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We understand utilities and municipalities because we’ve 
made them our business for more than 30 years. 

Utility research and advisory
Using market research data, 
expert analysis, and industry 

experience, we help utilities put 
their customers first, meet their 
business objectives, and solve 

their corporate challenges.

Data science
Applying predictive data science 
to help electric and gas utilities 
make data-driven decisions that 

improve their bottom line and 
increase customer satisfaction. 

Strategic utility consulting
Advancing business and 
technology solutions that 

strategically enhance operations 
for utilities and their cities.
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This is an online 
roundtable discussion
 Participation is essential
 Use Zoom’s chat feature to pose 

questions and share comments
 Unmute your line when you’re 

ready to speak (*6)
 Turn your video on
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Today’s agenda
Overall strategies and goals: Marketing, corporate communications, and customer care

Existing and new channel strategies and tactics

Metrics for success, reporting and analytics, and executive advocacy

Organizational structure, team roles, and budget

Internal processes, tools, and content creation

Open discussion
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Audience poll
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Audience poll
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Audience poll
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Overall strategies and goals: 
Marketing, corporate communications, 

and customer care
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Successful use of social media

Utilities use social media for 
many reasons, but they feel their 
social media efforts were most 
successful at communicating 
about outages and 
emergencies.
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Base: n = 27 utilities. Question S3_2: Using a scale of 1 to 10, where 1 means not at all successful and 10 means very successful, please rate how 
successful your utility’s use of social media has been in accomplishing each of the following goals and objectives. Note: Use caution when sample size falls 
below 30. © E Source (2021 Social Media Survey)
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Challenges and planned improvements

The top challenge utilities 
reported in 2021 was 
improving and enhancing 
their overall social media 
presence.
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Questions for the audience
 Which strategies and tactics have provided the most engagement or 

participation in your programs and services?

 What has been your greatest driver in getting customers to engage 
with your content?

 Have you been able to create a digital care center outside of the call 
center? How?

 For those who have established a more robust social or digital 
customer care team, how did you make this business case internally?
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ComEd’s Twitter message about inclement 
weather 

Source: ComEd
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FortisAlberta’s Facebook marketing for its 
My Account feature

Source: FortisAlberta
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Alliant Energy’s tree planting campaign

Source: Alliant Energy
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Boosted and targeted posts

Source: Entergy Mississippi 
and Rival IQ
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Boosted and targeted posts

Source: TECO Peoples Gas 
and Rival IQ
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Call center focus

Source: New Jersey Natural Gas
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Cybersecurity 

Source: SMUD
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Existing and new channel 
strategies and tactics
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Use of Twitter and Facebook remains consistent; Nextdoor and 
TikTok are new 
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Social media channel

Base: n = 27 utilities. Question S1_1: Please indicate which of the following social media channels your organization currently uses for communicating 
with the following audiences. Select all that apply for each channel. © E Source (2021 Social Media Survey)
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Utilities use Twitter and Facebook for many audiences
Other channels are used for more-specific groups
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Base: n = 27 utilities. Question S1_1: Please indicate which of the following social media channels your organization currently uses for communicating with the following audiences. Select all that apply for each 
channel. © E Source (2021 Social Media Survey)
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Facebook is the most popular channel for targeted 
communications to residential customers

Base: n = 27 utilities. Question S1_3: Please indicate which of the following social media channels your organization currently uses for targeted communications with 
the following residential customers. Select all that apply for each channel. Note: Percentages based on the number of utilities using that specific channel. © E Source 
(2021 Social Media Survey)

Multilingual customers or customers who 
speak English as a second language

Low-income customers Multifamily or renters
59%

56% 50%93% 73%

Senior citizens
93% 73%
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Types of videos used in social media posts
Most utilities are already using a variety of video styles.
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Base: n = 27 utilities. Question S5_1: Has your utility used the following as part of its social media efforts? Notes: Percentages may not add to 100 due to 
rounding. Use caution when sample size falls below 30. © E Source (2021 Social Media Survey)
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What utilities would like to try in the next 12 months
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Source: SoCalGas

Instagram stories
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Source: PECO

Instagram
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Source: SMUD

TikTok
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Source: CPS Energy

Nextdoor
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Nextdoor ad

Source: Public Service Co. of Oklahoma and 
E Source Energy AdVision
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Nextdoor

Source: ComEd and E Source Energy AdVision
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Nextdoor

Source: PSE and E Source Energy AdVision
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Metrics for success, 
reporting and analytics, 
and executive advocacy
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Audience poll
How are you reporting on social media metrics at your utility?
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Percentage of respondents (%)

Base: Event attendees (n = 34). Question: How are you reporting on social media metrics at your utility? Select all that apply. © E Source
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Audience poll
Which metrics do you include in your reporting?
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Base: Event attendees (n = 56). Question: Which metrics do you include in your reporting? Select all that apply. © E Source
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Questions for the audience
 How do you measure the ongoing sentiment of all your mentions on 

social (tools, tagging?)

 How are your executives using social media as brand ambassadors?

 Is search important? Is there a strategy within social media strategy 
that plays in SEO?
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Support for social media resources and strategy
Almost half of respondents from the 2021 Social Media Survey strongly agree that their social media efforts 
have the support of leadership, but even more don’t feel that they have sufficient resources.
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Base: n = 27 utilities. Question S2_14: Using a scale of 1 to 10, where 1 means strongly disagree and 10 means strongly agree, please indicate how strongly you 
agree or disagree with the following statements. If you have no opinion, check the box at the far right ("don't know"). Note: Use caution when sample size falls below 
30. © E Source (2021 Social Media Survey)
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Organizational structure,
team roles, and budget



39© 2022 E Source | Proprietary and confidential

Corporate communications continues to have 
responsibility for social media

Base: n = 27 utilities. Question S2_1: Which department within your utility has primary control or ownership over social media activities? Select one. S2_2: During 
normal business operations, which of the following groups within your utility are involved to some degree with social media activities? Note: Top five departments shown 
(excluding corporate communications, public affairs, or media relations). © E Source (2021 Social Media Survey)

59%
of respondents said 

corporate 
communications has 

primary responsibility for 
social media 

Customer service (63% partially responsible)

Marketing (56% partially responsible)

Demand-side management or energy efficiency (30% partially responsible)

Human resources (30% partially responsible)

Customer experience (26% partially responsible)
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Most often respondents said that they have just one FTE 
dedicated to social media
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Base: n = 27 utilities. Question S2_3: Approximately how many full-time equivalents (FTEs) are dedicated to social media at your 
organization (that is, how many have access to post on the organization’s social media channels)? © E Source (2021 Social Media 
Survey)
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Budgets remain small for most utilities

Budget amount Have dedicated budget (%)
Receive funding from other 

departments (%)
Less than $10,000 26 30

$10,000–$24,999 7 0

$25,000–$49,999 0 4

$50,000–$74,999 7 0

$100,000–$149,999 4 0

$150,000 or more 4 4

No budget, but we request funding as needed 22 NA

No budget for social media 7 NA

We don’t receive funding for social media from 
other departments

NA 37

Don’t know 22 26

Base: n = 27 utilities. Question S2_12a: What’s your utility’s annual social media budget (excluding employee salaries)? Question S2_12b: How much funding do you receive 
from other departments to support social media activities (for example, funding from Marketing for promoted posts)? Note: NA = not applicable. © E Source (2021 Social Media 
Survey)
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Most respondents expect staffing and budgets to 
remain the same

Base: n = 27 utilities. Question S2_13: How do you see the staffing level of social media personnel and the budget for social media at your utility changing in the next 
12 months? Note: Percentages may not add up to 100% as respondents could select Don’t know. © E Source (2021 Social Media Survey)

Increase

Remain the same

Decrease

Staffing Budget
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Questions for the audience
 How many people at your utility are responsible for social 

media?
 If you could build a social media dream team and didn’t have 

to factor in budgets or other limitations, what would the 
structure look like?
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Internal processes, 
tools, and content 

creation
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Audience poll
Which tools are you using for your social media efforts or analytics?
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Base: Event attendees (n = 7). Question: Which tools are you using for your social media efforts or analytics? Select all that 
apply. Note: Use caution when sample size falls below 30. © E Source
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Frequency of posts per week

Source: Rival IQ
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Frequency of posts for Facebook

Source: Rival IQ
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Frequency of posts for Instagram

Source: Rival IQ



49© 2022 E Source | Proprietary and confidential

Frequency of posts for Twitter

Source: Rival IQ
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Questions for the audience
 Do you use a dedicated social listening tool? If so, for what purpose? 

 Do you have a particular tool you like using? Why?

 How do you stay on top of or fulfill content needs?
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Open 
discussion
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Social media resources
See the CX resource center’s corporate 
communications section

Reports:
 Digital marketing trends that engage customers and drive 

program results
 2021 social media trends
 Channels, goals, and resources: Highlights from the E Source 

2021 Social Media Survey
 Create a winning LinkedIn strategy

 A weekly update on the top-performing utility social media 
posts

 The essentials for a strong social media strategy

 Organizational structures of utility social media teams

https://www.esource.com/cxresourcecenter?tab=es-tab-page-corporate-communicator-label
https://www.esource.com/126211gnxo/digital-marketing-trends-engage-customers-and-drive-program-results
https://www.esource.com/126211gsxt/2021-social-media-trends
https://www.esource.com/126211h7ik/channels-goals-and-resources-highlights-e-source-2021-social-media-survey
https://www.esource.com/report/126221hvdh/create-winning-linkedin-strategy
https://www.esource.com/126201gagu/weekly-update-top-performing-utility-social-media-posts
https://www.esource.com/10320-001/essentials-strong-social-media-strategy
https://www.esource.com/126191azvk/organizational-structures-utility-social-media-teams
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You’re free to share this document inside your company. If you’d like to quote or use our material outside of your business, please 
contact us at esource@esource.com or 1-800-ESOURCE (1-800-376-8723).

Contact us

Have a question? Ask E Source!
Submit an inquiry: 

www.esource.com/questions

Jessica Bailis
Solution Director,
Marketing and Communications
E Source
303-345-9159
jessica_bailis@esource.com

Kyle Rodriguez
Analyst
Customer Engagement Solutions
E Source
303-345-9003
kyle_rodriguez@esource.com

mailto:esource@esource.com
http://www.esource.com/questions
mailto:jessica_bailis@esource.com
mailto:kyle_rodriguez@esource.com
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