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Deloitte, with strategy and market research firm Harrison Group,
a YouGov Company, has completed its fourth annual nationwide
reSources Study (the “2014 Study” or “Study”) to provide insights
that can be useful in helping energy companies and businesses
make energy-related investment and business decisions. The Study
uncovers actions U.S. consumers and businesses are taking and
expect to take to manage their energy usage, what they know about
the energy marketplace, and what motivates them to adopt new
practices and invest in new technologies.
The 2014 Study was conducted in March 2014, and thus, largely
reflects attitudes and practices related to the year 2013. The
Study captures two views: a business perspective and a consumer
perspective. The business portion of the Study is based on more
than 600 online surveys with business decision-makers responsible
for energy management practices at companies with more than 250
employees across all industries. The consumer portion is based on
more than 1,500 demographically balanced online surveys with
household decision-makers for utility services.

As used in this document, “Deloitte” means Deloitte LLP and its subsidiaries. Please see www.deloitte.com/us/about for a detailed description
of the legal structure of Deloitte LLP and its subsidiaries. Certain services may not be available to attest clients under the rules and regulations of
public accounting.
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Introduction

The Deloitte reSources 2014 Study is the fourth report of an annual study, which commenced in 2011, designed to gauge
how businesses and consumers are managing their energy consumption, particularly their electricity usage. The 2011
Study revealed the “Great Recession” was clearly influencing customer behavior: Businesses and consumers were taking
actions to reduce their energy consumption, and they were doing so mainly as a means to cut costs.
Over the course of a few years, however, the findings suggested a fundamental change was taking place as opposed to a
short-term response to difficult economic conditions. Many businesses, for instance, had set long-term goals of reducing
their electricity consumption in the range of 20%-25% over a three to four-year period, and they were sticking with these
goals and allocating significant resources to them, even as the economy improved and their focus on cost-cutting lessened
in favor of growth. On the consumer side, an attitude of “resourcefulness” had become entrenched, and consumers, by
and large, indicated they did not intend to revert back to their prerecession electricity consumption patterns. A sustained
movement toward thoughtful, deliberate energy consumption was underway. The findings of this year’s Study provide
further insight into the direction this movement is taking and what it may mean to electric companies and to businesses
of various sizes across industry sectors.
Businesses — Energy management is becoming a core business competency
Since the reSources 2013 Study, businesses have shifted their focus to growth as the economy stabilized. Many thought
this shift would cause businesses to reduce their commitment to energy management as a cost-reducing measure.
However, companies did not step back as widely anticipated; instead, they leaned in. Overall, the results of the 2014
Study suggest businesses are deepening their commitment to energy management. Their reduction targets and funding
generally remain steady, and they are pushing through the barriers to pursue higher-investment solutions with higher
return on investment.
While cost-cutting is still the primary driver, companies increasingly see energy management as a way to manage risk
and enable growth. This broader view is reflected in the growing number of businesses that are incorporating energy
management into their overall corporate strategies, and at a more granular level, into their supply requirements and
operations planning. Companies are also seeking greater control of components of the energy value chain, with more
than four-in-ten (44%) in this year’s Study reporting they generate some portion of their electricity supply on site.
Still, a wide range of maturity exists. Companies have made considerable progress against their goals since the 2013
Study, and they are more experienced and more confident. Few, however, have pulled it all together, with only
about 25% having achieved consistently strong company-wide practices across a range of critical capabilities. With
commitment remaining strong, this wide continuum suggests room for further maturation and progress toward goals.
Energy management, in other words, is increasingly becoming hardwired into the contemporary business mindset as a
required discipline.
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Consumers — Informed electricity customers seeking greater choice and more control
Since the 2013 Study, consumers have experienced relative stability on many fronts. Unemployment and the economy are
improving, and while they may not be happy with government, consumers saw less volatility in 2013 than in the lead up
to the 2012 Presidential election. Electricity prices, as well as reliability (in terms of consumer perceptions of the frequency
of outages), remained steady. This period of “calm after the storm” finally gave consumers room to breathe and time to
think, allowing informed choice to replace fear as the basis for decision-making.
Over the last few years, consumer decisions have mainly been fear based as people struggled to cut costs as a result of
the recession. Consumers focused on personal actions they could take to lower their electricity bills, and they quickly
picked the low-hanging fruit, such as turning off unnecessary lights and adjusting their thermostats. Last year, they
transitioned into considering tactics that would require greater investment and practical decision-making, such as better
insulating their homes and buying new energy-efficient appliances. They also learned about energy issues as these topics
were brought front and center in political campaigns — hence, the informed energy consumer was born.
No longer reacting from fear, consumers are ready to make informed choices about what to do next, and these choices
are likely to be practical and frugal. The vast majority of consumers (84%) in the 2014 Study still say they have become
a “more resourceful person” as a result of the recession, and this frugality continues to extend to managing electricity
consumption, with fewer than 10% expecting their households to use more electricity in the coming year. Instead of
reverting to their prerecession behaviors, consumers are looking for ways to save even more, and they are motivated
by solutions they understand and that make economic sense. Furthermore, consumers still care about the environment
and that a portion of their electricity comes from renewable sources. In pursuing these goals, they are open to new
opportunities, including new offers from their electricity providers. In general, consumers, like their business counterparts
in the Study, have matured and they are taking charge of their energy-related purchases.
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Detailed findings –
2014 reSources Study: Businesses
Recession lessons support sustained commitment to energy management
The economy is largely perceived to be stabilizing. While it is debatable whether or not the economy has truly turned the
corner, many people now view the recession in the rearview mirror. Some economic indicators are pointing upward, and
the business climate is improving. Nonetheless, while the sting of the recession is dissipating, the lessons it taught are
not: Leanness and agility are central to survival. Although companies are shifting their focus back on growth, they are not
abandoning the efficiency and process-improvement disciplines that served them so well — energy management being
one of them.
Businesses today essentially remain cautious, even as they have become optimistic. Expectations regarding electricity
prices offer a case in point. As in the 2013 Study, companies in this year’s Study are not overly concerned about electricity
price increases, but about one-third (37%) now foresee price increases of six percent or more in the next one-two years.
Memories of the swift onset of the recession, along with growing recognition that the global competition for resources
and the rising need for domestic infrastructure investments could eventually push commodity prices upward, could explain
why many businesses are choosing to balance investments in growth with continued emphasis on cost cutting.
Companies motivated by cost cutting and competitive advantage
Cutting costs is still the primary motivation for energy-management activities, reported by 67% of respondents; but
companies are also taking action for other reasons. More than one-third (35%) still see competitive advantage as a
primary driver for their energy management programs, the same percentage as when the Study was first conducted in
2011. In addition, companies are paying closer attention to external incentives (e.g., tax credits and rebates): About onein-three businesses (36%) cited them as a primary driver in this year’s Study, compared to 21% in 2013.
Figure
1. Cost cutting remains important, but there’s more to it than that
Figure 1. Less because “I want to” more because “I have to”
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Energy management is becoming a core business competency
Since the Study was first conducted in 2011, nine out of 10 companies have consistently indicated they have energy
management goals in place. While companies say they have set electricity reduction targets, energy management goals
often go well beyond electricity consumption to target other energy management/resource areas. Carbon footprint goals
in particular have received scrutiny in recent years as part of the climate change debate. Forty-six percent of companies
in this year’s survey say they have carbon footprint targets in place, dropping from a peak of 56% in the reSources 2012
Study. Technology, media, and telecommunications companies are more focused on carbon footprint than those in other
sectors, with 61% saying they have carbon reduction goals.
Figure 2. Consumer & Industrial Products sector more focused on natural gas and transport fuels,
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Health care

Technology, media, and telecommunications

Resource reduction goals across the surveyed categories of electricity, natural gas, transport fuels consumption, carbon
footprint, and water have consistently trended upward from 2013 levels. This suggests companies have tasted some success
and see potential for additional gains. Companies are also giving themselves more time to accomplish their goals — more
than four years on average — perhaps acknowledging the increasing complexity of the tasks at hand.
Figure 4. Companies raising the bar, and giving themselves more time to reach it
Figure
3. Companies raising the bar, and giving themselves more time to reach it
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Q: For each of the areas below, what is the target level reduction that you are trying to achieve and over what period of time?

Barriers to success “ain’t what they used to be”
While companies are becoming more realistic about
the time it takes to achieve their goals, embarking
on a longer journey can pose challenges, especially
in terms of gaining buy-in for the business case. In
this year’s Study, 35% of businesses cited “length of
time required for investment to pay off” as a primary
barrier to achieving their resource management
goals, up from 30% in 2013. Meanwhile, 30%
mentioned “difficulty in measuring impact on the
bottom line” as a major barrier, up from 23% in the
2013 Study. These two hurdles have replaced internal
bureaucracy as the biggest barriers to success, with
24% of businesses naming internal bureaucracy in
this year’s study, down from 33% in 2013.
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Businesses cutting energy consumption year over year
Despite obstacles, businesses are making incremental progress each year against their energy management
goals. In the 2014 Study, they reported reducing their electricity consumption by 12% on average in 2013.
This compares to nine percent in 2012 and eight percent in 2011. Similar patterns emerged in other energy/
resource management areas. Accordingly, companies are feeling more confident about their progress, with
42% saying they have been extremely/very successful in achieving their resource management goals, compared
to 34% in 2013. This may reflect better process efficiency as well as a growing level of program commitment
and sophistication.
Figure 5. Steady progress against electricity goals has been made over last 3 years

Figure 4. Steady progress against electricity goals made over last three years
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Companies not afraid to roll up their sleeves: Commitment to energy management getting
progressively stronger
Even though the journey is getting harder, companies remain committed to attaining their energy management
goals. Sixty-one percent of companies now rate the degree of effort/resources allocated to energy
management programs over the last three years as being a four or a five on a five-point scale, with five being
the greatest. This proportion has nearly doubled since the 2013 Study, where 31% rated their commitment as
being a four or a five; and it has nearly tripled since the 2012 Study, where only 20% rated their commitment
as being in the top two tiers.
Companies are not just “talking a good game” when it comes to energy management. They are consistently
backing their commitments with capital: Ninety-one percent of companies say they have invested funds in
energy management programs over the past three years, with these funds representing about 12% of their
total capital budgets regardless of company size.
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Current tactics suggest room to grow
The degree of effort is increasing year over year, but few businesses say they are on the leading edge in terms
of deploying emerging solutions. When asked how they would best describe their companies’ use of energy
management measures, only 30% indicated “new/innovative solutions are actively encouraged, experimented
with, and deployed,” while 52% said they have “some standard solutions (e.g., HVAC, lighting) in place.”
Slightly more than half (53%) report participating in demand response programs at least somewhat regularly.
Businesses further reported the most popular tactics for reaching their energy management goals include
using timers/sensors to control when equipment is powered on (cited by 62% of companies), installing
motion occupancy sensors (59%), and installing building energy management systems (47%). This suggests
room to grow for businesses in some sectors, as well as for solution providers, especially since more than
half of companies (53%) believe available energy management technology is inadequate to be very helpful
in managing their energy consumption. Also, in their view, “smart technology” could be a whole lot sharper:
Fifty-eight percent indicated, “the smart technology designed to reduce energy consumption is not that
effective for my company’s circumstances.”
Figure 9: Sample tactics being used to reach goals

Figure 5. Tactics being used to reach goals
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Figure 10: Over half of companies believe available energy management technology is inadequate to
help manage their electricity consumption

Figure 6. Energy management technology may be inadequate to help manage electricity consumption
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More businesses exercising self-control over electricity supply via on-site generation
More than four-in-ten businesses (44%) say they generate some portion of their electricity supply on-site. In
the 2013 Study, one-third (33%) of companies said they generated some portion of their electricity on-site, and
another 15% said they were planning to do so. The 2014 results suggest many companies have executed those
plans. Some sectors are pursuing self-generation goals more aggressively than others, with 58% of health care
respondents and 56% of those in technology, media, and telecommunications reporting they have some form of
on-site generation, which may be a reflection of the critical nature of electricity supply for their operations.
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On-site generation gains more ground.
Figure 7. Over four-in-ten now report having some form of on-site electricity generation

Figure 8. Over four-in-10 now report having some form of onsite electricity generation
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Natural gas prices influencing facility investment decisions
One-in-three (34%) say the lower price for natural gas is extremely or very influential in their company’s
decisions to invest in additional facilities in the United States. Another third say it is “somewhat influential.”
(Note: As a result of a largely unforeseen surge in shale gas production, North American natural gas prices
have been at record lows, and while they may increase, industry sentiment suggests they will stay relatively
low for the foreseeable future.)
Figure 10. Influence
of lowerofcost
gas gas
on on
U.S.
facilities
Figure 12: Influence
lowernatural
cost natural
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facilities investments
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Q: As a result of a largely unforeseen surge in shale gas production, North American natural gas prices have been at record lows
and while they may increase, are expected to stay low for the foreseeable future. How influential has the low cost of natural gas
been on your company’s decision to invest in additional facilities in the U.S.?

Q: As a result of a largely unforeseen surge in shale gas production, North American natural gas prices have been at record lows and
while they may increase, are expected to stay low for the foreseeable future. How influential has the low cost of natural gas been
on your company's decision to invest in additional facilities in the U.S?
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From basic to leading: A wide range of maturity exists in developing and executing energy
management strategies
The scope and sophistication of the energy management strategies being deployed today varies widely. So
does the degree of success achieved. To help gauge both, Deloitte used Study data to develop a Capability
Maturity Model (CMM) for energy management practices organized around eight key capability categories
and four stages of maturity: Basic, Engaged, Advanced, or Leading. The CMM essentially provides a
qualitative assessment of an organization’s energy management efforts concerning alignment to core
strategy, tactics, measures, and enabling environment.
Figure 11. Eight key capability categories and four stages of maturity

Figure 13: Capability maturity model focuses on eight categories of competency and four stages of program maturity
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The CMM can be used both to define a company’s current state and guide its future vision. Businesses in each of the four
stages exhibit certain common energy management “characteristics” that distinguish their classification, and thus serve as
high-level indicators of where any particular company that possesses similar characteristics is likely to be classified — and the
associated level of energy management performance that might be expected.
Figure 12. Capability maturity model: Distinguishing between the four stages
Stage 2: Engaged
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• Data management and analytic capabilities to
support energy management are established
• Confident in their ability to continue to improve
• Movement to higher investment, longer-term
payout solutions
• Applied rigor in measuring performance
relative to goals
• Taking advantage of tax credits and incentives
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Using this framework and the Study data as inputs, an analysis of capability maturity showed that 13% of
companies are classified as Leading (Stage 4), with 38% identified as Advanced (Stage 3), 38% as Engaged
(Stage 2), and 11% as Basic (Stage 1). On average, Leading companies have been able to achieve an annual
percentage reduction in electricity usage of 22% versus 12% for those companies classified as Advanced.
Companies classified as Engaged have been able to reduce their usage by 8% on average versus 5% for those
in the Basic classification. The differentiation in results achieved is notable, with those at the highest stage of
maturity realizing significantly greater results even when their overall goals are similar.
Figure 10. Distribution of capabilities maturity scores

Figure 13. Capability maturity scores correlate to reductions in electricity usage
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Regardless of size, most companies fall into the Engaged or Advanced classifications. Maturity levels, however, vary more
widely across industry sectors. For instance, the technology, media, and telecommunications sector appears to be at the
head of the pack. Sixteen percent of companies within this sector are classified as Leading, compared to the norm of 13%,
and 44% are classified as Advanced, compared to the norm of 38%. This is not surprising considering prominent “green”
pioneers in the technology, media, and telecommunications space, such as Google and Microsoft, and the enormous
amount of electricity required to power and cool data centers.
In contrast, the financial services/real estate sector appears to be lagging. Fifty-seven percent of companies within this
sector are classified as Engaged, compared to the norm of 38%. Here, leasing structures and the challenges of coordinating
energy management measures across hundreds, if not thousands, of properties and/or retail outlets may pose more
complex challenges.
Figure
17. Leading
and lagging
sectors
Figure
14. Leading
and
lagging maturity of industry sectors
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*Not asked for water goals in 2012.
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Only one-quarter of businesses require all capital planning to
consider energy management implications.
Regardless of sector, the CMM findings generally suggest businesses have room to improve, especially in terms of aligning
energy management goals with corporate strategy. At the far end of the maturity spectrum lies the practice of taking
into account associated energy ramifications when making major investment decisions. The Study revealed only about
one-quarter (26%) of businesses require all capital planning decisions to consider energy management implications, and
less than half (49%) require alignment to energy strategy for some types of projects or for determining investment value.
Another sophisticated practice involves incorporating energy management into operational modeling and forecasting. The
Study results again show companies are making progress, but have a long way to go: Twenty-eight percent of businesses
say they regularly model their operations to account for energy performance across a range of scenarios; and 45% say they
do this somewhat, using historic data to predict future operations levels and energy impacts.
Are information and talent constraints holding companies back?
In analyzing the Study data, several common challenges emerged, most of which can be tied back to lack of
information. However, Leading companies have demonstrated significant success in this regard; 94% of Leading
companies successfully measure the impact of their energy management initiatives across functional areas against
goals and key performance indicators (KPIs), while Engaged and Basic companies report less than 10% success.
Leading companies also report a high, 80%, rigor with regard to measurement and verification of the impact of energy
management initiatives compared to an overall Study average of 25% across all categories. Similarly, only one-in-three
is very active in tracking energy spend information across the business, and fewer than three-in-ten are using external
intelligence to gain a complete view of exposures to risk. Ninety-five percent of Leading companies confirmed that
high-quality energy data and data management techniques exist in their organizations, a clear indicator that lack of such
information could be a major constraint on the ability of other organizations to better manage energy.
Similar to other business disciplines, energy management also faces talent constraints. Companies are generally
hopeful but not convinced that they have the appropriate levels of employee engagement and sufficient energy
management talent needed for the future. For instance, only 28% report having a corporate engagement program
for employees at all levels, while 46% say they have some local programs in place. Concerning knowledge transfer
and talent development, about half (48%) report they share information “somewhat” between business units, while
26% engage in no formal collaboration at all.
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Opportunities in energy management
By examining the characteristics of organizations with more mature energy management programs, companies can
identify potential opportunities for improving their own energy management programs and embedding leading
practices into their organizations as a core business competency. As with other business disciplines, improvement
in energy management begins with vision and strategy. For instance, 92% of Leading companies say they have a
documented corporate energy vision/mission that fully aligns with the corporate vision, compared to 34% overall.
Leading companies are also more likely to take a portfolio approach to energy management practices, ranking higher
than the Study average in employing a broad range of tactics, such as using on-site generation (78%), installing building
energy management systems (64%), and implementing energy recovery mechanisms into production processes (59%).
These companies also demonstrate other characteristics, including:
•
•
•
•
•

Moving to higher investment, longer-term payout solutions
Applying rigor in measuring performance relative to goals
Taking advantage of tax credits and incentives
Employing advanced data capture and analytical tools
Tying compensation to KPIs

Figure 16. Begins with vision and strategy

Figure 16. Improvement in energy management begins with vision and strategy
Total
Have set formal goals with
repect to electricity and other
resource management practices
There is a documented corporate
energy vision/mission that fully
aligns with the corporate vision
Energy management is a key element
of corporate strategy. Leadership
and staff, at all levels, have energy
objectives incorporated into goals
Rated high (5, 4 out of 5) degree
of effort/resources alocated to
your company’s energy
management programs over the
last three years

Leading
96%

50%

Advanced

Engaged

71%
29%

3%

87%
59%

43%

22%

7%

14%

4%

92%
43%

34%

61%

79%

75%

51%

Q: Has your company set any goals, formal or otherwise, with respect to electricity and other resources management practices?
Q: Which of the following best describes your company’s energy management vision or mission?
Q: Which of the following best describes your company’s energy management strategy?
Q: On a scale from 1 to 5, with 5 being the greatest, how would you rate the degree of effort/resources that have been allocated
to your company’s energy management programs over the last 3 years?
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Basic

26%

Detailed findings –
2014 reSources Study: Consumers
Consumer resourcefulness entrenched – extends to electricity
As in 2013, most consumers (84%) believe they have “become a more resourceful person.” This resourcefulness continues
to extend to managing household electricity consumption. Nearly two-thirds (65%) say they plan to use about the same
amount of electricity in 2014 as they did last year, and 26% believe they will use less. Furthermore, consistent with prior
years, fewer than 10% expect their household to increase its energy consumption over the next year. As reflected in these
findings, consumers are getting the message about energy efficiency: Eight-in-ten say they have received energy-saving
tips, mainly from electric utilities and “word of mouth.”
Figure
17.
Consumer
resourcefulness
entrenched virtue
Figure 21:
Consumer
resourcefulness
remains an remains
entrenchedan
virtue
% Agree strongly/somewhat
90%

85%

86%

84%
61%
50%

48%

47%

38%

I have become a more resourceful person

I believe going through the recession
has ultimately been good because it
makes us more efficient and reminds
us what is important
2011

2012

2013

41%

45%

51%

I am discovering new software
applications “apps” all the time that
are fun or helpful

2014

Q: Please use the scale below to indicate how much you agree or disagree with the following statements.
Figure 22: Eight-in-ten received energy saving tips — electric utilities continue to be the primary source followed by
Q: Please
use the scale below
to indicate
relatives/friends
and the
mediahow much you agree or disagree with the following statements.

Figure 18. Eight-in-ten received energy saving tips — electric utilities continue to be the primary
source followed by relatives/friends and the media

Source of tips*
2012
No, not
really

30%

2013

2014

22%

21%

Electricity provider

58%
44%

Relatives or friends
Newspaper or magazines

Yes, a few

Yes, several

52%

53%

55%

Television advertisements

20%

Neighbors
Coworkers

18%

36%

25%

24%

*Among those who said Yes, several or Yes, a few to receiving tips

18%
16%

Social media
Other

19%
10%

Q: Have you ever received good tips on how to save energy?
Q: From whom have you received good tips on how to save energy?
*Among those who said Yes, several or Yes, a few

Q: Have you ever received good tips on how to save energy?
Q: From whom have you received good tips on how to save energy?

Deloitte reSources 2014 Study

17

Renewables important, but so is diversification
The desire to increase the use of renewables, particularly solar, continues to trend upward among consumers: Fiftyeight percent ranked “increasing the use of solar power” among the top three energy-related issues most important to
them, up from 44% two years ago. Similarly, 45% cited “increasing use of wind power” among their top three issues,
up from 30% in the 2012 Study. Energy independence remains the top perceived benefit of developing renewables,
cited by three-fourths of respondents.
Figure 20. Energy independence perceived as top benefit of renewables development
Impact of greater development of renewable energy sources*
80%

Energy
independence

69%
75%
69%
64%

Cleaner air

67%
72%

Job creation

64%
66%
75%

Boosting the
national economy

61%
66%
72%

Boosting local
economies

61%
65%
2011

2012

2014

*Extremely/Very impactful

Q: Please use the scale below to indicate how much you agree or disagree with the following statements.
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Despite strong support for renewables, consumers also emphasized the importance of diversifying America’s energy
sources, with 45% ranking “drilling for more oil and natural gas in the U.S.” as among their top three energy-related
matters. In relation to domestic oil and gas production, 45% say they are extremely/very familiar with hydraulic
fracturing (“fracking”), up from 41% in 2013. Of those who are extremely/very familiar, 45% feel fracking is harmful to
the environment and 43% believe it is safe when conducted properly. Familiarity with the Keystone Pipeline has also
strengthened over the past year. Forty-four percent indicate they are extremely/very familiar with the matter, compared to
41% in 2013. Of those who are extremely/very familiar, 60% say they support it.
FigureFigure
21. Familiarity
with hydraulic fracturing and Keystone XL Pipeline
25: Equal numbers feel fracking is harmful to the environment and safe when conducted properly
Hydraulic Fracturing

Keystone XL Pipeline

Familiarity

Familiarity

Extremely/
Very familiar
Somewhat
familiar

36%
16%
13%
9%
8%

Never heard of
before today

11%

Associations with
Hydraulic Fracturing

Support for Keystone XL
(among Ext./Very familiar)

Proven way to extract natural
gas and oil from shale rocks

63%

58%

Is a major factor in moving the U.S.
toward energy independence

50%

Harmful to the environment

45%

Essential process for unlocking
supplies of natural gas and shale oil

45%

Is safe when conducted properly

43%

Is an important source
of new jobs for the U.S.

Support
Keystone XL

60%

30%

Oppose
Keystone XL

32%

45%
38%

State-of-the-art technology
Unregulated

7%
Not sure

33%

8%

15%

Something else
None of the above

34%

Not very
familiar

14%

Never heard of
before today

44%

Somewhat
familiar

31%

Not very
familiar

41%

Extremely/
Very familiar

45%

1%
2013

2014

Q: How familiar are you, if at all, with the term hydraulic fracturing (also called fracking or hydro-fracking) to produce natural g
 as from shale formations?
Q: Which of the following, if any, do you associate with hydraulic fracturing?
Q: How familiar are you, if at all, with the plans to build a pipeline to carry crude oil to the United States from Canada (i.e., the Keystone XL pipeline)?
Q: Do you support or oppose such a pipeline?
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Consumers see new possibilities for household energy management
Two-thirds (68%) of consumers say their families are doing everything they can to keep their electric bills down and there
is not anything incremental they can do to cut costs further. This perception, however, has dropped from a peak of 77% in
2012. This potentially suggests greater awareness of new solutions. Here, mobile technology may be leading the way, with
more than half (51%) saying they discover new software “apps” all the time that are fun or helpful.

Consistent with prior years, fewer than 10% expect their
household to increase electricity usage.
The light bulb is coming on about what to do next
Trimming electricity bills through basic tactics is largely being employed, with 85% of consumers saying they turn off
lights when not in the room, and 71% saying they shut down electronics when not in use. However, tactics requiring
greater investment are on consumers’ radar, with better insulating their homes (cited by 47% of respondents), replacing
old appliances with energy-efficient ones (46%), and installing compact fluorescent light bulbs (43%), being among the
top five most important things they could see themselves doing in the future.
Figure 22. Energy efficient appliances and better insulation next on the radar
Top tactics will do in the future

2014

Lighting
Turn off lights when you are not using them, even for just a few minutes

64%

Install compact flourescent light bulbs when your older incandescent bulbs burn out

43%

Managing consumption
Set your thermostat a few degrees lower in the winter and a few degrees higher in the summer

53%

Conserve hot water (e.g., shorter showers, turning down hot water heater)

37%

Shut down electronics when they are not in use

59%

Energy efficient appliances
Replace old appliances with new more energy-efficient appliances

46%

Insulating home
Install energy-efficient windows and doors

41%

Better insulate your home to keep heat and cool air from escaping out of the house

47%

Timers/Sensors
Use a “smart” power strip that senses when appliance are off and cuts “phantom” energy use

35%

Use a timer on water heaters (that turns off during sleeping hours)

24%

Bigger investment
Get a smart energy management application to control and reduce your energy consumption

21%

Install solar panels that provide electricity for your home

27%

Q: Which do you view as the top five things that you could see yourself personally doing to save even more electricity in the future?
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Energy bill savings driving interest in solar panels, but
installation costs cited as barrier.
While only about three percent of households indicate they have solar panels on their primary residences, more than
one-fourth (27%) named installing solar panels as among the top five actions they would take in the future. Top drivers of
interest in solar panels are saving on electricity bills (80%), solar power may help ensure power through outages (61%), and
solar power is clean and does not contribute to climate change (60%); while perceptions of being too expensive (43%) and
fears of the panels not working as promised (29%) emerged as the main barriers to consumer interest in solar.

Figure
23.Expense
Top barrier
to solar
installations
is followed
high cost
Figure 30:
of installation
far and
away top barrier
by questions about efficacy
Barriers to interest in solar panels*
Installing solar panels is too expensive

43%

I am not sure the panels would work as promised

29%

I do not know enough about solar power to make this decision

18%
17%

Rooftop solar panels are not attractive
There are too many trees on my property/not enough sun

15%

I am waiting for prices of a residential solar system
to come down further

14%

My homeowners' association does not allow it

14%

I am not interested in changing my electricity supply
Other

13%
22%

*Among those not interested in installing solar panels on their primary residence
not interested
in installing
on their
primary residence
Q: Which*Among
of thethose
following
are reasons
whysolar
arepanels
you not
interested
in installing solar panels on your primary residence?
Q: Which of the following are reasons why are you not interested in installing solar panels on your primary residence?

Deloitte reSources 2014 Study

21

Interest in smart energy technologies is growing
A majority of consumers (54%) control their heating with a basic manual thermostat today, while 40% say they have
a programmable thermostat that allows them to set a desired temperature for specific times of day. Few have “smart”
thermostats (4%) or home automation systems (2%) for controlling heating, lighting, home security, and other functions
that can be accessed via a smart phone, tablet, or other device. While “smart” technologies have yet to be widely adopted,
consumers are interested, with one-in-four saying they definitely/probably will purchase a smart energy application for
$250, compared to 18% in 2011 when the Study was first conducted. Notably, consumer interest in smart technologies
nearly doubles to 48% if a rebate of $75 is offered on a $175 purchase price.

“Smart” thermostats have not reached wide adoption; Gen Y
leads interest in emerging energy technologies.

22

“Customers of the future” are keen on getting even smarter about energy technology — especially if the
price is right
Gen Y, also known as the Millennial generation, is leading the way in terms of interest in emerging energy technologies.
About one-third (32%) of Gen Y consumers say they definitely/probably will buy a smart energy application, trending
upward from 28% in 2011. That proportion nearly doubles to 62% if a rebate of $75 is offered on a $175 purchase price.
And, their interest in adopting energy technology does not stop there. Nearly half (47%) of Gen Y consumers are extremely
or very interested in installing solar panels if they could do so with a financing or lease arrangement that does not require
out-of-pocket expenses. They could also be a driving force behind adoption of Electric Vehicles (EVs), with 27% indicating
Figure 33: Interest remains strongest among Gen Y but has fallen among Boomers and Matures
they are extremely/very interested in purchasing an EV, trending upward from 20% in 2011.
Figure 24. Interest in solar panels strong among Gen Y
Interest in solar panels

Total

Gen Y

37%
46%
39%

Extremely/Very interested

Somewhat interested

Not very interested

Not at all interested

33%
25%
27%
16%
13%
17%
14%
17%
17%

Gen X

Baby
Boomers

40%
44%
41%

48%
54%
47%

29%
29%
26%

34%
22%
29%

17%
18%
21%

12%
15%
13%

7%
13%
8%

2012

2013

36%
25%
28%
16%
13%
16%

18%
12%
19%

12%
12%
16%

31%
44%
35%

Matures

22%

40%
29%

28%
19%
27%
22%
15%
18%
28%
26%
26%

2014

Q: How interested are you in installing solar panels on your primary residence if you could do so through a financing or leasing a rrangement
with no out-of-pocket expenses?
Q: How interested are you in installing solar panels on your primary residence if you could do so through a financing or leasing
arrangement with no out-of-pocket expenses?
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Consumers turn down the heat on utilities; blame weather more for outages
Equal numbers of consumers in the 2014 survey perceive positive and negative shifts in the frequency of electricity
outages they have experienced, with 15% reporting the frequency of outages has increased and 17% saying it has
decreased. Meanwhile, 48% maintain the number of outages has been about the same. Among those who experienced
an increase in electricity outages, 53% attributed them, at least in part, to more extreme weather. Back-up generators
moved to the forefront as a preferred remedy among those who experienced more outages, with 20% having already
purchased one, and 12% saying they intend to within the next six months.

Figure 25.
35: Consistent
withfrequency
2013, overallof
perceived
frequency
of electrical outages has equal numbers
Figure
Perceived
electricity
outages
feeling increases vs. decreases

Length of electricity outages has*:

Number of electricity outages has:

48%

Been about the same

Increased

16%

Decreased

17%

Not experienced any outages
over the past 24 months

18%

Been about
the same

48%

15%

63%

63%

The length of time
has increased

20%

17%

The length of time
has decreased

17%

20%

17%

20%

2013

2014

*Among those who experienced electricity outages over past 24 months

Q: From time to time the electricity to your home ‘goes out’. Looking back over the past 24 months as compared with prior years,
which best describes your experience. The number of electricity outages has:
Q: The length of electricity outages has:
*Among those who experienced electric outages over past 24 months

Q: From time to time the electricity to your home 'goes out'. Looking back over the past 24 months as
compared with prior years, which best describes your experience. The number of electricity outages has
Q: The length of electricity outages has:
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Figure 36: Weather most frequently blamed

Figure 26. Back-up generators still most common remedy to dealing with outages
Turning to back up generators still most common remedy to dealing with the problem

Reason for electricity outages*:

Steps taken as a result of the increase in electricity outages*:

More extreme weather

Other

I have no idea

20%

I have purchased a back-up generator

My electric company does
not adequately
maintain its system
My electric company
does not have enough
capacity during periods of
peak electricity usage

27%

I have complained to my electric company

53%

31%

21%

32%
I have not purchased a back-up generator,
but plan to in the next six months
I have not installed solar panels on my roof,
but I plan to in the next six months

12%

8%

I have installed solar panels on my roof

5%

Other

6%

10%

14%

I have not really done anything in response
to the increased outages

42%

*Among those
who
experienced
an increase
electricity
outages
*Among
those
who experienced
an in
increase
in electric
outages
**Among the 16% who experienced an increase in electric outages

Q: To what
dowhat
you attribute
the increase
in electricity
outages?outages?
Q: To
do you attribute
the increase
in electricity
What
steps
youastaken
as of
a result
of the increase
in the number
of outages?
Q: WhatQ:steps
have
youhave
taken
a result
the increase
in the number
of outages?
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Fog lingers over choice of supplier
Consumers are still confused about whether or not they have a choice when it comes to which company provides
their electricity. Only 41% of those living in states where they can choose their providers are aware they have options.
Among those with choice, 36% report having ever switched providers. Cost savings is still the major motivating factor for
potentially switching providers, cited by 85% of consumers. And on average, it would take a savings of 25% on annual
electricity costs to get them to switch. Despite the fog around provider choice, consumers are interested in getting more
information, indicating they would turn to family and friends (52%), the web sites of alternative electricity providers
(44%), and electricity supplier web sites (35%) before deciding to switch.
Figure
37:27.
Still Choice
confusionin
about
choice in electricity
Figure
electricity
providerprovider
still causing

confusion

Less than half of those living where there is retail choice are aware they have options
Have choice of suppliers

Ever switched providers?
(among those with choice)

State Live In
Total

No choice

Choice

19%

4%

40%

22%

8%

41%

Definitely do

Definitely do not

63%

83%

38%

63%

80%

40%

18%

13%

23%

15%

12%

19%

Yes

44%

No

53%

36%

61%

Not sure

Not sure 3%
2013

3%

2014

Q:
Q:Do
Doyou
youbelieve
believeyou
youhave
haveaachoice
choicewhen
whenititcomes
comesto
towhat
whatcompany
companyprovides
providesyou
youyour
yourelectricity?
electricity?
Q:
Q:Have
Haveyou
youever
everchanged
changedto
toanother
anotherelectricity
electricity provider?
provider?

Consumers show greater interest in getting news and
information about electricity options.
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Make us an offer! Consumers open to purchasing other services from their electricity providers
About half (47%) of consumers are interested in sourcing other services from their electricity providers.
Thirty-six percent say they would be interested in purchasing Internet service from their electricity provider,
while 27% indicated cable TV. A lesser, but still noteworthy, percentage expressed interest in purchasing
telephone service (21%), home security systems (18%), and home automation systems and services (17%).
Interested consumers cited price (61%) and convenience (58%) as the primary reasons they would consider
purchasing these services from their electricity providers.
In addition, two-thirds of consumers indicate they are at least somewhat interested in getting one consolidated
bill for cable, phone, Internet, home security, and electricity through one service provider. The 30% of consumers
who said they are extremely/very interested are motivated primarily by convenience and cost savings.
Figure 40: Half are interested in sourcing other services from their electricity company
Internet service followed by cable TV appears to be the natural extension

Figure
28. Costtosavings
is still
the and
major
motivating factor to switch providers
Primary motivators
switch would
be price
convenience
Interest in services from electricity providers
Internet service

Cable TV service

Telephone service

Motivations*
Price

36%

58%

Greater ability to optimize
management of my household

Home security system

18%

Reliability

Home automation

17%

Customer service

None of the above

61%

Convenience
(e.g., one monthly bill)

27%

21%

Barriers**

53%

Other (specify)

37%

33%

26%

Electricity companies should not be in
the business of providing these services

50%

I am happy with my existing
providers of these services
I am worried about customer service
issues if there were a problem
My electricity company couldn't compete
with my existing providers of these services
Other (specify)

44%

27%

21%

13%

3%

*Among those interested in any of the services
**Among
thosethose
not interested
*Among
interested in
in any
any of
of the
the services
services
**Among those not interested in any of the services

Q: InQ:
addition
to electricity,
which
of the
if any,
would
you be
to purchase
fromfrom
your your
electricity
provider?
In addition
to electricity,
which
offollowing,
the following,
if any,
would
youwilling
be willing
to purchase
electricity
provider?
Q: What
are/would
beprimary
the primary
motivations
for purchasing
the above
services
electricity
provider?
Q: What
are/would
be the
motivations
for purchasing
the above
services
fromfrom
youryour
electricity
provider?
Q: What
are/would
beprimary
the primary
barriers
for purchasing
the above
services
electricity
provider?
Q: What
are/would
be the
barriers
for purchasing
the above
services
fromfrom
youryour
electricity
provider?
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Figure 41: Interest in single service provider/consolidated bill for multiple home services

Figure 29. Interest in consolidated bill for multiple home services
Primarily motivated by convenience and cost savings
Interest in consolidated bill

Reasons for interest*

30%

Extremely/Very interested

36%

Somewhat interested

Not very interested

Not at all interested

21%

13%

Would be easier to just
have one bill each month

37%

I believe it would be less expensive
overall to just have one provider

34%

Would be easier to just have one service
provider to call if I had questions
or problems with my service

19%

I believe I would get better service

8%

Other

1%

*Among Extremely/Very interested

Q: How interested would you be in getting one bill for your cable, phone, internet, home security, and electricity through one service provider
versus receiving separate bills for all or some of these services?
Q: Which
the following
is the primary reason for your interest in getting one bill for your cable, phone, internet, home security, and electricity
*AmongofExtremely/Very
Interested
Q: How one
interested
you be in getting one bill for your cable, phone, internet, home security, and electricity through
through
servicewould
provider?
one service provider versus receiving separate bills for all or some of these services?
Q: Which of the following is the primary reason for your interest in getting one bill for your cable, phone, internet, home
security, and electricity through one service provider?

Demand response programs have space to expand
Only 13% of consumers claim to participate in demand response programs. Among those who do not currently
participate, 26% say they are extremely/very interested, and 38% indicate they are somewhat interested. What
are the main barriers to participation? More than half (56%) of those who do not participate say their utilities do
not offer a demand response program, while 20% say they do not want their electricity service reduced, even
for a short period of time. These responses, along with the low current participation rate, may imply electricity
providers are not getting their messages across about the availability of demand response programs and the
advantages they offer to residential consumers.
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Concluding thoughts

The 2014 Study illuminates significant shifts occurring among U.S. businesses and consumers regarding how they think
about energy management and the steps they will take to accomplish their objectives. Both groups believe the lowhanging fruit has been harvested and that future gains will require more investment in both time and money. Nonetheless,
both businesses and consumers remain committed to doing more.
On the business side, energy management was thought to be at a tipping point last year. As businesses refocused
on growth, it seemed that their focus on energy management would lessen, especially since natural gas prices and
electricity prices remained low. This retreat did not occur. Instead, businesses assessed their accomplishments to date and
acknowledged that energy management had become integral to achieving competitive advantage, not only as a costsavings mechanism but also as a means of furthering the organizations’ broader business objectives. They have become
more mature, but also recognize that additional investment in time and resources offers substantial incremental results
beyond their current accomplishments.
On the consumer side, last year’s Study introduced the “informed energy consumer.” The 2014 results indicate this
“informed consumer” has gained some maturity. A relatively stable political and economic environment has freed up
mindshare for consumers to pragmatically evaluate their options, and they are open to new products and services — if
they offer a solid value proposition. They have given their electricity providers permission to provide services in new areas,
and indeed, are looking for suppliers that offer them lower costs, better service, and new products.
What does this mean for businesses?
The Study findings suggest energy management will continue to evolve and mature as a core business competency that is
woven into the fiber of the business. Accordingly, companies will continue to align their energy management efforts more
closely with their business strategies. Companies also appear to be on the verge of continuous improvement, with more
and more organizations taking steps to better monitor and manage their energy-related performance and to incorporate
the findings into improved processes. As businesses go farther down this path, the required skill sets for those involved in
energy management will evolve as well, with skills in analytics and data management as well as advanced capabilities in
efficient capital allocation becoming more valued.
Against this backdrop, the questions company executives might logically be asking are:
• Where does our company stand versus others?
• How does our company prioritize next steps to advance the maturity of our energy strategy?
• How can our company align energy strategy with broader corporate strategies?
• What kind of energy-related risks is our company exposed to and how do they differ across our facility portfolio?
• How should our company consider the potential for energy to directly or indirectly impact overall corporate
performance, and how should our company prioritize capital investment based on this potential?
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What does this mean for electricity providers?
These developments point to opportunities for electricity providers to enhance their customer images and evolve
their business models. This may include better positioning of current services since the Study findings suggest that
some promising programs and products are not being fully embraced. Lackluster participation in demand response
programs and the slow adoption of “smart” thermostats, for instance, may simply indicate the need to rethink customer
segmentation and better communicate the value and benefits. Perhaps even more exciting, consumers have essentially
given their electricity providers the green light to explore new “behind the meter” services, such as getting involved in the
Internet of Things via smart home technology. Meanwhile, the different levels of energy management maturity across
business sectors suggests the opportunity to “change the laws” of customer classification, whereby electricity providers
may wish to offer their business customers customized energy management programs or incentives targeted toward both
different business sectors and different levels of energy management maturity within sectors.
What’s next?
Disruption to the electric industry business model has been the topic of much recent discussion and debate. Regardless
of where one stands on the debate of when and how this disruption will occur, many see it as an inevitable by-product
of three converging forces: 1) rising costs to generate and deliver a kilowatt hour (kWh) of electricity in an environment
where future kWh sales are flat or declining for a sustained period of time; 2) new market entrants offering differentiated
products and services, who by and large are here to stay; and 3) the dawning reality that the consumption and/or
generation of environmentally responsible electricity, and in a broader sense energy as a whole, is now expected as a
regular part of doing business.
These disruptive forces have been offset somewhat by low natural gas prices over the last couple of years. This situation,
however, is also poised to change. Natural gas prices have already rebounded from their nadir in 2012, and while they
are expected to remain low, they are likely to exert some upward pressure on electricity prices as time goes on, especially
since the trend continues of shifting away from low-cost coal and nuclear, and over to natural gas for power generation.
These factors suggest that the risk of disruption is high. While the sustainable U.S. electric business models of the future
are simply unknown, the findings of this year’s Study suggest the door is open to offer businesses and consumers a
compelling, new value proposition. The question is: Who will step through that door, existing players or new “participants
in the game”?
How can you leverage the Deloitte reSources 2014 Study?
Deloitte has designed this Study to be a living tool to assist companies with their business decision making. The expansive
database developed through the Study allows Deloitte to guide companies in examining the Study’s findings in much
greater depth and from many vantage points. The Study can be used to help build the business case necessary to gain
support for proposed initiatives or it can provide solid data for new directions that are under evaluation.
For more information on the Study, or to schedule an appointment to take a “deeper dive” into the Study data, please visit
www.deloitte.com/us/resources.
Related insights on the future of the electric power industry are available at www.deloitte.com/us/thenewmath.
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