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Executive Summary 

How will use the information from this document? 
Customer focus is one of CPower’s most cherished values. The conclusions from this document will help us improve customer focus by better understanding 
how CPower interacts with customers. By carefully examining every touchpoint a customer has with CPower, we can learn where our strengths and weaknesses 
lie concerning customer experience (CX). This document should be read in conjunction with Customer Interviews and CSP Awareness and NPS Satisfaction 
Survey reports to get a better idea of how customers relate to and experience CPower.     

After analyzing the path customers take from the moment they discover CPower to when they sign the contract and beyond, we have concluded 
that the CPower customer journey resembles other human relationships, where there are stages, expectations, fears, vulnerabilities, surprises and 
joy. Dating and marriage is an analogy we make. 

In this document, we define the CPower customer journey map and conclude the following: 

1. Information is delivered from CPower (largely via email), and must be filed immediately upon receipt. 
2. There is a fair amount of time that passes from one information touchpoint to the next.  This can be a problem because…  
3. Unless the customer has carefully filed the appropriate information for the duration of the process, she will have a tough time making sense of the information that 

determines how much money her company earns. 
4.    The customer’s expectations may not have been met, resulting in her realization that she (right or wrong) is having a bad experience with CPower. 

5.    The language in all pieces of communication from CPower is rather stiff for a relationship built on trust.   

We also propose a Customer Portal that offers customers 24/7 online access to their account information: 
• Contract and addendum 
• Call notices and procedures 
• Account Schedules 
• DR dispatch 
• Performance reports 
• Account Statements 

Also included would be:  Videos, articles and more to further educate on energy, demand response and beyond.  

The resulting tool exposes customers to the business intelligence offered by CPower’s software, thereby enhancing the relationship and endearing the customer to CPower.  

The portal becomes like a giant help desk, perpetually available to offer customers the info they need to become educated before they call CPower in a stressed state. 
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The Customer Experience with CPower is a relationship journey.   

In a lot of ways, it resembles other human relationships, where there are 
stages, expectations, fears, vulnerabilities, surprises and joy.  And as in any 
successful human relationship, our Customers need to feel valued, informed, 
respected, rewarded and cared for.  

So how do we begin viewing this relationship and breaking it down into various 
stages where we, as a cohesive CPower Team, can collectively focus on 
nurturing our Customer relationships along the way?   

How can we insure that our Customer is provided with continuity in their 
relationship with us?   

How can we make sure that as they journey through their experience with us 
that they are properly informed and feel loved?   

How do we look at the relationship from their point of view so we can 
anticipate what their expectations might be at each stage and continuously 
fulfill those expectations so that they value and trust us?
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Perhaps if we draw an analogy to a familiar form of human interaction we can begin to see their point of view. 
In many ways, deciding to do business with CPower is a lot like a marriage. 

Discovery (Awareness) Engaged (Selling)

The Wedding (Contract) The Marriage (Program)

CPower and the prospect meet.  
They’re interested in each other.

Realizing the potential, CPower and the 
prospect commit to taking their relationship to  

the next level.

The pair consummates the relationship and  
continue the journey as one. 

The give-and-take begins. It’s not always bliss, 
but with the right approach it can all work out.
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This line            shows the previous communication a customer 
must recall to understand a given piece of information. 

This diagram outlines the flow information from CPower to its 
customers during their relationship.  

Discovery (Awareness)
This is where we meet the customer and 
begin the relationship. (materials TBD)

Engagement (Selling)

Lead 
qualification 

form

Initial revenue 
projection form

DR 
Proposal

Contact info form to 
establish a prospect’s 
identity and needs.

Forms to help predict 
revenue form a prospect 
for years 1-4

Customer receives an 
overview of CPower, 
DR and the programs 
available in their 
market as well as 
offering from CPower.

Wedding (Contract)

Contract: 
Master CSP 
Agreement

Addendum Account 
Schedule

The contract. More of the contract.

Honeymoon (Welcome to the program)

Welcome 
letter

Customer 
Contacts form

Call Notices 
and 

Procedures

Sets the expectations 
and includes key 
attachments to be used  
during the program. 

Customer provides 
names of personnel 
who will interact  
with the program.  

Provides an overview 
of how the call system 
works.   

Marriage (The Program)

DR Dispatch 
notices

Performance 
report

Account 
statement

Provides customers 
with a cheat sheet  
to better understand 
notices. 

Analyzes how a  
customer fared 
during an event.  
Includes a “how to 
read your report” 
section. 

Explains bottom-line 
results of customer’s 
program. 

Confirmation schedule 
includes UDS ACC#  
and estimated curtail- 
ment value in KWs.
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How can this relationship improve?
Currently, CPower customers receive a wealth of great information to help them 
achieve success with DR.  

In addition to tangible information, CPower customers also have access to the 
knowledgeable experts on the CPower ops team.  

But, let’s consider the relationship from the customer’s perspective.
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What does the customer see?
From a customer standpoint: 
1. Information is delivered from CPower (largely via email), and must be filed immediately upon 

receipt. This presents a challenge for the customer because… 

2. There is a fair amount of time that passes from one information touchpoint to the next. In several 
cases (especially toward the end of the journey when performance is analyzed and payments are 
made), the customer must recall crucial information from a previous delivery to understand the 
information at hand. This can be a problem because…  

3. Unless the customer has carefully filed the appropriate information for the duration of the process, 
she will have a tough time making sense of the information that determines how much money her 
company earns. This confusion can lead to an unhappy customer since… 

4. The customer’s expectations may not have been met, resulting in her realization that she (right or 
wrong) is having a bad experience with CPower. At this point she may try to uncover the proper 
documents, previously sent to her by CPower. Upon retrieving them, she’ll realize… 

5. The language in all pieces of communication from CPower is rather stiff for a relationship built on 
trust. At this point, her love for CPower is wilting like a rose in toilet water. She may start reading 
old emails and listening to corny pop songs from when she and CPower first met. But she’ll soon 
realize that the suffering isn’t worth it. The thrill is gone. Come renewal time, CPower will be 
roaming the streets alone at night, wondering where it all went wrong.    
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Metaphors aside, what else can we improve?
What if…customers had online access to every touchpoint of communication 
during their relationship with CPower? 

Currently CPower distributes information to customers the way a utility company from the 
1980’s would. Yes, the info is dispersed online, but it must still be digitally filed for later use by 
the customer.  

What if there was an online portal through with customers could venture by 
clicking a “My Account” link? 

Right now, there is no “Help Menu” for customers to use during times of confusion.  
We know how much time CPower takes to explain information to customers after they have 
admitted to being confused (and may be upset as well). 
Imagine if CPower were proactive in their help? 

Imagine if the language and tone of CPower’s correspondence offered a more 
friendly appeal.   

 CPower’s relationship is like a marriage. How would you feel if one day you realized that your 
spouse saw you as just a number?  
Worse yet, what if your spouse believed you were nothing more than a means to a check!
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The addendum presents terms you must remember 
when your performance report comes is issued 
(months or a year later).  

Suppose if customers could access all the relevant 
information they needed through a “My Account” 
portal.  

The Wedding (Contract)

The pair consummates the relationship and  
continue the journey as one. Much has been made of the challenge 

sending contracts back and forth from 
CPower to customers presents.  

What if the contract was filled out online?

Issue:

Fix:

Issue:

Fix:

Contract: 
Master CSP 
Agreement

Addendum Account 
Schedule

The contract. More of the contract. Confirmation 
schedule 
includes UDS ACC#  
and estimated 
curtail- 
ment value in KWs.

How can this relationship improve?
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The give-and-take begins. It’s not always bliss, 
but with the right approach it can all work out.

The Marriage (Program)

Issue:

Issue:

Fix:

Confusion with performance reports and 
account statements leads to unhappy customers 
who have lost sight of the program’s value. 

CPower then spends excessive sums of time 
attempting to recover the customer through 
education.  

Proactive education that lives permanently  
online. Links to this education can be  
delivered with each piece of information.  

CPower Operations handles the lion’s share 
of the customer experience.  

This is a favorable situation, since CPower’s 
Ops team knows no equal in the industry.  

The key is to harness Ops’ knowledge and  
combine it with an open attitude customers 
will seek before they are confused/upset.   

DR Dispatch 
notices

Performance 
report

Account 
statement

Provides customers 
with a cheat sheet  
to better understand 
notices. 

Analyzes how a  
customer fared 
during an event.  
Includes a “how to 
read your report” 
section. 

Explains bottom-line 
results of customer’s 
program. 

How can this relationship improve?
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The Customer’s Portal 
What could it offer?

• Contract and addendum 
• Contacts 
• Call notices and procedures 
• Account Schedules

Why is this portal so potentially valuable? 
Combined with CPower’s DR Energy Management for Customers, the customer experience 
is greatly enhanced.  

The resulting tool exposes customers to the business intelligence offered by CPower’s 
software, thereby enhancing the relationship and endearing the customer to CPower.  

The portal becomes like a giant help desk, perpetually available to offer customers the info 
they need to become educated before they call CPower in a stressed state. 

Customer’s expectations will be better managed than they are currently.  

All of this leads to a more trusting relationship. One defined by transparency, where neither 
party ever wonders what they other is up to.  

It can also include educational materials: 
Videos, articles and more to further educate  
on energy, demand response and beyond.  

• DR dispatch 
• Performance reports 
• Account Statements

24/7 access to the customer’s information including:
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See yourself through the customer’s eyes.
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