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About Us 

• One of the nation’s largest investor-
owned energy companies 
– Annual revenues of over $13 billion; over 

$46 billion in assets 

• 3.4 million direct customers in the New 
York City area  
– 3.37M electric customers (2.9M residential) 

– 1.1M natural gas customers (943K 
residential) 

– 1,700 steam customers 



It’s not just about the kids! 

The Question: 
Why Educate Schoolchildren About Energy Issues? 



The Answer: 
Why Educate Schoolchildren About Energy Issues? 

• Children, parents and home energy use:  
Exploring motivations and limits to energy demand 
reduction 
• 2012 study 

• Findings – “Parents viewed saving energy  
more positively when framed as educating  
their child” 



The Answer cont’d: 
Why Educate Schoolchildren About Energy Issues? 

• Spillover Effect on Families Derived from  
Environmental Education for Children  
• 2014 study 

• Findings – “The families who increased levels of interest and 
behavior in regard to global warming issues were impacted  
both by the fact that they heard about the benefits of energy 
savings from their children directly, and by changes in their 
children (an increased interest in global warming, implementation 
of energy saving behavior)” 



The Power of Green 
In-School Program 



Print Program 
Grade Levels: 

• K-2 
• 3-5 

 
Distribution: 

• 30,000 kits to teachers 
• 100 kits to libraries 

 
Timing: 

• Spring – in time for Earth Day 
• Fall – back to school 

 





Electronic Program 
• Scholastic.com/PowerOfGreen microsite updated twice 

annually 
 
• Additional lesson plans for grades 6-8 and 9-12  

posted online 
• 90,000 emails sent to teachers  

 
• Spanish-language versions of print  

material also available online 

 





Earth Day Contest 
• Two winners and two runners up  

(K-2 & 3-5) 
 

• Prizes: 
• Winners – family tour of NYC + library for their schools 

• Runners up - $50 gift card to Scholastic Store + $50 
gift card for their teachers  

 



2015 Results 
Print: 

• 2015 programs reached over 819,000 children and their 
families 

 
Digital: 

• 1.1 million impressions 
• 600+ downloads from Scholastic.com/PowerOfGreen 
 

Contest: 
• 899 entries  

 



2015 Results cont’d 

• Survey Results: 
• Completed by 6,723 respondents  

• 96% had sent, or were planning to send, home the family 
activities included in the print programs 

• 87% said they found the Power of Green  
program useful in educating their  
students 

• 85% had visited, or were planning to  
visit, the Scholastic.com/PowerOfGreen  
microsite. 

 

http://scholastic.com/powerofgreen


Con Edison Heroes 
Justice League: Gassed 



Background 
• Post March 2014 incident in East Harlem 

̶ Major Smell Gas. Act Fast. campaign was rolled out 

̶ Educational program for schoolchildren in grades K-8 
already included gas-safety material 

̶ Nothing that targeted high school/college students 
 

• DC Comics 
̶ Partnership dates back to 2002 

̶ Allows the Company to capitalize on the popularity of the DC 
characters to communicate important messages 

 



Con Edison Heroes For iOS, Android and Online 



Gas Safety Messaging Smell Gas? Act Fast! 



Release Live from Comic Con! 

• Released on September 24, 2015 
̶ The launch of the app was timed to coincide with New York 

Comic Con 

̶ Press release issued on October 8, 2015 

̶ Interview with Be Terrific! – an online media outlet – aired 
live from Comic Con on October 9th  

 

• App Downloads 
̶ Over 1,000 downloads in the first two weeks 

 



Reaction In the Media 



On the Horizon New for 2016 

• New story added to the Heroes app 

• New print comic 

• Bigger presence at NY Comic Con! 



Questions? | Comments? | Thank you! 
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DEAF COMMUNITY OUTREACH 
PILOT & COMMERCIALIZATION 



PARTNERSHIPS 
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This project was made successful from the collaboration of 
the following teams: 



DISCOVERY PROCESS  
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Alliance for Deaf Services (ADS) approached DTE Energy to discuss      improvements to a direct 
installation Energy Efficiency (EE) program. 

Early meetings with ADS explained gaps in our program offerings: 
• American Sign Language (ASL) is a different language than English.  Printed copy does not necessarily 

translate. 

• The Deaf community is very tight knit. Utilizing a community interpreter has the potential to cause a customer 
embarrassment surrounding sensitive topics. 

• A lack of communication between a service professional and a Deaf customer has the potential to make the 
customer uncomfortable in their own home. 

• Not directly engaging the Deaf community is resulting in little to no participation with DTE’s EE programs. 

 

Alliance for Deaf Services’ Mission: We promote communication 
access and opportunities for persons who have hearing loss/deafness.  We 
are dedicated to breaking down barriers by harnessing technological 
advancements. 



CURRENT STATE  
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• DTE currently has no specific method of field capable 
outreach to the Deaf Community beyond using community 
interpreters. 

• Some videos do have script; but that in and of itself does 
not address the language gap between ASL and English. 

• DTE’s programs are currently experiencing low to no 
engagement or participation from the Deaf community in 
our EE programs. 

• Michigan has roughly 100,000 people who communicate 
exclusively using American Sign Language (ASL). 

The current state needed to be changed because Video Remote Interpretation allows for 
easy access to on demand, qualified interpreters creating a new pathway for DTE Energy to 

communicate with their customers 



ENGAGING THE DESIGN LENS  
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Every situation, customer, and market segment may be different, but 
Design Thinking can help ensure successful program implementation. 

Design Thinking as defined by Stanford University 



DEVELOPING THE OFFERING  
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FIELD CREW TRAINING 
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STAGE 1: FIELD TEST & APPLIED LEARNINGS 

SUCCESSFUL FIELD TEST: 
The process of conducting a HEC for a Deaf customer was tested from 
sign up to completion of the HEC visit.   
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LEARNINGS: 
• Dedicated tablets with mobile wireless connectivity should be 

used to mitigate against service interruption. 

• Direct communication is paramount whether or not someone else 
offers to or can interpret within a customer’s home. 

• Backup videos will be developed for use in extremely rural areas.  

• In a service industry understanding customer voice is of 
paramount importance when designing a product, program or 
outreach event. 

 



CREATING BRAND LOYALTY 
• First impressions are instrumental for a company to 

demonstrate passion behind their commitment to build a 
customer relationship. 

• Small, but significant changes such as eliminating the third 
party liaison greatly enhance customer inclusiveness. 

• Accessible means to communicate affect customer service 
experience and act to build trustworthiness and brand 
loyalty.  

 

EMPOWERING RESULTS 
• Having VRI available empowers customers who are Deaf to 

become aware of their energy consumption and become an 
energy friendly home owner. 
 
 

STAGE 1: CUSTOMER VOICE 
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STAGE 2: PILOT & TOWNHALL 

TOWN HALL PILOT:  
Small scale town hall meeting with 100 households prior to full commercialization in order to improve the 
offering and mitigate against any customer dissatisfaction that may have been overlooked  

 

 

An outreach and operational framework was developed through: 
• Targeted media channels 

• Collaborating with a community liaison ensured our programs and field crews were: 

—Well informed about the Deaf community. 

—Marketed from a trusted source. 

—Communicated an effective message that was sensitive to the needs of the community. 

—Avoided potential operational pitfalls. 
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HEC 
COMMERCIALIZATION 

• Focused on 1,000 homes 

• Continuation of feedback loop  

• Larger scale program learnings 

 
 

STAGE 3: COMMECIALIZATION 



INSIGHTS   
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MARKETING 
 
• Even with the same program offering, communications need to be customized 

because not one size fits all for program marketing. 
 
PROCESS 
 
• Despite having the same service needs and wants, the process behind program 

implementation must stay flexible in order to accommodate all possible end use 
customers. 

 
CUSTOMER VOICE 
 
• Early involvement of the customer voice will help mitigate against potential 

project blind spots and ensure that the initial launch will be well received.   
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INSIGHTS 

DESIGN THINKING 
 
• Every situation may be different, but utilizing Design Thinking can help 

ensure successful programs. 
 

CUSTOMER FOCUSED 
 
• Programs need to be continually looked at with customer centric 

lenses in order to see if they are as effective as possible. 
 
 

BUT… what is MOST important is remembering that DTE  
Services Everyone.  So complete service to every market  

segment is critically important.   



FINAL THOUGHTS  

SERVICE PROVIDER  
TAKEAWAY  

• Systematic design taught the Deaf to 
accommodate others due to their inexperience 
with interacting with Deaf people.   

• VRI enables people without experience the ability 
to interact with customers who are Deaf. 
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CUSTOMER SERVICE  
REQUIREMENTS 

• Systematic barriers do not diminish our pursuit 
of the “American Dream.” 

• Access to effective communication is vital to high 
quality customer service. 

• The Ability to converse freely is enlightening and 
empowering. 

• Positive customer experience will open 
participation pathways to other programs and 
services. 

“Now I don’t have to accommodate the crew, the crew 
accommodates me.  That is the main difference” 



CONTACT INFORMATION  

David DeLind, PE;  delindd@dteenergy.com ;   313-235-5824 
 
Todd Morrison;  tmorrison@alliance4deafservices.com 
 
Debra Morrison, dself@debsllc.org ; 517-223-5951 
 
 
 

Questions? 
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