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� We surveyed about 2000 customers in six countries in 2007 and over 5000 in 
2009, each with a focus on future wants and needs of consumers

� The context for the questions in the prior surveys was that of a dramatically 
different future for energy consumers: better information, more control, better 
reliability and power quality, more participation, greener

� Since early 2009, many other surveys have come out with a similar focus on what 
consumers will look for in the future

� The consensus among these has been                              
that many consumers are eager for the                           
enhanced reliability, control, and new                          
programs and services that these                                
changes will bring

In our first two Global Utility Consumer Surveys (2007 and 2009), 
we assessed the future wants and needs of residential customers 

But in some parts of the world, issues 
have emerged in 2009-present that 
compete with those expectations 
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In our third survey, we reset our focus to the most current attitudes, 
opinions, and needs that are driving such future expectations

Survey respondents

Nearly 10,000 responses from households in 
seventeen countries – eight in Europe     
(France, Germany, Netherlands, UK, Ireland, 
Denmark, Belgium, Poland), five in Asia-Pac 
(Japan, Australia, New Zealand, China, and India), 
two in North America (United States, Canada), and 
two in South America (Brazil, Chile). 

Questionnaire structure

30-35 multi-part questions in nine languages
covering a wide variety of topics including attitudes 
towards smart grid perceptions and 
understanding, interest in green power, and 
energy costs. Certain targeted questions were 
only asked in one or more specific countries.

The survey was conducted during September 
2010 - February, 2011.  The surveys conducted 
during the summer of 2007 and late 2008 to early 
2009 are used for comparison where possible.

30%31%

26%

13%

The population of the countries 
represented in this year’s survey is 
over half the total global population.
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Our objectives for the 2011 survey can be summarized in four 
lines of inquiry about energy consumers today

What are their most important influences on knowledge 

gained, opinions, and attitudes toward behavioral
change?

How do perceptions of providers and technological 

change shape consumers’ expectations?

What levels of knowledge do they have on critical 

elements that drive their perceptions and expectations?

What expectations do consumers have for energy 

service and providers in the future – and what sets these 
expectations?
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Sources:  Valocchi, M, A. Schurr, J. Juliano, and E. Nelson, Plugging in the consumer: Innovating utility business models for the future, IBM Institute for Business Value, 2007; 
IBM Global Utility Consumer Surveys 2009, 2011.

22%
(22% in 2008)

20%
(21% in 2008)

33%
(31% in 2008)

24%
(26% in 2008)

Frugal Goal-Seeker (FG) Energy Stalwart (ES)

Passive Ratepayer (PR) Energy Epicure (EE)

In comparison with our 2009 survey, much of the consumer 
landscape has remained remarkably stable
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As with the previous two surveys, cost is the most significant change 
influencer overall – but other factors are growing in importance

Percent of respondents that would be likely to change their energy usage patterns based on 
specific influences “to a large extent”

Source: IBM 2011 Global Utility Consumer Survey

18%

32%

36%

51%

43%

51%

55%

51%

62%

7%

30%

41%

47%

49%

51%

56%

57%

66%

0% 10% 20% 30% 40% 50% 60% 70%

Influence of friends

Influence of family

To forestall future power plant

construction

To improve overall system

reliability

To reduce environmental

impact

To strengthen the country's

economic future

To decrease dependence on

imported energy

To reduce the consumption of

natural resources

To save money

influences

France

Global



IBM Institute for Business Value           © 2011 IBM Corporation7
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6 4 4 6 3 3 5 3

7 7 7 7 7 6 6 7

8 8 8 8 8 8 8 8
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Saving money

Conserving natural 
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Lessening environmental 

impact

Improving the national 

economy

Achieving energy 

independence for nation

Improving reliability for self, 

neighbors

Avoiding/deferring new plant 

construction

Family doing it

Friends doing it

The highest and lowest ranked influences are common across 
Europe, but there is a lot of variation between the endpoints

Source: IBM 2011 Global Utility Consumer Survey

influences

Countries that ranked 
this influence highest 
among EU countries

Countries that ranked 
this influence lowest 
among EU countries

Note:  Highlighting shown above 
only done when three or fewer 
countries have the same rank .
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Family doing it

Friends doing it

There is a lot of similarity across North America and Australia, but 
the ranking of influences varies widely elsewhere (especially China)

Source: IBM 2011 Global Utility Consumer Survey

influences

Countries that ranked 
this influence highest 
among countries 
outside EU

Countries that ranked 
this influence lowest 
among countries 
outside EU

Note:  Highlighting shown above 
only done when three or fewer 
countries have the same rank .
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What’s important to consumers is very similar across North America, 
Europe, ANZ, and Japan

Source: IBM 2011 Global Utility Consumer Survey

Ranking of seven key priorities for providers from the consumers’ perspective

Notes:  Groups shown in italic text within delineated boxes are not different to a statistically significant degree.
The “valued consumer” question was not included for Japan and France.

perceptions
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The perceptions of what new energy technologies will bring them 
are positive in many ways…

Percent of respondents that believe smart grid and smart meter deployment will have 
specific benefits

Source: IBM 2011 Global Utility Consumer Survey
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…but for about a quarter of respondents, a key concern relates to
privacy impacts smart grid and smart meter programs will have

38%

29%

25%

32%

22%

0% 5% 10% 15% 20% 25% 30% 35% 40%

France

North America

Europe

ANZ

Japan

Percent who believe that smart grid and smart meter technologies pose a risk 
to privacy

Source: IBM 2011 Global Utility Consumer Survey

perceptions
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� Over two-thirds of respondents admit that they do not know whether their local 
providers or governments have smart meter or smart grid deployment plans in place –
and that does not even count those who “know”, but are wrong

� Over half of the respondents do not know if their energy provider has a green energy 
program that is available to them, a recurring theme over the past three surveys

� Almost a quarter of those who participate in green energy programs have no idea if 
they pay a premium for that power, or how much more they pay

� Thirty-five percent of respondents are not yet sure whether they will consent to share 
data on their household energy use

� When asked about specific benefits or concerns about smart meter and smart grid 
programs, 40-50% do not yet have an opinion of whether those benefits or concerns 
are in store for them

� Even basic knowledge is surprisingly absent – about one-third of respondents do not 
recognize the basic billing unit for power consumption, and at least five percent do 
not know who their provider is

Insufficient knowledge to understand the changes underway and 
form opinions about them is widespread

knowledge
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With a few exceptions, different age groups did not show deviations 
in knowledge gaps or areas of uncertainty

Percent of respondents that did not know the answer to the specified question or statement

Source: IBM 2011 Global Utility Consumer Survey
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How much success is it 
reasonable to expect from time-

of-use and other new pricing 
programs when this many 

consumers don’t even recognize 
the basic billing unit?
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Source: IBM 2011 Global Utility Consumer Survey

Higher levels of knowledge strongly correlated with increased belief 
in resulting benefits and new behaviors adoption

knowledge
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The only exception is privacy – the more knowledgeable the consumer, the more concerns they 
have about smart meter data privacy (though this underscores a realistic view)
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Consumers, having had a bountiful smart grid-enabled energy future 
laid out before them, are expecting that promise to be fulfilled

Source: IBM 2011 Global Utility Consumer Survey

expectations

Sample Size = 8118; GI/GII population-weighted.
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Source: IBM 2011 Global Utility Consumer Survey

expectations

Other industries are often viewed as offering more personalization 
and innovation around consumers’ specific needs.
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How consumers feel about the evolution of their providers today 
speaks to a need to refine, personalize, and target communications

Their influences are still skewed toward the traditional – but 

increasingly these are sources that are from places where utilities 
have no control over the tone or accuracy of the messages

Consumers have mixed perceptions of their current providers and 

what they will be able to do in the future – and where there are 
negative perceptions, more negative reactions are likely

For customer buy-in to smart grid and smart meter plans, providing  

knowledge is an absolute necessity – the more consumers learn 

about what is occurring, the more favorable they are toward it

They have been promised – explicitly or implicitly – great benefits 

from the smart grid revolution, and their expectations are that 

those promises will be fulfilled

What can be done to keep perceptions (positive and negative) aligned 
with reality?  How can expectations be shaped by providing more and 
better knowledge in the context of the most effective influences?
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Consumers have 
been promised a 
lot with respect to 
the “new world of 
the smart grid”.  
And they want 
what’s been 
promised to them.

For questions and additional 
information, please contact:

John Juliano

Global Lead, IBM Institute for 
Business Value, Energy and Utilities

John Juliano/Bethesda/IBM@IBMUS

(240) 361-8157


