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Cuts avoided after South
Island asked to conserve
power immediately
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California’s Last-Ditch Effort to Avoid
Blackouts: Texting Consumers

State implored businesses and households to cut power—and paid
some of them—in successful last-minute bid to head off controlled
power outages
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National Grid Electricity System
Operator’'s (ESO) demand flexibility
service has delivered over 780MWh
of demand reduction in five test
events.

More than 1 million households and
businesses have now signed up to
participate in the service, which was
launched to manage peak demand during
the current winter months.

How you can reduce your
electricity usage while the
network is under strain

lay / By Patrick Wright
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A Decarbonisation Roadmap for
New Zealand's Electricity Sector

Discover the menu of
flexibility options available

given my preferences,
circumstances, budget
and equipment options
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What we need to do and how
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OUR PURPOSE

To incentivise flexibility from residential consumers by exploring commercial mechanisms
in collaboration with flexibility stakeholders.

COMMERCIAL
MECHANISMS

ELECTRICITY DISTRIBUTION FLEXIBILITY RESIDENTIAL
BUSINESSES STAKEHOLDERS CONSUMERS
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PHASE 1

Explore consumer
perceptions and
motivations

+ |dentify flexibility
stakeholders’ barriers
and enablers

+ |dentify network use-
cases and technical
requirements

Develop and evaluate a range
of commercial mechanisms

Assess flexibility service
conflicts and synergies

Assess regulatory barriers
and enablers

Co-design consumer offerings
with flexibility suppliers

Trial and evaluate the
effectiveness

Plan implementation of
scalable solutions
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Capability Motivation

Know how Want to

FLEXFORUM JOURNEY MODEL

JOURNEY STAGES

To describe each consumer persona’s journey to flexibility, we then used the ‘Discover, Assess, Operate and

Enable’ journey developed by Flexforum™.

PHASE 6 e

During this phase a
consumer assesses and
decides between different
flexibility options based on
their personal motivations
and needs.

This is where a consumer
first engages with flexibility -
either through learning more
about flexibility as an option

or in the search for a new

electricity plan/provider.

This part of the journey
explains the suppont needed
by a consumer from their
electricity provider to
empower and enable them
to use flexibility.

OPERATE

This phase describes the
day-to-day operational
needs of flexibility to meet
the consumer's needs.



Personas

ABILITY AND
WILLINGNESS TO
PROVIDE FLEXIBILITY

[t's most important for me to
be able to access electricity
when I nead it, but if it's easy
and | can feel good about
myself while saving a bit of
money, then I'll do it.

PLUG IN &
SWITCH OFF
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automation to maximis
[ my savings, but | want an
| interactive, transparent
' experience so | feel in

/’m happy to trust the \
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UNWILLING

CONVENIENCE
OVER
EVERYTHING

| want to spend as
little time as possible
engaging with my

electricity plan.
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HIGHLY WILLING

mt to save as mtm

as possible, butl needa |

BASELINE lot of support to do so.
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FAMILY VALUE
SEEKERS

| want to save as
much as possible, but
| need to have peace
of mind that | can still
provide for my family.

\harge and in control. /

*PERSONAS
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Personas’ mapping

Technology-use capability

Environmental Engagement with
motivation electricity provider
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Ability to be flexible

PLUGIN & FAMILY VALUE
SWITCH OFF

CONVENIENCE
SEEKERS

OVER
EVERYTHING
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Sharing information on flexibility should

Cost saving is a key driver for flexibility be simple, relevant and engaging

Environmental reasons are an important More educated consumers are more
secondary motivator likely to get on board with flexibility

A flexibility override function for EVs,
together with guided support and
education builds perception of control

The bigger barrier to fix is the perceived lack
of control (EV not charged when needed...)

BARRIERS

Behavioural interventions and
messaging can lessen the perceived
effort of engaging with flexibility

Aversion to change of the daily routine +
perceived effort to change




O

A

Z

LI COMPANY

KALU

Ny

24
13
n 10
s

33

0%

$J2W0JSN) JO JAQUINN

=
o
~

15%
10%

%00L-56
%S6-06
%06-58
%S8-08
%08-SL
%SL-0L
%0.-59
%S$9-09
%09-55
%SS-0S
%0S-S¥
%SP-01
%O0P-SE
%SE-0¢
%0€-5C
%$SZ-02
%0Z-5L
%SL-0L
%0L-S
%$S-0

5%
0%

0 uonodoid

100%

50%
Proportion of charging sessions boosted

100%

2
50%
Proportion of charging sessions boosted

22

0%

Slawojsn) Jo JaquinN

Reduction in EV charging demand between 6-9pm



PHASE
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* Build education around
flexibility

* Communicate that flexibility can
reduce costs

* Use relevant channels and
message framing to engage
consumers

* Show how flexible customer
offerings can help consumers
reach their goals

* Make it easy to compare
customer offerings

* Provide support with any
technology required for flexible
customer offerings

* Simplicity and clarity in how
flexible customer offerings work

* Work alongside existing habits
and routines

Enable customers the ability to
manage their energy usage (e.g.
'set and forget', 'override’ options)
Support in operating any flexible
customer offerings

Ongoing motivation and
encouragement to engage



Creating a shared resource of household personas and
consumer journeys for the sector to build on

Support coordinated action to streamline the consumer
journey through groups including the FlexForum and ENA

We are preparing to partner with flexibility stakeholders
to co-design consumer offerings and trial these with
households



Questions?

THANK YOU.
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