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Utilities and the 
Modern 
Customer 
Experience

Amazon. Netflix. Lyft. These are the companies that have redefined the expectations 

that today’s electric and gas utilities customers have for what makes an engaging, 

relevant and satisfactory customer experience.

Not only do customers have far greater options around their energy usage than 

ever before—with solar power, smart thermostats, energy efficiency (EE) programs, 

retail choice, and much more—they are also now demanding more targeted and 

personalized interactions for all experiences, including the ones with their utilities. 

The age of the customer-centric grid is here.

And in an era of increasing consumer energy choice and grid-edge expansion, 

utilities have become all too aware of how critical it is to engage their customers 

more effectively. According to a report by Greentech Media (GTM) Research, utility 

personnel today believe that investment in customer engagement is the #1 

driver to achieving future business objectives.



What are utilities investing in as they prepare for changes at the grid edge?

Utilities are Investing in Customer Engagement
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But in the midst of complex, expensive 

and slow IT system environments, 

often poor cross-functional 

coordination across departments, and 

uncertainty around cloud security 

and capitalization concerns—how 

much progress have utilities made 

toward creating a modern customer 

experience?

To answer this question, EnergySavvy 

partnered with GTM Research on 

a survey to measure customer 

experience maturity across 

utilities. This eBook discusses the 

methodology for the survey, a 

description of the Utility Customer 

Experience Maturity Curve, a deeper 

dive into the survey results, and 

the key takeaways for today’s utility 

leaders.
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To better understand how utilities are advancing in transforming the 

customer experience, EnergySavvy partnered with GTM Research, 

the leading independent market analysis and advisory firm on the 

transformation of the global electricity industry (and a separate and 

independent entity from GreenTech Media), to conduct a survey 

assessing the relative level of maturity of electric and gas utilities across 

a range of customer experience best practices. The survey looked 

at a few key measures of utility business success, and explored the 

relationships which may exist between customer experience practice 

maturity and positive business outcomes for these organizations.

The 2017 Utility 
Customer Experience 
Maturity Survey
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While many have made considerable strides, most, if not all, utilities 

do have room for significant improvement. The average utility is still 

early in the process. Fortunately, findings also show that investments in 

customer experience pay off. Other key survey findings include: 

• There’s a customer engagement technology gap. Utilities need 

to engage with cloud-based solutions across the enterprise. These 

types of grid-edge analytics solutions allow for greater collaboration 

with trusted partners and vendors to improve the customer 

experience.

• Brand building provides a strong foundation on which 

to strengthen strategic engagement. Messaging around a 

commitment to safety, low prices, promotion of diversity, and 

community outreach will increase program participation.

• Utilities are developing proprietary customer satisfaction 

indices. Utilities are looking in-house to assess customer-centric 

performances, foregoing traditional customer benchmarks such as 

JD Power scores.

According to survey 

results, the utilities 

with the lowest 

customer cost-to-

serve score nearly 60% 

higher in customer 

engagement best 

practices. Similarly, 

those with the best 

regulatory outcomes 

score more than 30% 

higher in customer 

engagement maturity.

Summary of Findings
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Survey Demographics 

The anonymous survey, conducted by GTM Research, focused on the utility company-

customer relationship and engagement practices across the US. The survey included a range of 

respondents, utility types, roles, and experiences.

48%  
Non-

Management 

38%
Electric 

Only

52% 
Management

62% 

Electric & 

Gas

2.5 Million + 

55% 

< 250,000

21%
  

24%           

250,000 - 2.5 

Million

52% of responses were from management level including 

C-Level/President, Vice President, and Director roles. 

Respondents included more than 60 electric and gas utility 

executives and leaders, serving 47 US States and territories 

under differing ownership structures.  

 

Respondents represented a variety of functions, including 

senior executives, customer service, marketing, IT, regulatory 

affairs, and project/program management, and ranging in 

level from manager to C-suite. 

 

62% of the respondents were at electric and gas utilities, with 

38% at electric only.

 

More than 50% of utilities covered in the survey serve a 

customer base of 2.5 million or more, 24% serving between 

250,000 and 2.5 million, and 21% below 250,000.  

 

GTM Research Analysts also conducted several in-depth 

phone interviews with a C-level executives, VPs, and 

managers to provide context to the survey results.  

 

Interviewees’ titles included: Chief Customer Engagement 

Officer, Executive Vice President, Vice President of Customer 

Energy Solutions, Vice President of Customer Service, Vice 

President of Energy Solutions, and Customer Experience 

Manager. Quotes and other qualitative feedback are presented 

throughout the eBook.
80% 

IOUs

 Cooperatives 

          12% 

     8% Public
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The 18 survey questions around both tactical and strategic capabilities assessed 

the relative level of maturity in adopting and using customer experience best 

practices within the utility industry. Questions centered around six key customer 

experience “lenses”, or best-practice areas, including:

 

People & Organization 

Organizational structure to promote customer-focused, cross-functional 

alignment; supports diverse hiring practices; a culture of personal responsibility 

for safety with a proactive approach to incident management.

Process & Operations 

Continuously documented, reviewed and optimized cross-functional and 

customer processes; managed and contained operating costs with an 

emphasis on process automation; performing against energy efficiency 

program goals.

Systems, Data & Analytics 

Access to a central repository of reliable and timely internal and external 

customer data to inform customer operations and strategic decision making; 

analytics to enable personalization and program recommendations.

Customer Engagement 

Customer programs are an executive priority and employ effective, targeted 

engagement strategies; modern, well organized IT strategy to support 

customer objectives; investments in updated technologies to enhance the 

customer experience.

Brand & Market Engagement 

Use a range of tools and channels to achieve marketing goals and brand 

management; a well-established practice of community participation and 

regulatory engagement; a strong public record of safety performance.

Customer-focused KPIs & Measurement 

Meeting customer needs is the core KPI for all new processes and programs; 

there is strong visibility on customer process performance; KPIs are consistent 

over time, connect to most key goals, cascade through the utility and use one 

system of record for measurement.

Survey Design and Lenses 
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    Customer engagement is key in generating 
future revenues and lowering costs, as utilities 
face cost pressures.

 

    - Executive at a large, regulated utility

"  
"  

Survey Results
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Based on customer scores on a 0 to 100-point scale—both overall and 

within each lens detailed in the previous section—respondents were 

aggregated, normalized and placed into a model to indicate the range of 

relative maturity levels in utility customer experience best-practice adoption 

as shown below.

The Utility Maturity Model Scale

Level 1
Opportunistic

Level 2 
Emerging

Level 3 
Optimizing

Level 4
Strategic

0 100

Answers are 
predominantly below 
average to average.  
 

• Little to no active 

focus yet on re-

engineering the 

customer experience.
 

• Primarily reactive  

to customer issues.  
 

• No real cross-

functional coordination 

on KPIs.

Answers are 
predominantly average 
to above average. 
 

• Starting to design  

and invest in a modern 

customer experience. 

• Most systems and 

processes are still  

in silos, and most  

cross-system data 

compiled manually.

Answers are 
predominantly above 
average. 
 

• Updating core 

customer data/systems.  
 

• Key customer 

journeys mapped.  

• Using some analytics 

fore recommendations.  

• Cross-functional 

processes and KPIs 

improving.

Answers are 
predominantly 
industry leading. 
 

• Unified 360° 

customer data view.  
 

• Analytics-driven 

recommendations and 

personalization.  
 

• Smooth cross-

functional processes. 

Business managed to 

customer KPIs.

The Utility Customer 
Experience Maturity Model

 
Utility Maturity Model Framework
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Utilities are Optimizing Their 
Customer Experience 

The survey found that customer experience maturity varies across utilities, 

with the average score to all survey questions at 67.4—placing most utilities 

in Level 2 Emerging, as shown below. There was little variance among 

maturity and the different types of utilities, and between management 

and non-management participants. Overall scores ranged from 23 to 

100 points, with different point distributions across the various lenses. 

Despite the large range, the average maturity score for each lens analyzed 

indicates utilities are in the Emerging stage across the board, and entering, 

or moving towards, the Optimizing maturity stage for any given lens.

Market Maturity Distribution

Maturity Scale         60/100                          67.4     70/100                     80/100                      100/100
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The Utility Customer Experience Maturity Distribution

Average score 

to all survey 

questions were 

67.4—placing 

most utilities in the 

Emerging level.

Level 1 
Avg. 

Score: 
48 pts.

Level 2 
Avg. 

Score: 
64 pts.

Level 3 
Avg. 

Score: 
74 pts.

Level 4 
Avg. 

Score: 
89 pts.
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The Utility Customer Experience Maturity Model

While utilities were reasonably satisfied with their progress in some customer 

experience areas, rating themselves ‘high’ in the People & Organization and 

Brand & Market Engagement lenses, other places indicated significant room 

for improvement. The area where utilities rated themselves as least mature 

was in use of Customer Systems, Data & Analytics. Customer-focused KPIs & 

Measurement, Process & Operations, and Customer Engagement were all areas 

that were still at an early stage of maturity, but the survey indicated that utilities 

are making progress towards closing the gap.

Areas that indicated as particularly challenging for utilities right now are:
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•  Gathering the right customer experience data

•  Leveraging modern analytics tools

•  Having high enough executive prioritization for customer experience initiatives

•  Using a consistent set of customer-focused KPIs to measure progress

Maturity Scale           60/100                                    70/100                          80/100                 100/100

Average Score

 67.4

Average Score for Each Maturity Lens



PAGE  11 

   It is always cheaper to keep a customer 
satisfied compared to fixing mistakes.

 

     - Utility Executive

"  
"  

Lens Maturity and Business 
Outcomes 
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Lenses vs. Rate Case Approvals and Funding: 

 

1.  Customer Engagement     

2.  KPIs & Measurement  

3.  Brand & Market Engagement

4.  Systems, Data & Analytics

5.  Process & Operations

6.  People & Organization

Lenses vs. Customer Cost-to-Serve: 

 

1.  Process & Operations  

2.  Customer Engagement 

3.  KPIs & Measurement  

4.  Brand & Market Engagement

5.  Systems, Data & Analytics 

6.  People & Organization

Correlations Between Business Outcomes and Maturity Lenses

In order to understand whether or not investments in improving the utility 

customer experience have an impact on business outcomes, the survey 

looked at correlations between key utility business outcomes, such as 

improved cost-to-serve and regulatory outcomes with high levels of 

maturity across the various lenses.

In fact, analysis of the results shows that positive correlations exist across 

maturity of every lens, and successful outcomes in the measures of 

customer cost-to-serve and regulatory rate case approvals and funding. 

Please note that we removed customer satisfaction as a correlation metric 

because of lack of (or incorrect) customer knowledge of this metric.

Below lists the six maturity lenses ranked based on the strength of the 

correlation to each business outcome, from the steepest (strongest 

correlation) to the flattest curves:

Positive correlations 

exist across maturity 

of every lens, and 

successful outcomes 

in the measures of 

customer cost-to-

serve and regulatory 

rate case approvals and 

funding. 

Correlations Between 
Maturity Lens and Business 
Outcomes
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   We (the utility) are heading towards the self-
service model and not relying so much on 
customer centers or call centers.

 

        - Executive at a regulated utility

"
"  

Key Survey Findings



The State of the Utility Customer Experience

PAGE  14 

1.  CUSTOMER EXPERIENCE MATURITY CORRELATES WITH BETTER 

UTILITY BUSINESS OUTCOMES. 

Utilities with the lowest customer cost-to-serve score nearly 60% 

higher in customer engagement best practices. Similarly, those with 

the best regulatory outcomes score more than 30% higher in customer 

engagement maturity.

 

2.  THERE’S A LONG WAY TO GO ON DATA, ANALYTICS, PROCESS 

AND KPIS.

Use of systems, data and analytics tools, and of customer-focused 

KPIs to manage their business were the two lowest scoring areas of 

maturity for utilities. Overall process efficiency scores were also quite 

low, especially in areas of cross-functional alignment.

One of the most 

compelling takeaways 

of the survey is that 

for those utilities 

rated as most mature 

in each customer 

experience lens, 

there is also a greater 

likelihood of rate case 

approval as well as 

lower overall cost-to-

serve. 
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3.  CUSTOMER FOCUS MOVES THE BUSINESS NEEDLE. 

Utilities that scored as the most mature in the Customer-focused KPIs 

& Measurement and Customer Engagement lenses had the strongest 

alignment with positive business outcomes. Also, those with the most 

comprehensive investment in customer systems, data and analytics tools were 

200% more likely to have a better customer cost-to-serve than those at 

industry-average level.

4.  SOME AREAS ARE PROGRESSING WELL. 

Overall, utilities were satisfied with their progress in a number of areas, 

including hiring diversity, corporate responsibility, community engagement, and 

achieving energy efficiency goals.

5.  THERE ARE SOME QUESTIONS UTILITIES HAVE ABOUT MOVING TO THE 

CLOUD. 

Most would like to accelerate investment in cloud-based customer technologies, 

but they are seeking clarity on the ability to capitalize cloud software 

investments and ways to demonstrate long term ROI.

6.  UTILITIES ARE DEVELOPING PROPRIETARY CUSTOMER SATISFACTION 

INDICES. 

Many had little knowledge of their JD Power customer satisfaction scores 

(so few could reliably answer that we removed this as a business outcome 

considered for analysis in this survey), and many are placing increasing 

emphasis on their own, proprietary measures of satisfaction.

   JD Power scores do not provide actionable insights. 
 

     - Customer Engagement Director at a Texas public utility

"  "  
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Not only does investing in a modern customer experience directly 

benefit customers, it also correlates directly with success in key 

business objectives including cost-to-serve and regulatory outcomes—

contributing directly to the bottom line. It is also critical to note that 

each lens does not operate in isolation as each can impact the other. 

Utilities interviewed in the survey emphasized that improving customer 

experience is cross-functional by nature, as it requires concerted 

efforts from various departments within a utility.

Here are six suggested actions for utilities based on the survey and 

interviews.  

 

Utility Takeaways
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1. INVESTMENTS IN 
CUSTOMER EXPERIENCE 
MATURITY PAY OFF

The consistent correlations that exist 
between those utilities with the highest 
reported levels of customer experience best-
practice maturity and positive utility business 
outcomes indicate that investments made 
in continuing to move up the maturity curve 
can provide concrete business benefits, such 
as cost-to-serve and improved regulatory 
outcomes to an organization.

  To convey the importance of identifying all customer 
touch points could be a bit of a challenge when the 
utility is not used to prioritizing customer engagement.

- Executive at a Regulated Utility

"  
"  
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2. ESTABLISH CUSTOMER-
FOCUSED, CROSS-FUNCTIONAL KPIS

Survey results indicated clear challenges regarding the effective 
use of customer-focused KPIs, as well as the challenges of 
working across functions. One utility executive interviewed said 
that it would be ideal to have customer-centric KPIs across the 
organization and not just for customer-facing groups, but they 
are far from achieving that goal. Having consistent KPIs would 
be a key step to improve cross-functional support for customer 
engagement teams.

  I wish there were KPIs across the organization, but we 
are not there yet, other than assigning financial goals for 
each department.

- Executive at a Regulated Utility

"  
"  
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3. INVEST IN 
TECHNOLOGICAL UPDATES TO 
IMPROVE COST-TO-SERVE

Around one-third of respondents indicated their utilities 
have invested in all three types of technological updates 
in the last five years: back-end IT systems, core customer 
systems, and cloud-based software applications. Based 
on the survey responses, utilities with comprehensive 
investments in improving customer engagement are twice 
as likely to have a better cost-to-serve than being at the 
industry average level.
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4. CATCH-UP IN 
SYSTEMS, DATA & 
ANALYTICS CAPABILITIES

The effective use of Systems, Data & Analytics 
tools is one of the least developed areas of 
overall utility customer experience maturity. To 
get to the level of personalization that modern 
customers have come to expect, utilities will 
need to accelerate their investments in analytics 
to get the most from disparate customer data 
systems.

   Our IT system is eight years behind what the 
customer engagement group wants to be.

 

     - Data Analytics Manager at a Municipal Utility

"  
"  
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5. IMPROVE 
INTERNAL PROCESSES 
AND COMMUNICATIONS

Both the survey and interviews indicate 
data and communication silos exist at 
utilities, which prevent the optimization of 
customer engagement efforts. One utility 
emphasized the need for customer-centric 
KPIs across the organization, instead of for 
customer-facing groups only. This change 
requires executive-level priority.

   The amount of data is not the issue; the issue is how to tie the 
data together and feed that into the decision-making process.

- Executive at a regulated utility

"   
"  
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6. PARTNER TO ACCELERATE 
TECHNOLOGY

More than one interviewee mentioned the lack of internal IT 
capabilities as a reason for slowing down the utilities’ efforts in 
better engaging customers. Vendors with solutions are active 
in the market covering areas from utility back office to grid-
edge customer analytics, including CIS, visualization, data 
management, revenue assurance, EE engagement, and DER 
marketplace. Partnerships with trusted third-party vendors 
could help bridge the gap between internal capabilities 
and utility goals. As internal IT capabilities at utilities can be 
insufficient, based on the interviews, customer engagement 
teams are looking for solutions from third-party vendors that 
require little integration.
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research@energysavvy.com 

506 2nd Ave, Suite 1900

Seattle, WA 98104

(877) 217-2685

The Utility Customer 
Experience Challenge

Contact Us 

While some are progressing at different rates, all utilities have work to do to progress along the 

customer experience maturity curve by making strides in both integrated customer experience 

strategy, and the organizational design and capabilities to execute this strategy. And while many 

utilities recognize the importance of this work, prioritizing and making the necessary investments 

remains a big challenge. Specifically, utilities have issues around accessing customer experience 

data, leveraging modern analytics tools, having high enough executive prioritization for customer 

experience initiatives, and using a consistent set of customer-focused KPIs to measure progress. 

Fortunately, utilities now have access to new tools, metrics, and processes that will help them 

accelerate to the next level of customer experience maturity and make the organization as a whole 

more customer-centric. 

   [T]his study illustrates a customer experience technology 
gap in the industry. While there are many reasons for this, 
two stand out: first, more than one survey interviewee 
mentioned the lack of internal IT capabilities as a reason 
for slowing down the utilities’ efforts in better engaging 
customers; and second, utilities are still grappling with how 
to demonstrate the ROI from these investments.

Fei Wang, Senior Grid Edge Analyst at GTM Research

Find Out How Your Utility Stacks Up 

 

Contact EnergySavvy to find out where your utility is on the Customer Experience Maturity 

scale—and your best plan of action for moving to the next level. 

"  

"  

mailto:research%40energysavvy.com?subject=
https://www.facebook.com/EnergySavvy/
https://twitter.com/energysavvy
https://www.linkedin.com/company/energysavvy/


APPENDIX

Every single utility executive interviewed 

unequivocally stated customer engagement is an 

executive-level priority, but this was reflected as an 

average score on the survey—demonstrating that 

utilities are gradually realizing the value added by 

modern solutions. The average score on executive-

level priority shows one of the main challenges in 

deploying modern solutions: improving customer 

experience is not of the highest priority.

While the most common software upgrades in the 

last five years were in core customer systems, such 

as CIS and CRM, investment in advanced customer 

experience-focused solutions and cloud technology 

still scored low.

There is also a high degree of uncertainty around 

whether utilities can count investments in cloud-

based solutions as capital costs and include those 

as part of their rate case, which is crucial for utilities’ 

cost management—presenting a big challenge to 

implementing cloud solutions. Cost is a big concern, 

especially if these cannot be capitalized. Costs need 

to be justifiable for utilities to invest in technologies 

to improve customer experience, as utilities grapple 

with the notion that engaging customers is key in 

generating more revenue streams and cutting costs.

Appendix:
Utility Customer Maturity Lenses 

By drilling down into the different lenses of Utility Customer Experience Maturity, we can 

identify where utilities are having the most success and the most challenges in creating a 

modern customer experience. Overall, many ranked themselves as high in areas around hiring 

diversity, corporate responsibility, and community engagement. However, Customer Systems, 

Data & Analytics, Customer-focused KPIs & Measurement, and Customer Engagement were 

areas where utilities have the most challenges.

» CUSTOMER ENGAGEMENT
 

Focus: Investment areas, executive-level priority, and modern cloud-based solutions 
 

                Investment Efforts                    Executive-Level Priority           Modern Solutions

   Average Score                  71.4                 66.1            66.1
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While most utilities are aware of the importance 

of KPIs, they are often far from implementing 

and leveraging them, both within and across 

departments. One interviewee from a municipal 

utility discussed how their utility tracks KPIs across 

the organization and uses the indices to make 

strategic decisions. However, that seems to be the 

exception rather than the rule, based on survey 

results and other interviews.

One utility executive said customer-centric KPIs 

across the organization would be ideal, but they 

are far from achieving that goal. This echoes survey 

results regarding cross-functional support. Having 

uniform KPIs would be a key step to improve cross-

functional support for customer engagement teams.

Important to note is that this lens is closely 

associated with Customer Systems, Data & Analytics, 

and Customer Engagement lenses. Together they 

reflect the need for utilities to explore systematic 

solutions to improve customer engagement efforts.

» KPI’S & MEASUREMENT 

Focus: Core customer KPI’s, KPI-based strategies, and consistent measurement across the organization
 

    Customer Needs as Core KPI         KPI-Based Strategies         Consistent Measurement   

   Average Score       63.3                   66.9      62.1

» SYSTEMS, DATA, & ANALYTICS

Focus: Data access, central repository, and analytics tools
 

                 Data Access                       Central Repository                 Analytics Tools 

   Average Score                 55.6                54.8           55.6

Not surprisingly, this was one of the lowest scoring 

lenses, with all of the average scores in Level One: 

Opportunistic stage. Among different types of 

utilities, cooperatives have the lowest average scores 

(39.3) for all metrics of systems, data and analytics, 

especially when it comes to having a central data 

repository. Non-management assessment of utilities’ 

current practices is worse than that from people at 

management level, though the variance is small.

From utility back office to more advanced grid-edge 

analytics tools, the low scores indicate the need 

for better and more centralized access to data, and 

tools powerful enough to draw insights from the 

data. But even if those tools exist, leveraging them 

can also be challenging. An IOU utility executive 

noted that the capabilities for avoiding data silos and 

integrating data analytics exist, but the costs need to 

be justifiable in order for solutions to be deployed.

Unfortunately, utility IT departments are barriers to 

moving forward in this lens. Said one interviewee, 

“[The IT team has] been afraid of the cloud, and 

they are either reluctant or unable to help.” Low 

scores in this lens signal potential demand for future 

technology upgrades.
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According to the survey and interviews, utilities are 

generally on track to achieve their energy-efficiency 

goals. However, one interviewee at a municipal 

utility mentioned his utility has tapped the low-

hanging fruit, and predicts future increases in energy 

efficiency will be harder to achieve.

The majority of respondents scored themselves low 

on process optimization and process review. This 

isn’t surprising because these two are closely related, 

and the similarly low average scores indicate a lot 

of room for improvement. As a group, IOUs score 

notably lower than public utilities for process review.

Not only are there opportunities to improve 

operations from a technical standpoint, but 

interviewees who scored low in this lens also 

indicated a lack of strategic direction.

» BRAND & MARKETING MANAGEMENT 
 
Focus: Safety performance, marketing and branding tools, and community and regulatory management
 
                             Safety Performance        Marketing &   Community &     

                           Branding Tools     Regulatory Engagement

  Average Score          76.8            70.6  75.8

» PROCESS & OPERATIONS 
 
Focus: Energy efficiency, process optimization, and process review
 

                Energy Efficiency                Process Optimization              Process Review 

   Average Score                 79.1                61.7           65.7

Most utilities rated themselves highly in questions 

regarding marketing and branding tools, and 

community and regulatory management. 

Utilities also assessed themselves well in safety 

performance—a crucial factor as customer concerns 

might linger for years after a major incident, 

according to JD Power.

Public utilities are slightly less satisfied with their 

performance in community outreach, while IOUs and 

cooperatives graded themselves better. Among the 

one-on-one interviews, public utilities were more 

actively trying to change the way these organizations 

position themselves by engaging with the community 

with a customer-focused approach. One municipal 

utility now provides more information on the value of 

services from a customer’s point of view, as well as 

reminding customers that the services are enabled by 

the utility.
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» PEOPLE & ORGANIZATION 
 
Focus: Diversity, cross-functional support, and responsibility
 
                  Diversity                    Cross-Functional Support          Responsibility 

   Average Score                 74.2               66.9           84.7

While utilities were confident in their commitment 

to diversity, safety and regulatory compliance, most 

scored below average for the cross-functional 

support for customer engagement efforts. More than 

one interviewee mentioned that cross-functional 

teams like customer engagement are not receiving 

adequate support. And for all of the utility types, 

public utilities are among the least confident 

about the cross-functional support for customer 

engagement efforts. Almost all utility executives 

interviewed said customer satisfaction is a goal 

across functions. However, some utilities do not 

have a uniform customer-centric performance index 

across functions, and many customer engagement 

teams are not adequately supported by the utilities’ IT 

departments.

Because those executives and managers interviewed 

emphasized that customer engagement teams are 

often cross-functional, this illustrates a big gap that 

most utilities need to address before moving 

further on the Utility Customer Experience 

Maturity scale.


