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• Strain on electrical grid statewide

• Numerous communications to customers
• Emails (6 over 4 days)
• Social Media
• News (radio, TV)

• Customers asked to conserve electricity  
from 5 to 8pm 

• Avoided rolling blackouts

September 2022 – unprecedented heat wave 
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In addition to communication from partners (e.g., government 

agencies, Governor’s Office, PG&E, Roseville Electric, Cal ISO) 



• Identify and understand who saved and who did not save electricity, and why, 
during the September 2022 Extreme Heat Event

• Assess the effectiveness of SMUD communications to customers on energy 
conservation behaviors

• Provide guidance for messaging for Summer 2023

Objectives and outcomes of study
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• Email link sent out to ~80,000 customers 5 weeks 
after heat wave

• Opened for 16 days – incentivized with one of 
three $100 Amazon gift cards

• Numerous demographic, psychographic, and 
behavioral questions (8 mins to complete)

• Can link answers to meter data and other existing 
databases

Response rate of 3349 (~4% response rate)

Survey methodology
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• Strong recall of message to save energy 5 to 8pm

• Email was most cited communication source - high open rates (86% opened 
at least one email during heat storm) 

• Very strong conservation response in customers – consistent across all 4 
days

• 74% strongly/moderately agreed to saving energy during the heat wave 

• 12% strongly/moderately disagreed to saving energy during the heat 
wave 

• Supported by meter data 

• Renters, LI, and low levels of insulation reported less saving – energy 
inequity and burden [SMUD Sustainable Communities]

Overall findings
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High-energy low-conservation respondents–
few demographic differences 

High-energy usage customers 
more likely to have pets and not 

program thermostat

No difference between energy conservation groups:

• Number of people in household

• <18 yrs. old

• >65 yrs. Old

• Source of message (e.g., SMUD, government, news) 

• Type of message (e.g., email, text, Robocall, social 

media)

• Age

• Number of people home during heat wave

• Medical Rate or Energy Assistance program

• Own/lease

• HHI



High-energy low-conservation respondents–
psychographic differences1
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Lower in tradition (commitment and acceptance to cultural/religious customs) 

Lower in security (safety, harmony, stability of groups/nation, clean)

Higher in pleasure (enjoying life, self indulgent, hedonism)

Lower in conformity (self-restraint, obedient, self-discipline, politeness)

1 Schwartz World Values see 

https://i2insights.org/2022/05/10/schwartz-theory-of-basic-values/ 



Summer 2023 email campaign 

• Focus on pleasure principle

• Utilize pets 

• Set thermostat

Application
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Thank you

Edy MacDonald - LinkedIn
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