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CUSTOMER SATISFACTION SURVEY 
BY PUCSL 

Day 2: Left over matters from yesterday 



EMERGING CRM PRACTICES IN 
INDIA  

Back to Consumer Relationship Management – Raj Kiran Bilolikar 



CHANGING CONSUMER BEHAVIOR: 
SOME NEW APPROACHES 

  



Consumers matter 

• 1. To create a space for yourselves between 
government and utilities 
– Regulator as advocate for consumers (give them “voice”) 
– But consumers as advocate for regulator also 

• 2. Consumer is an essential part of sector development 
– DSM as part of sector strategy 
– To address national level climate change concerns 

• Inform  Empower 
• Need to know what the consumer consumes, how their 

needs are being met (by suppliers), what they 
like/dislike,  how they might respond to various 
initiatives 



Demands on the electricity sector  consumer 
no longer passive recipient of services 

• Consumer action or inaction can make or break 
sector level initiatives 
– E.g. Demand side management 

• Consumer is key in achieving certain national 
level objectives  
– E.g. targets set by climate change initiatives  

• How does regulator get consumers to change 
behavior?  
– Need to understand how consumers act/behave 

under various situations; what they care about;  



WHAT IS KNOWN (SO FAR) ABOUT 
CONSUMER  BEHAVIOR 

  



How do customers (i.e. normal human beings, not 
“rational actors” from theoretical economics) 
make choices?   
• NOT very rationally  

– They don’t automatically chose the cheapest price plan 
– They may not automatically change to CFL bulbs because 

you tell them they could save money 

•  Many new learnings emerging from the field of 
behavioral economics 
– Mostly from developed countries (i.e. about how 

behaviors of developed country human beings change in 
response to choices) 

– Singapore, closest country in Asia 

• Key learning: How choices are “framed” is key 
– Words, sentences, references, numbers: the way these 

things are presented to consumers these things matters  



People focus on loss more than gains (loss 
aversion) 

• Assume people have a choice between surgery and 
radiation therapy.  Then, people are told the following:  
– A: “surgery survival rate is 90%   
– B: “surgery mortality rate is 10% 

• Most people chose surgery the FIRST INSTANCE 
– Framing creates impression they have higher chance of 

preventing the loss 

• Frame energy choices as preventing loss, rather than 
incurring gain 
– “You are losing Rs. 50 per month by not switching CFL”   or 

“Last month you overpaid Rs. 50…” 
– And not “you could save Rs. 50 per month by switching to CFL” 

1) McNiel BJSG, S G Pauker, H Sox, and A Tversky.  1982. On the elicitation of preferences for alternative therapies.  
New England Journal of Medicine 306 



People are psychologically invested in costs they 
have already paid (sunk cost) regardless of 
current costs/benefits 

• Makes it harder for them to throw out non-
energy efficient items  such as incandescent 
bulbs and old, energy-inefficient refrigerators 

• Need to frame incentives  

– Exchange programs that say “Receive Rs. 5000 in 
return for your old refrigerator” 

– As opposed to “Receive a Rs. 5000 deduction 
when you buy a new energy efficient refrigerator” 

 



People judge their wellbeing relative to a 
reference point, and care about what other 
people think about them 
• A reference point they have experienced before, or what 

other people are doing (social norms) 
• “75% of this hotel’s guests reused their towels” more 

effective in increasing reuse of towels than saying “partner 
with the hotel to save the environment by reusing your 
tower”, or “preserve our resources for the future” etc.  

• If you want consumers to use less electricity 
– Compare their consumption with those (in their neighborhood) 

who consume less than them 
– When users DO manage to reduce consumption, recognize this 

(smiling face/message printed in their bill)  
– If appropriate, tell others in the neighborhood  

• Singapore: running trials with bills that provide monthly 
national average costs for electricity for similar households .  

 
1) Cialdini, Robert, Goldsetein and Griskevicius. 2008. A room with a viewpoint: using social norms to motivate 
environmental conservation in Hotels.  Journal of Consumer Research, Vol 35, pp 472 - 482 



People are bad at evaluating a large number 
of options.  They tend to do nothing 

• Limit choices 

– E.g. promote 3 types of CFL bulbs, not 10 

– Provide a limited number of energy saving tips, 
not exhaustive lists in your brochure 

• Provide tools to help them make these choices 

– E.g. “best mobile price plan” calculators 

• Solution: “nudge” them towards the best 
choice 



People often stick to the default choice even if 
there are other options. Get the default “right” 

• When there is choice, make the “best” option the default – 
i.e. the one consumers are automatically signed on to, even 
if they do nothing 
– E.g. make enrollment in green energy programs the default (if 

consumers don’t want it, they have to actively opt out) 
– Appliances should by default be set to energy conservation 

mode by manufacturer (so washing machines with default “cold 
water” option) 

• Singapore EMA trials:  
– calculate least cost plan for each household based on last 

month’s consumption 
– Next month,  force people to change.  But recommend least cost 

plan as default choice 
– People pick and stick to given default.  Don’t actively select 

other plans 



People tend to put off actions that only impose 
costs or give benefits in the long term 

• They want to exercise, but negative effects of not exercising are not 
seen day to day 

 

• They want to save, but need other “nudges” to get them to save.  
E.g. Commitment Devices 
– Group A: offered “Flexible Savings Account” 

• with 10% PA interest, and you can take your money out at any time (no 
penalty fee) 

– Group B: offered “Commitment Savings Account”  
• with 10% PA interest, but you can’t take it out for 2 years 

– Which plan has more take up?  

 
• They want to save energy, but will put off installing home insulation 

(or energy saving features in homes) to the future 
– What can be done?  

Ashraf, Nava, Dean Karlan, and Wesley Yin (2006). “Tying Odysseus to the Mast: Evidence from a Commitment 
Savings Product in the Philippines.” Quarterly Journal of Economics, Vol. 121, No. 2, pages 673-697 



People tend to change behavior when they 
get timely and specific feedback 

• Need to get consumers to reduce consumption? Keep 
telling them how much they are spending.  
– Best: Install smart meters that displays them RUPEE value of 

current consumption (not current kWh consumption) 
– Second best: Install meters that tell them Rupee value of 

consumption so far, this month  
– Third best (without smart meters): a system where 

• users SMSs/or calls through IVR and reads out/or enter into a 
website the current meter reading 

• the system SMSs back (or a voice recites or webpage displays) the 
current rupee amount consumed 

• Just a light that flashes during high use is sufficient 
– PG&E’s Energy Orb program 
– For business customers 
– During peak load times, turns red/flashes 

Martinez  M, Geltz C. 2005. Utilizing a Pre-Attentive Technology for modifying customer energy 
use.  Proceedings, European Council for an Energy Efficient Economy , 30 May – 4  June 



And so on… 

• One person has no motivation to reduce consumption 
because it makes virtually no difference in 
regional/nationwide 
– Create smaller groups and networks.  Get individuals to change.  

Give them constant feedback on how much their TOTAL 
reduction in consumption is  

• Ask for a small change first.  IF they follow through, they 
are much more likely to say yes to bigger changes 
– First, ask them to change light bulbs in the house 
– If they do it, and reduce consumption, more likely to agree to 

next step (e.g. to join “neighborhood low-energy group” that 
tries persuade non-conformists in the street/village.  

– Etc. 

• Not just to change user behavior.  Suppliers change also… 



Will IN, PK, BD, LK consumers show status quo 
bias, respond to commitment devices / 
information provision / appeal to social norms.  
• LIRNEasia is trying to test this 
• Quant survey + qualitative  protocols understand how consumers 

behave and why 
• Community Design exercises  understanding of what changes 

want/would like in the way(s) suppliers deal with them 
– New formats for bills?  
– An SMS worded differently? Sent a different time? In a different 

language?  

• Design experts + above knowledge  newly re-designed service 
elements in telecom, electricity, e-Gov 

• Randomized controlled trials with consumers only 
– Treatment group, control group 
– Observe behavioral changes (as seen by operators – 2 Sri Lankan telecos 

who have agreed to work with us) 

• We would like to do this in electricity…but are captives of time and 
budgets 



You don’t have our restrictions. You are in 
the best position to try 

• Why should you ?  
• DSM = CFL/energy saving bulbs  

– How much subsidy/cost to switch all consumer?  
– How effective (are they using? Is consumption going down?) 

• Could you have done WITHOUT a subsidy or a SMALLER subsidy?  
• Possible pilot program with interventions such as:  

– Group A gets 5 free CFL bulbs and information about how they will 
help reduce their bill 

– Group B is told how many rupees a month they are wasting by not 
buying/installing CFL in their homes. Don’t get any free bulbs 

– Group C gets no treatment (they may be exposed to the idea of CFL if 
they watch TV and see advertisements etc.  as they go on with day to 
day activities) 

• What happens to their bills?  
– Can you analyze? How?  



• If results show Group B (no subsidy, just the “nudge”/message) 
reduced consumption  
– Great. Very low cost.  So scale up to all 
– But encourage them by giving them information about how much they 

would have wasted if they had NOT switched  

• What if Group A (who got 5 free CFLs) reduced consumption 
– Subdivide A in to 2 smaller groups B1 and B2 
– A1 is told “with the 5 CFLs, you stopped wasting Rs xx in the past 3 

months.  If you now purchase CFLs and replace ALL bulbs in your 
house, you could stop wasting a further Rs YYY”  

– A2: do nothing 
–  See results…. 

• And so on until you  
– You reach an acceptable point of subsidy vs. no subsidy 

• But start now. Before someone forces you to implement DSM 



For inspiration, some easy reading 

• Nudge: Improving decisions and about health, wealth and 
happiness – Richard Thaler, Cass Sunstein 
– Everything about choice architecture 
– Pages 206 – 209 on energy examples 
– Highly recommended 

 
• Behavioral Economics and Policy Design: Examples from 

Singapore – Donald Low (ed.) 
– Chapter 5 (also available free on Singapore regulator’s website) 

• http://www.ema.gov.sg/media/files/publications/Behavioural%20Eco
nomics%20n%20Policy%20Design-
%20Examples%20from%20Singapore_Ch-05.pdf 

– Describes what BE experiments Singapore is implementing 
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