
Communiqués de presse
Une étude IBM révèle une nouvelle problématique énergétique : le manque de
compréhension des consommateurs

L’économie comportementale : un facteur clé pour mesurer les bénéfices d’une énergie plus
intelligente

Paris, France - 26 août 2011: IBM dévoile aujourd’hui les conclusions de son étude « 2011 IBM Global Utility
Consumer Survey », faisant notamment état de données spécifiques à la France. Ainsi, sur 315 personnes
sondées :

 

 -       Les consommateurs d’électricité français sont deux fois plus enclins  que l’ensemble de la population
sondée – à l’exception d’un pays - (le Danemark) à identifier et comprendre leurs dépenses  et l’unité de
facturation (euro par Kwh)                
-       Ils sont deux fois plus nombreux  que dans n’importe quel autre pays étudié à comprendre la formule
« tarification au temps d’utilisation »
-       La France, à quasi-égalité avec les Pays-Bas, est le pays qui a le plus grand nombre de consommateurs
ayant une connaissance solide des mesures et réseaux intelligents. Paradoxalement c’est également
en France que le pourcentage des sondés n’ayant aucun savoir du tout sur ces sujets est  le plus
élevé 
-       Plus de 60% des consommateurs français  s’adressent à leurs fournisseurs d’énergie lorsqu’ils ont des
questions concernant leur consommation. C’est le pourcentage le plus élevé de l’ensemble des pays étudiés.
C’est aussi la population qui se fie le plus à son gouvernement pour les informations liées à l'énergie

En outre, l’étude « 2011 IBM Global Utility Consumer Survey », révèle qu’un grand nombre de consommateurs
dans le monde ne comprend pas l’unité de base de tarification de l’électricité ainsi que d’autres concepts
énergétiques utilisés par les fournisseurs d’énergie. IBM identifie également une liste de modèles
comportementaux cruciaux qui peuvent potentiellement impacter la façon dont les fournisseurs d’énergie
communiquent avec les consommateurs.

IBM a enquêté auprès de plus de 10 000 personnes dans 15 pays différents  pour étudier les exigences et
les besoins des consommateurs d’énergie du monde entier. Les résultats soulignent un fossé important entre ce
que les consommateurs savent actuellement et ce qu’ils auraient besoin de savoir pour réduire leur
consommation d’énergie et bénéficier des initiatives d’énergie plus intelligente. Plus de 30% des sondés n’ont,
par exemple, jamais entendu les termes de « dollar par Kwh » ou l’équivalent dans une autre monnaie, et plus
de 60% ne connaissent pas l’existence des réseaux et des compteurs électriques intelligents.

L’étude révèle aussi que le niveau de connaissance est extrêmement lié à la volonté de changement des
personnes interrogées en matière de consommation et d'économies énergétiques ainsi qu’à la mise en place
d’initiatives énergétiques locales. 61% des personnesayant une connaissance solide des technologies
énergétiques et des conditions de tarification considèrent ainsi le déploiement des compteurs et réseaux
électriques intelligents comme positif, contre seulement 43% des individus avec des connaissances faibles en
ce domaine. 

https://fr.newsroom.ibm.com/Communiques-de-presse


« Il y a eu des avancées majeures en matière de nouvelles technologies économes en énergie, de nouveaux
programmes et  de nouvelles primes, mais la plupart du temps le marché observe plus de confusion que prévu
chez les consommateurs » déclare Michael Valocchi, Vice-Président, Global Energy & Utilities Industry
Leader pour IBM Global Business Services. « Cette année, l’étude met le doigt sur le besoin et
l’opportunité d’un retour aux bases et d’une éducation des consommateurs en utilisant des termes qu’ils
comprennent, ainsi que des mécanismes comportementaux et des canaux de communication qu’ils connaissent
déjà. Les gens veulent sauvegarder l’énergie ; il faut simplement que nous améliorions notre façon de leur
montrer comment y parvenir. »

  

*************

IBM Survey Reveals New Type of Energy Concern:
Lack of Consumer Understanding
Behavioral economics a key factor to realizing the benefits of smarter energy

ARMONK, N.Y., - 25 Aug 2011: IBM (NYSE: IBM) today unveiled findings from its "2011 IBM Global Utility
Consumer Survey," which revealed that many consumers around the globe do not understand the basic unit of
electricity pricing and other energy concepts used by energy providers. The company also identified a list of
crucial behavioral patterns that have the potential to impact how providers communicate and drive motivation
amongst consumers.

EDITORS NOTE: See link here for a video which captures the influences, perception, knowledge and
expectations of energy consumers today.

IBM surveyed more than 10,000 people across 15 countries to explore the wants and needs of energy
consumers worldwide. The findings expose a major gap between what consumers currently know and what they
need to know to reduce energy consumption and benefit from smarter energy initiatives. Over 30 percent of
those polled, for example, have never heard of the term "dollar per kwh" or the equivalent currency, and more
than 60 percent are unaware of smart grids or smart meters.

The survey also revealed that knowledge is linked closely to people's willingness to embrace change and their
approval of local energy initiatives. Sixty-one percent of people with a strong knowledge of energy technology
and pricing terms viewed smart meters and smart grid deployment plans positively, compared to only 43
percent of those with minimal knowledge.

"There have been major strides with new energy saving technologies, new programs and incentives, but in
many cases the market is seeing more confusion amongst consumers than expected," said Michael Valocchi,
Vice President, Global Energy & Utilities Industry Leader for IBM Global Business Services. "This year's survey
points to a need and an opportunity to go back to basics and educate consumers by using terms that they
understand, behavioral triggers and channels they already use. People want to conserve energy; we just need
to get better at showing them how."

http://www.ibm.com/investor
http://www.youtube.com/watch?v=bZ3dFCyd2H0


Shifting consumers perceptions and influences

The perceptions, expectations and influences of the energy consumer have changed over the last four years.
Despite efforts by utilities and others in the industry to create consumer-friendly conservation tools, many
consumers still do not have the information or the proper incentives to make better energy choices.  

Some of the key findings from the 2011 IBM Global Utility Consumer Survey find additional relevance when
combined with related IBM efforts. Last year, IBM industry experts along with academic experts in consumer
decision-making identified several key factors related to consumer usage of electricity. By examining the energy
usage through the lens of behavioral economics, utilities have better insight into the thoughts of consumers,
their motivations, misconceptions and triggers for change. These behavioral factors include:

Alternative Motivation: Financial incentives are not the only factors that encourage consumers to decrease their
energy consumption. In fact, based on the consumer survey, money no longer dominates the decision-making
process compared to years prior. Instead, younger consumers today are evaluating choices based on the
environment while those over 55 noted the health of their national economy as a key motivator for behavioral
change. The first step towards activating behavioral change is by acknowledging that consumers are not simply
triggered by monetary drivers, but also motivated by benefits such as comfort, sustainability, and confidence in
the nation's economic prospects when making decisions about energy use.

Information Availability: How a choice is framed and presented can make a big difference.  For instance,
presenting too many options can at times be detrimental.  While in theory more options should always be a
plus, the resulting complexity can ultimately demotivate consumers. This finding is consistent with the IBM
survey results which showed that consumers under 25 are prone to follow the lead of others rather than sort
through the options on their own, being two and one-half times more likely to rely on their personal networks as
a primary source for information than those 55 or older.  By presenting the right balance of choices, utilities can
help reduce the need for complex, time-consuming decisions that can hinder a consumer's desire to make
independent choices about their energy consumption.

Social Drivers: Another approach for greater adaption of smarter energy is to tap into people's inherent social
nature.  People rely on social proof, or the behavior of others, to determine the right ways to act in many
situations. This social action trigger is behind the introduction of new programs such as consumer portals which
allow consumers to see and compare their usage to those of their neighbors. For energy providers such as
Enemalta Corporation and Water Services Corporation in Malta, the portal is instrumental in encouraging
consumer adoption and lowering overall usage. This approach demonstrates that social comparisons are
frequently a more powerful lever of persuasion.

By understanding the human psychology of choice and decision making, the industry can identify the greatest
barriers inhibiting change, discover opportunities for improvement; adopt new methods of communication and
design programs that are in line with consumer demands.

About the Study

This area of study is a continuation of IBM's consumer research by the Institute of Business Value, following on
from the 2007 "Plugging in the consumer: Utility business models for the future" and the 2009 "Lighting the

http://asmarterplanet.com/blog/2011/07/malta-how-to-keep-sparks-from-flying-during-a-smart-grid-rollout.html
http://www-935.ibm.com/services/us/gbs/thoughtleadership/
http://www-935.ibm.com/services/us/gbs/bus/html/gbs-emerging-energy-preferences.html


way: Understanding the smart energy consumer" surveys. These reports have all focused on the consumer and
their empowerment and evolving relationship with energy providers.

IBM and Smart Grid

IBM is involved in more than 150 smart grid engagements around the world, in both mature and emerging
markets. More about IBM's vision to bring a new level of intelligence to how the world works—how every person,
business, organization, government, natural system, and man-made system interacts, can be found
here: http://www.ibm.com/smarterplanet

For more information about Smarter Energy at IBM, please visit: www.ibm.com/press/smarterenergy. Follow us
on Twitter and LinkedIn. Check out: Biggest Energy Saver Campaign to learn more about a new initiative
designed to educate consumers about smart meter data and energy usage.

http://www.ibm.com/smarterplanet
http://www.ibm.com/press/smarterenergy
http://twitter.com/IBMSmartrEnergy
http://www.linkedin.com/groups?gid=3165653&trk=myg_ugrp_ovr
http://biggestenergysaver.com/
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