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Managing Energy Costs and Carbon Impact
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• Information underpins this and creates value by:
– Motivating people through tracking progress against targets
– Promoting ownership and empowering the right actions
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Not so smart – Conventional Quarterly Billing
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Not so smart – The reality of consumption

Domestic Single rate profile
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Creating Engagement  - Motivating through Visibility

Corporate Energy KPIs

Regional / Divisional level MI

Site / Departmental level MI

Energy Data

The right level of information provides feedback that can be used to 
motivate, reward, create accountability and empower people to take 
appropriate action.
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Transforming data into information

A summary report providing visibility at Establishment, 
Campus, Faculty and Department level provides a 
consolidated view of performance and allows easy 
identification of issues to be addressed.

Intuitively colour coded alerters help you to 
quickly identify opportunities to make 
savings and any issues requiring your 
attention, saving you time and effort.

Your company
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Providing the Detail

Graphics and written reports provide all the 
necessary detail to support decision making.

Highlights unusual consumption patterns

Daily Demand Analysis
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To find the information you need

Bold colour mapping allows you to clearly identify your 
demand load and the remedial steps you need to take when 
necessary.
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EnergiKollen - A Practical Solution from Sweden

EnergiKollen – “Carbon Smooth”
• Information provision via a web portal

– Encourages consumers to engage with their energy 
consumption

– Benchmarks energy consumption
◦ Like for like; average and best practice

– Creates competition –rewards successful behavioural change
◦ Available to 20,000 consumers with smart meters in Växjö in the South 

of Sweden

– EnergiKollen has won the European Utility Award for Customer 
Excellence

– Strategic objective: EnergiKollen underpins initiatives to reduce 
aggregate energy consumption by 5%
◦ EnergiKollen winners have typically achieved reductions of 30%!
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Creating Engagement – the energy efficiency portal
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Engagement, awareness,
sustained improvement

Smart meter information, 
accessability, competition 
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Alturism

Informing action – the energy efficiency portal
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Getting smart – the smart meter
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Tariff Structure Options: Time of Use Tariffs

Domestic Single rate profile

Rate 1

Traditional view of a
‘Time of Use’ Tariff
Simple 2-rate that 

reflects energy costs.

Rate 2

Smart view of a
‘Time of Use’ Tariff

Additional rates easily 
added. Designed to 
reward consumption 
behaviour change.

Rate n



No. 1622 October 2008 Creating Engagement: Peoples' Role in Reducing Carbon Footprint No. 1623 October 2008

Creating Engagement

Tell

Engage

Inform
Direct Feedback

Inform
Indirect Feedback



No. 1722 October 2008 Creating Engagement: Peoples' Role in Reducing Carbon Footprint No. 1723 October 2008

Creating Engagement - The Future?

Courtesy of The Interactive Institute
www.tii.se
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The insights …

• 80% of consumers concerned about climate 
change

• 75% believe their energy use affects the 
climate

• 70% claim to do a lot to reduce their energy 
use, …

• … yet, on average, participants carry out only 
1.4 of 6 key energy efficiency behaviours

• Almost half have no idea how much energy 
they are using

… but people know they can make a 
difference

• 68% increase over 18 months in consumers 
wanting to know what they can do

Survey - ”Turning concern into action”
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Summary

‘If you can’t measure, you can’t manage’
• Provide people with the ability to take action with the appropriate level of energy 

consumption information on which to base decisions and act

• Provide ‘immediate’ feedback on energy saving measures

• Re-enforce ‘good behaviour’ through peer comparison and competition

• Provide individuals with appropriate education training

Benefits
• Consumers become ‘energy savvy’ – empowered and incentivised to manage their 

consumption

• Reduced consumption

• Reduced emissions – delivering compliance with targets

• Reduced bills

• Ability to measure RoI and inform future investment decisions to maximise return
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A word of warning

It’s easy to get caught up in the technology
• Solutions looking for a problem generally fail!

– The underlying customer needs are not addressed

Identify and address the customer need
• That means there will be different means of interaction



No. 2122 October 2008 Creating Engagement: Peoples' Role in Reducing Carbon Footprint

Parting Thoughts

“Give me the right information at the right 
time and I will win any battle.”

- Napoleon Bonaparte

“…success can be attained only by the 
attention to the most minute details; and by 
tracing every part of every operation from its 
origin to its conclusion, point by point, and 
ascertaining that the whole is understood by 
those who are to execute it.”

- The Duke of Wellington
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Logica is a leading IT and business services company, employing 39,000 people across 36 countries. It provides business consulting, systems 
integration, and IT and business process outsourcing services. Logica works closely with its customers to release their potential – enabling change 
that increases their efficiency, accelerates growth and manages risk. It applies its deep industry knowledge, technical excellence and global delivery 
expertise to help its customers build leadership positions in their markets. Logica is listed on both the London Stock Exchange and Euronext
(Amsterdam) (LSE: LOG; Euronext: LOG). More information is available at www.logica.com.
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