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Executive
Summary

This paper looks at the changing relationship between 
energy retailers and their customers. It considers how 
the digital revolution we are experiencing is influencing 
the industry and affecting customer retention, as well as 
customer service and communications. It will demonstrate 
how new technologies, such as those developed by 
carbonTRACK, provide unique opportunities for retailers to 
thrive in the digital age.
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Introduction

Electricity is a commoditized product which, over time, has 
been delivered on the premise of price sensitivity. This has 
led to high levels of churn and ever decreasing pricing. The 
relationship between energy retailers and their customers 
is in the midst of a digital disruption. Industry players 
facilitate the supply of electricity from generators to end 
users through electricity transport networks. The Australian 
retailers of the future will operate digitally, and the most 
successful ones will be those that place the customer at 
the centre of their business. Their offering to customers 
must focus on the engagement and overall experience. This 
is essential when competing with 127 other retailers (IBIS 
World, 2015). 

Customer dissatisfaction and churn can be prevented if 
energy retailers are open to innovation and adapt to these 
new market challenges. Technologies, such as carbonTRACK 
offer, retailers the opportunity to meet these challenges with 
ease. However, those who fail to recognise the importance 
and impact new technologies will have on the market are 
likely to be squeezed out by more contemporary market 
competitors who focus on fulfilling customer expectations. 
Retailers need to go beyond delivering a commoditised 
product driven by price and the promise of an upfront 
“freeby” to acquire the customer, only to lose them twelve 
months later.
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Challenges for Today’s
Energy Retails

The electricity retailing industry 
has been slow to integrate new 
technologies and to respond to new 
opportunities for diversification of 
products and services over the past 
few decades. This inertia has resulted 
in a market where electricity is sold as 
a homogenous good, and it is difficult 
for retailers to differentiate their 
products. Consequently, price is the 
major competitive factor. 

End users usually make their decisions 
based on prices, discounts and upfront 
incentives. As more companies have 
offered discounts within deregulated 
markets, more customers have 
switched to other electricity retailers, 
which has increased competition in 
the industry1. The resulting customer 
churn is a huge challenge for energy 
retailers. In 2015 in Australia, 20% of 
retail electricity customers switched, of 
the 9.3m households2. Some would say 
that a high rate of customers switching 
energy retailers is a sign of a healthy 
market3. However, if 1.8m customers 
are making a switch and costing 
retailers a loss of approximately $300 
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per churn, this suggests a cost to the 
industry of $540m annually. 

Reducing customer churn is 
paramount to the survival of energy 
retailers. This is an industry where 
profit margins per customer are 
predicted to shrink over the next 
5 years. Overall, industry revenue 
is forecast to grow at a compound 
annual rate of 1.6% through 2020-211. 
Therefore, it is essential that energy 
retailers focus on increasing the life-
time-value of every customer. 

Fortunately, the digital revolution 
offers opportunities for retailers to 
retain their customers. Retailers should 
focus on incorporating innovative 
technologies to avoid falling behind 
new companies that are currently 
leading the transformation of the 
sector. The potential for evolving 
into digital retailers should not be 
underestimated. 

“Conservative estimates supported 
by analysis of real-life cases suggest 
that digital optimisation can boost 
profitability by 20 to 30 percent.”4 

1 IBIS World, 2015
2 AEMC, 2015
3 Department of Industry, 2015
4 Booth, Mohr & Peters, 2016



So, how can electricity providers 
retain their customers long-term and 
increase their life-time value? 

How can they deliver exceptional 
services that meet the high 
expectations of the modern consumer? 

And, how can they create engagement 
and empower their customers to 
change the way they use electricity? 

We consider these questions and in the 
next section. 
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Prophesizing the 
Digital Transformation

Technology is an increasingly 
integral part of the electricity retailer 
businesses. Already, the rollout of 
smart meters to large energy users 
and to households in certain areas 
has affected industry players. This 
technology has created considerable 
technical change in the industry, as it 
allows industry participants to send 
real time price information to their 
end customers. And, as more new 
technologies are introduced to the 
industry, the impact of technological 
developments is likely to increase. 

On this threshold of change, it is the 
early adopters of new technologies 
who will best succeed in the future 
energy market. Competition is arising 
from new entrants to the markets and 
with the growth in solar uptake and 
batteries beginning to become cost 
effective, the market is changing. 

With these changes come new 
opportunities to engage with 
customers. In the past, opportunities 
for energy retailers to engage with their 
customers was limited. The experience 

05

people have when interacting with 
their retailer has been very basic. 
It comprised of a few exchanges 
when they first sign up and quickly 
becoming limited to the delivery of a 
monthly or quarterly bill or the receipt 
of a complaint when the power goes 
out. The opportunity for retailers to 
build positive relationships with their 
customers, ones that engender loyalty, 
were limited. 

Today, technology enables energy 
retailers to communicate intelligently 
to build their brand equity through 
strong and lasting relationships with 
their customers. It provides them with 
the tools to provide meet the customer 
service expectations of the modern 
customer, and empower them to 
manage their electricity consumption.



Intelligent
Communication; Visibility 
and Control

Communication with customers is 
key to building engagement and 
consequently retaining customers.1 
Communications should deliver 
additional value to the customer. 
Many utilities have launched mobile 
applications for bill notification, 
presentment, and payment, as well as 
for outage management. Before long, 
mobile applications will extend into 
smart homes and connected buildings.  

A home energy management system 
provides retailers a channel to connect 
and sustain consumer relationship. By 
collecting and analysing behavioral 
data, retailers will be equipped to 
deliver meaningful and personalized 
tips on how a particular household or 
business can reduce their electricity 
use. “Data collection and exchange 
are growing exponentially, creating 
digital threats but also valuable 
opportunities.”2 

carbonTRACK is an energy 
management and home automation 
system. It has the ability to send 
insights, notifications, alerts and tips 
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to customers. It collects data on the 
customer’s energy use behaviours. 
For example, it tracks connected 
appliances such as air conditioning, 
heaters, washing machines and dryers 
and can translate this into actionable 
recommendations that will assist users 
to use energy at times when it will cost 
them less.  

Customer-centric communications 
can be generated through the artificial 
intelligence of carbonTRACK based 
on the specific needs and behaviours 
of the user. For example, if a user has 
solar (and is on a low feed in tariff) 
and does their washing regularly 
on a Wednesday, but the upcoming 
Wednesday is forecast to be rainy, 
the carbonTRACK could send a 
recommendation to the user that they 
switch the day they do washing that 
week to ensure they are using their 
solar power to run the machine instead 
of drawing from the grid.  

This educational approach to 
interacting with customers is a useful 
way to empowering them to manage 

1 Energy Consumers Australia, 2016
2 Booth, Mohr & Peters, 2016



their energy use. This would be 
extremely valuable in assisting them to 
alter their behaviour in ways that will 
have a real impact on their bills.  

Another method is to give customers 
insights into their energy use and 
provide tailored tips on how they 
can avoid wasting electricity or using 
electricity unnecessarily during 
peak load times. For example, a 
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push notification could be sent to a 
customer when they are using a high 
amount of power during peak hours. 
This will encourage them to cut down 
their energy use when it costs more 
and suggest alternatives.  

Good communication can empower 
customers, and builds engagement 
that will in turn grow the kind of loyalty 
energy retailers need to survive. 

Customer  
Journey



Exceptional  
Customer Experience

Customers must believe that a product 
or service is good value to them before 
they select it. Their perception and 
understanding of the value it delivers 
is strongest when they initially make 
their decision.1 When the value 
remains the same, it is likely to fade 
over time. Price is the biggest driving 
factor behind which electricity retailer 
people select, followed by brand 
and, increasingly, environmental 
friendliness.2,3  However, as time 
passes, offers from competitors will 
catch the attention of hard-won 
customers, and some will switch 
their electricity retailer. This doesn’t 
necessarily have to be the case.

Providing customers with ongoing 
value is central to building customer 
loyalty. There are a number of ways 
to do this. More traditional methods 
include providing discounts, free 
upgrades, or loyalty offers, and 
so forth. However, discounts and 
vouchers have zero brand equity and 
thus are ineffective in retaining the 
customer beyond the term of that 
offer. Therefore, this type of value-
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add does not create a lasting positive 
feeling towards the energy retailer.  

An abundance of data can now be 
collected from customers, through 
platforms such as carbonTRACK, and 
used to deliver ongoing value that 
will improve customer retention. “The 
volume of data continues to double 
every three years as information pours 
in from digital platforms, wireless 
sensors, virtual reality applications, 
and billions of mobile phones.”4  

A customer’s data can be collected 
and reformatted as insights into their 
energy use. Delivering information to 
customers as raw data can leave them 
stranded. Many energy management 
systems overload customers with data. 
carbonTRACK transforms the data it 
collects into meaningful insights. For 
example, it maps energy being used 
against solar energy being generated. 
These types of insights are actionable 
- they show customers how they can 
take immediate action that will reduce 
their energy wastage. 

1 Energy Consumers Australia, 2016
2 IBISWorld, 2015
3 Energy Consumers Australia, 2016
4 Henke, Bughin, Chui, Manyika, Saleh, Wiseman, & Sethupathy, 2016
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Moreover, energy retailers with this 
data can provide tailored tips to 
customers depending on their needs, 
wants and motivations. Customers 
who want to reduce their bills can be 
sent information on how to improve 
their energy efficiency. Customers who 
care more about convenience, comfort 
and lifestyle can receive notifications 
that give them peace of mind that their 
home is secure, their solar is working 
and tips on home automation. 

Receiving the value for money is 
always an influencing factor in 
customer decisions. Therefore, 
retailer companies that are able to 
assist customers’ long term in making 
behavioural changes that will have a 
lasting impact on their bill are more 
likely to retain those customers for a 
longer period of time.  

carbonTRACK communicates with 
customers through a user-friendly 
app. This app allows customers to see 
where and when they are using the 
most energy, as well as empowering 
them to control how energy is 
being used in their home. This has 
the twofold benefit of providing 
convenience and educating customers 
about how they can save more energy 
and further reduce their electricity bills 
by avoiding wastage. 

carbonTRACK also gives energy retailers the ability to 
pre-empt faults and quickly respond to issues within their 
network. This has two main benefits. The first is reducing 
maintenance costs. Conservative servicing practices can be 
replaced by needs-based system maintenance. Secondly, 
customer service will be improved. Retailer’s response time 
to faults that arise will shorten with system alerts generated 
by the carbonTRACK platform. This efficient management of 
problems is an essential element in providing an excellent 
customer experience.1  

These innovations form the foundation of the digital utility. 
For utilities invested in the right analytics capabilities, they 
enable data-based analyses, planning, and diagnostics. 
Smart networks are more efficient and less capital intense, 
allowing for predictive maintenance and better asset 
health. Smart meters are a requirement for this type 
of grid maintenance, but they only track one aspect of 
maintenance.  

carbonTRACK technology monitors solar and battery 
systems in addition to general network outages as a 
complete monitoring solution. It can be used to analyze 
existing information better and as a local diagnostic tool. 
With this, utilities can optimise maintenance and repairs 
teams and reduce power outage times. 

1 Peña, Fernández, and González, 2016



The Way
Forward

Within a few short years, customer 
experience will be beyond what can 
currently be imagined. Integration 
across digital platforms will be 
seamless. Furthermore, as artificial 
intelligence is increasingly integrated 
into smart homes and buildings, 
optimising energy efficiency will no 
longer rely on human capabilities. 

Moving towards treating customers 
as unique individuals align with the 
necessity to personalise customer 
experiences. Consumers should be 
empowered to make better choices 
to manage their energy consumption 
and cost. carbonTRACK is one of the 
very few Internet of Things platforms 
that marries energy management with 
home automation. Through acquired 
intelligence, it learns from customer 
behaviours to deliver a personalised 
experience for each individual. As 
a unique complete solution, its 
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secret power is in its flexibility and 
programmability. This ensures it has 
the ability to evolve with customer and 
energy retailer wants and needs.  

So, how can energy retailers remain 
relevant and profitable in the digital 
age? An open mindset that gives 
innovation teams permission to test 
and implement new technologies is 
essential. Fresh ideas are just a starting 
point; companies must also seize 
emerging opportunities. Electricity 
companies must avoid the trap of big-
business inertia as competitors around 
them evolve!
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About 
carbonTRACK

carbonTRACK is an energy 
management and Internet of Things 
(IoT) comapny that helps businesses 
and households to use less power to 
save money and the environment.

We envision a world where energy is 
consumed sustainably, shared fairly, 
and everyone is empowered to control 
their energy use. 

Our mission is to develop intelligent 
energy solutions that empower people 
and engender sustainability through 
creative technologies
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Learn more about carbonTRACK on our 
website: www.carbontrack.co

Follow us:


