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There is no doubt that the ever increasing use of digital technologies 
is causing a great change in the interaction between consumers 
and energy supply companies. The buying experience and service 
utilization, in this market as well as others, in fact now quite often 
occurs through technological means. First of all because service 
access methods (information research, registration, payment, 
etc.) are increasingly mobile (smart phone and tablet), but also 
because the media strives to structure the consumer’s experience 
both in terms of relevant content availability and through specific 
applications on the main social networking platforms (for example, 
Facebook). For energy market companies this is an important 
opportunity to better understand their customers and therefore 
improve their experience as service users. This drives the need to 
adopt solutions such as Big Data, which, in full abidance of privacy 
laws, allow for elaborating and analyzing the enormous amount of 
data generated by digital technologies.

Interview with

Considering the wide spread adoption of 
technologies such as mobile devices, social media, 
cloud computing and big data, what changes 

have occurred in the way consumers 
interact with Energy companies?

In this interview with Massimo Pellegrino, PwC Digital Innovation 
Strategy leader, we continue to explore the opportunities addressed 
in Think4Energy issue 5, by which utilities may use new social and 
mobile technologies to manage the customer experience. 

We will take a more in depth look at the following themes in 
particular: new methods of interaction between consumers and 
companies in the Energy sector, customer loyalty enhancing 
strategies, the collection and management of large volumes of data 
(Big Data) and consumers’ privacy risks, organizational changes tied 
to the introduction of a new customer experience model.
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I believe that in our market it is indispensable to use forms of 
leverage other than price. As everyone knows, client acquisition 
costs are significant and therefore containing the clients’ migration 
phenomenon is not a strategy, it’s a necessity. The consumers’ 
experience is also essential in this respect: the more the methods 
of interaction satisfy their needs and desires, the lesser is their 
sensitivity to price. It is therefore important to focus on multi-
channeling, content relevance, transparency and complementary 
services..

In a more competitive market, one of the foremost 
issues to be addressed is churn. What can be 
done to increase customer loyalty? Is it possible 

to compete based on leverage factors 
other than price?

I believe that the adoption of suitable privacy management 
policies (both from a legal and a marketing standpoint) 
can eliminate the risk of violations. The value of Big Data 
applications (such as Web Analytics, Smart Meter Analytics, 
Social Media Analytics) lies in the identification of the 
behavioral patterns of a multitude of anonymous consumers, 
which can then be used to define the offers and pricing policies 
for specific consumer segments. 

Regarding the use of personal data, it is absolutely necessary 
to have the informed consumer’s consent.  Contrary to popular 
belief, the objective of strict privacy policies is not only to abide 
with the prevailing laws but also to strengthen the relationship 
with consumers by respecting their personal involvement 
choices. 

The interaction with clients through digital 
technologies imports the generation and 
gathering of large volumes of data (Big Data) 
that could be useful to better understand the 

preferences of the clients themselves. 
Is there any sort of consumer privacy 
risk and if so how is it managed?

Organizational models in general will need to change drastically 
in order to adjust to a very different world. Right now it is 
difficult to predict how massive the change will be and its 
exact nature. I do believe we shall see organizations with less 
hierarchy and more flexibility, with coordination methods more 
akin to peer-to-peer communities and a more diversified scope 
of competences capable of managing the relationship with 
consumers, understand their language and culture.

What kind of changes are organizational models 
undergoing to better serve a customer who is 
used to social networking and hence less sensitive 
to traditional advertisement while having greater 
ease of access to information and the ability to 

publicly express his very own and 
uncensored opinion on the service 
offered?

There are different factors that limit the possibility of 
organizational changes, but the most important is the mindset 
most of us have: we tend not to compare our own ideas of 
what the customer wants with actual data. In other words, 
we are hardly “scientific” in our approach and quite often 
choose to believe theories that are in fact unfounded or at least 
incomplete. A more analytical culture, in my opinion, may be the 
most efficient driver for creating a suitable Customer Experience 
model.

In terms of the organizational change needed for 
a new Customer Experience model, which are 
the main limiting factors and by which strategies 

could they be overcome?
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