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In recent years the experience and behaviour of consumers in the 
use of many services has been characterized by the exponential 
adoption of social networks and mobiles. According to a recent 
report by Nielsen, in Italy the internet users spend around a 
third of the overall time spent browsing, on social networks 
and blogs and the majority of them has access to the Internet 
through tablets and mobiles. Users share opinions, suggestions, 
recommendations and experiences on products and services. 
The consumers’ experience can affect, positively or negatively, 
the reputation of a brand and, more directly, the incentive to 
buy (sostituire propensity?) a product or a service. From a 
traditional consumer (consumer) the user becomes an active 
author of contents on the web (prosumer) activating a network 
of information that spreads very quickly among users of social 
networks.  In this context, companies seek new opportunities, 
by integrating social collaboration functions in their business 
strategies, activities and processes, using these tools to manage 
relationships and collaborate with customers, partners and 
employees. 

Also in the E&U industry, social media are a powerful tool to 
reach the customers quickly and efficiently, and the information 
captured can be leveraged for a fast and accurate forecast on the 
demand for products and services and to define new models of 
customer experience management. 

Gartner, however, points out that such potential is not fully 
exploited yet, since only 2-5% of the industry businesses actively 
use social media for marketing and communication or to interact 
with and identify new customers.

In addition, by 2020, an exponential growth of the 
“omnichannel” sale is expected; this is characterized by the 
connection and integration of all sale channels (physical, digital, 
mobile) of the product/service. The convergence between the 
digital and physical channels also requires that the companies 
in the utilities sector not only should strengthen the digital 
channel and the use of social media as a contact channel with 
their customers, but also should plan an integrated physical and 
digital experience. In fact, customers’ expectations are shaped 
by experience in other sectors, where contents, interactions 
and functionalities may be more rich and interesting. The 
brand loyalty has been replaced by peer interactions through 
social media. For this reason, the customer expects from the 
utility companies the same type of interaction to which he is 
accustomed in other areas.
At international level, many utilities have already used 
for some years the power of social networks as a means of 
customermanagement, in some cases even investing in customer 
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engagement platforms sponsored by the companies. In Italy, 
only a few companies are active on social networks and aim at 
enhancing the brand through the launch of apps for mobiles 
(for instance, ENI has released numerous tools for meter 
reading and bills control). 

Social networks are one of the main channels which may 
generate the so-called “big data” or data acquired from 
different sources and channels, and with the following 
characteristics: 
• Volume (large amounts of data set which cannot be 

managed with traditional databases); 
• Speed (data are collected and need to be processed 

quickly or in real time); 
• Variety (structured and unstructured data such as texts, 

audio and video files, click streams, signals from RFIDs, 
mobile phones, sensors, etc.). These databases can be 
connected and combined to reveal phenomena that 
would not otherwise be discovered.  

The utilities represent already one of the sectors with the 
greatest potential to create big data. In fact, corporate 
databases contain a huge bulk of data on consumption 
and the diffusion of smart metering requires complex 
measurements spanning over a very wide horizon. This is the 
real-time generation of a huge amount of data whose analysis 
can support a better management of customers ensuring an 
understanding of their segmentation, their behaviour and 
how pricing policies affect energy use. In addition, a careful 
analysis of the data permits to direct the whole energy 
supply chain, by acting directly on the areas of generation, 
transmission and distribution, for example by creating 
planning models of distributed generation or management 
and maintenance of the smart grids.  
The use of new technologies that enable the management 
and analysis of large volumes of data is a key element to the 
future competitiveness of the industry, and the companies, to 
exploit the best these opportunities, are increasingly moving 
towards more advanced systems of business intelligence and 
customer analytics, which can analyse complex, structured 
and unstructured data in real time, collected from various 
sources, internal and external to the company, with the aim 

of being able to make ever more accurate forecast about the future, 
and use the same as a basis to devise the corporate strategies. 
The first applications of business intelligence in the utility sector, 
however, were aimed at analysing the business data from different 
sources (bills, meters, etc.), in order to get directions and anticipate 
the future needs of customers, based on information relating to 
previous consumption, with a view to increasing efficiency and 
productivity. The new tools of customer analytics, through the 
analysis of data from social media and with a careful assessment 
of the client’s experience and the definition of a proper digital 
strategy, enable companies to anticipate and influence the future 
behaviour of customers and therefore guarantee a competitive 
advantage over their main competitors. Understanding customers’ 
behaviour through multiple points of contact is a core requirement 
of the business strategy. The tools of customer analytics help 
companies determine how the behaviour of users across multiple 
digital channels is aligned and functional to achieve the business 
objectives. 

A careful analysis of the customers’ digital experience is essential 
for the definition of an effective management strategy. This can 
be accomplished by analysing data from various sources, both 
internal (interviews with key stakeholders, workshops with 
selected employees, contacts from web sites, telephone or direct 
contacts) and external to the company (focus groups with users, 
analysis of complaints and comments on social media, market 
analysis). The use of techniques that enable companies to analyse 
the experience of customer types and classify the clients not only 
for their demographic characteristics, but also for their behavioural 
profiles becomes a key factor in this scenario. Through the analysis 
of the customers’ positive and negative experience, improvement 
initiatives can be identified in order to optimize the digital 
experience.
In this regard, it is important to define a digital strategy that 
supports the management of the “customer journey”, from the 
acquisition of information on the utility services, to the signing 
of the contract, the problem-solving and the change of provider.  
The analysis of the customer experience permits to identify the 
strengths and the weaknesses of the current customer management 
strategy, identify and prioritize the improvement initiatives. The 
use of advanced behavioural economics allows players to influence 
the purchasing decisions of consumers. 
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Within this ever-evolving scenario, the Sentiment Analysis can 
support the management of opinions, collect and integrate 
digital content sources, external and internal to the company, 
extract the opinion (sentiment) expressed in each text in order 
to understand the experience of the customer (Customer 
Experience) to increase and strengthen his loyalty. Through 
a series of dedicated applications that integrate business 
intelligence tools, statistical models and semantic analysis, 
it is possible to analyse a wide coverage of structured and 
unstructured data from social media (e.g. social networks, blogs, 
tweet), human language, audios (e.g. call-centre phone calls), 
and videos.  These data may relate to users both horizontally, 
i.e. at geographical/territorial level (thanks to the geolocation of 
the mobile devices by which users connect to the Internet), and 
vertically, i.e. in personal, cultural, professional terms, etc.  
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Therefore, a new frontier is opening in the realm of marketing 
and communication strategies also for the utility companies 
that, through the use of these tools, are provided with an 
unprecedented capability for a fast and accurate prediction of the 
demand for their products and services and, as a consequence, 
are able to pre-empt and influence the purchasing decisions and 
define new strategies of customer management.

Customer Analytics supports companies in measuring and 
analysing their customers behaviour and needs. Customer 
Analytics let you measure your advertising ROI, foresee demand 
shifts, and develop a solid and consistent digital strategy.
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