be able to choose these services.
Two main interaction models are expected to further customer empowerment and unleash
innovation. On the one hand (ﬁﬁure 1), utilities and other service providers, such as
independent energy advisers, mightinitiate contact with John, a customerwho has recently
bought an electric vehicle but seeks a hassle-free interaction with the energy system. On
the other (figure 2), more active customers like Jane might not need an intermediary and
initiate contact with the energy system as she looks for a new, more interesting deal by a
competitor with a different value proposition.

FIGURE 1: WHEN JOHN MEETS THE NEW ENERGY WORLD
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Not a dream anymore Let's audit

John has just bought a An energy adviser

brand new electric car. He approaches John asking if
likes the easiness of he would like fo have his
coming back home and home audited. He gladly
plugging it in his garage. accepts!
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Green, self-produced... Looking for savings
and stored Energy adviser inspects
Energy adviser suggests John's house and

John invest in a combined reviews his consumption
PV panel and battery data. Plenty of savings
system. This allows his car to be madel

to run on self-generated,
green power, but also
gives him the ability to
store cheaper power from
the grid.
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Powering up
John feels empowered: not
only he ‘s driving his dream
car, but in the long run he's
going to save on his
electricity costs too!




FIGURE 2: WHEN JANE MEETS THE NEW ENERGY WORLD

Happy?

Jane likes to switch energy
supplier every now and then.
But now she wants more from
her energy company!
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The power of data: looking
for the sweet spots

She logs onto her old online
account, retrieves her
consumption data and gives
authorisation to her new retailer
to access the data and crack
the numbers.

Options

She logs on her retailer’s
website to check new offers.
She also browses a few
competitors’ websites. Oh,
there’s plenty of new services
to choose from!

Eureka!

Jane fancies making her house
more efficient. A new retailer
has precisely what she'’s
looking for. Website re-directs
her fo “We Save - Together”
offer.
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Energy saving, here we go

Happily ever after

Jane signs up to the offer, receives
smart plugs to cut household
appliances’ stand-by costs, and
receives a visit by a technician who
installs the heat pump and the
remotely controlled kit.

New product saves her up to 15% on
heating costs by turning to a high-
efficiency heat pump. The new heating
system can also be remotely controlled
to participate in a demand response
program and earn Jane an extra buck.




BRINGING IT ALL TOGETHER

Figure3 below shows how allthe different
pieces of the jigsaw interact to enable
this new smart energy world.

The retailer provides energy and services
to the customer site, and is the ‘face’ of
the industryl The smart meter is the
customer interface and physical link to
the electricity distribution network.

The operator of the distribution system
(DSO) maintains the integrity and safety
ofthe electricity supplyand, in many mar-
kets, provides meter data to enable the
market.

Theywillincreasingly facilitate the uptake
of demand response, energy efficiency
offerings, distributed generation and
storage. This requires the DSO role to
develop rapidly to one of active system
management with procurement of the
new services to ensure a seamless
transition for the customer on a secure
and safe network.

Meanwhile, new service providers
(e-mobility providers; demand response
aggregators; energy service companies;
etc.) can compete with existing retailers
in offering new services both to the cus-
tomers and to the industry itself (DSOs,
TSOs and energy markets).

FIGURE 3: THE RETAIL MARKET FRAMEWORK IN THE DOWNSTREAM SPACE
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In the same way as John opted for a
bundle of solutions for his mobility and
home energy management needs and
Jane chose an energy saving package
with forays in demand response,
customers can optforany combination of
these services with equal simplicity.
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In all of these the retailer or service
provider and the DSO work in a
coordinated manner to ensure the cus-
tomers choicesare smoothlyacted onand
that the electricity system interacts as
necessary while maintaining a secure
supply. Jane and John do not need to be
aware ofanyofthis:itistheindustry’srole
to make everything seamless and
convenient for them.

Thls is the case for those jurisdictions in which a supplier-led retail market model has been or is being implemented, with the notable
exception of%lahty of supply issues (e.g. interruptions) for which customers need to know that in case of problems they should contact the

DSO responsible for theirarea.



KEY ACTIONS
WHILE ENAB

MAKE IT SIMPLE ‘

Since retail markets are headed towards greater complexity owing to new opportunities and needs,
the system should be kept simple for customers to engage.

Have clear roles and Arrange all behind the scene

responsibilities for all processes between market

downstream players parties and network operators
In a seamless way

(J
MAKE IT CHEAP ‘Gl

Competing on a level playing field is the best way to ensure innovation and cost-effective delivery
of downstream services.

Remunerate DSOs’ system E .
T At nsure a market design
SpLTIE Lo Sl LS for all downstream segrvice
t.hrm,llgh S, (nere: providers that prevents

Honfnendly any free-riding

incentive regulation

MAKEITFAR  ISQW

New services might entail cost-shifting (cost socialisation) from one consumer group to another if
regulation is not properly designed. Avoid hidden subsidies and a ‘consumer divide’.

Ensure the efficient =
design of grid tariffs and '[Giclfrzi1 rf?)??tﬁlfepgcl;ﬂaccpursottgr%ers
remove any unrelated . : :

using social policy measures

component from the
end-user price
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