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THE	
  FUTURE	
  OF	
  ENERGY	
  USE	
  

Stack	
  is	
  the	
  first	
  truly	
  
responsive	
  light	
  bulb.	
  These	
  
lights	
  adapt	
  to	
  maintain	
  

ideal	
  lighDng	
  levels	
  without	
  
wasDng	
  excess	
  energy,	
  turn	
  
themselves	
  off	
  when	
  there’s	
  
no	
  one	
  home,	
  and	
  learn	
  

your	
  usage	
  rouDnes	
  to	
  save	
  
you	
  money	
  and	
  Dme.	
  

Soneter	
  is	
  an	
  innovaDve,	
  
non-­‐invasive	
  meter	
  which	
  
tracks	
  your	
  water	
  flow,	
  

reducing	
  costs	
  for	
  building	
  
owners	
  and	
  tenants	
  alike.	
  
The	
  tracker	
  also	
  provides	
  
detailed	
  consumpDon	
  

analysis,	
  usage	
  history	
  and	
  
hazard	
  predicDons.	
  

Keen	
  Home	
  smart	
  vents	
  
were	
  designed	
  to	
  increase	
  
comfort	
  and	
  reduce	
  energy	
  
costs	
  by	
  working	
  with	
  a	
  
connected	
  thermostat	
  to	
  
close	
  vents	
  and	
  regulate	
  
your	
  home’s	
  temperature,	
  

room-­‐by-­‐room.	
  



h\p://www.freedompreppers.com/living-­‐off-­‐the-­‐grid-­‐infographic.htm






A  DIGITAL  INNOVATION  PLATFORM  AND  
ITS  OPPORTUNITIES  FOR  TELCOS
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CONSUMER  
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FUTURING  ENERGY  TRENDS




FIGURE  13:  FIVE  STAGE  STAKEHOLDER  
ENGAGEMENT  FRAMEWORK


REDRAWN  FROM:  KRICK  ET  AL.  (2005,  11)
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CONSUMER  BIASES  AND  EFFECTS  ON  THE  DECISION  MAKING  PROCESS


Bias	
   Limited	
  Consumer	
  
Capacity	
  
	
  

Status	
  quo	
  bias	
  
	
  

Loss	
  Aversion	
  
	
  

Time	
  Inconsistency	
  
	
  

What	
  does	
  it	
  mean?	
   Consumers	
  have	
  difficulDes	
  
assessing	
  many	
  different	
  opDons	
  
and	
  large	
  amount	
  of	
  informaDon	
  
about	
  them	
  
	
  

Consumers	
  prefer	
  the	
  current	
  
opDon	
  
	
  

Consumers	
  aRach	
  more	
  weight	
  
to	
  monetary	
  losses	
  than	
  to	
  
monetary	
  gains	
  and	
  avoid	
  risk	
  
taking	
  behaviour	
  
	
  

A	
  preference	
  for	
  immediate	
  
gains	
  means	
  that	
  consumers	
  
place	
  too	
  much	
  weight	
  on	
  costs	
  
incurred	
  now	
  compared	
  to	
  
future	
  savings	
  

How	
  does	
  this	
  affect	
  the	
  
decision	
  making	
  process?	
  

Consumers’	
  awareness	
  of	
  the	
  
challenges	
  they	
  face	
  means	
  that	
  
they	
  do	
  not	
  search	
  at	
  all.	
  

Consumers	
  do	
  not	
  search	
  for	
  
alternaDve	
  deals	
  beyond	
  their	
  
current	
  package	
  and/or	
  
provider.	
  

Consumers	
  search	
  less	
  when	
  
energy	
  prices	
  fall	
  than	
  when	
  
they	
  rise.	
  

Consumers	
  do	
  not	
  search	
  for	
  
new	
  or	
  alternaDve	
  energy	
  deals	
  

Consumers	
  adopt	
  filters	
  or	
  
shortcuts	
  to	
  navigate	
  the	
  
informaDon	
  (e.g.	
  “rules	
  of	
  
thumb”,	
  “reference	
  points”)	
  

Consumers	
  over-­‐emphasise	
  
knowledge	
  of	
  exisDng	
  package	
  
and/or	
  provider.	
  

Consumers	
  give	
  too	
  much	
  
weight	
  to	
  possible	
  losses	
  
relaDve	
  to	
  potenDal	
  gains.	
  

Consumers	
  over	
  emphasise	
  
short-­‐term	
  discounts.	
  

Consumers	
  switch	
  to	
  an	
  opDon	
  
that	
  is	
  “beRer”	
  instead	
  of	
  the	
  
one	
  that	
  is	
  the	
  best	
  for	
  them.	
  

Consumers	
  do	
  not	
  switch	
  away	
  
from	
  current	
  package	
  and/or	
  
provider.	
  

Consumers	
  postpone	
  making	
  a	
  
decision.	
  

Consumers	
  do	
  not	
  make	
  a	
  
decision.	
  



ERGON  ENERGY:  INFORMING  OUR  
PLANS,  OUR  ENGAGEMENT  PROGRAM




ENDEAVOUR  ENERGY:  REGULATORY  PROPOSAL  
TO  THE  AUSTRALIAN  ENERGY  REGULATOR





