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This is a discussion-
based session
 Participation is essential—there will be 

opportunities throughout to share with and learn 
from your peers

 Unmute your line when you’re ready to speak (*6)

 Turn your video on
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Session topics

 Overview of goals, budgets, and team logistics 

 Creating content that resonates 

 Channels discussion—where to go next? 

 Executives on social media

 Open Q&A
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On a scale of 1 to 10, where 1 is low and 10 is 
high, please rate how successful your utility’s 
use of social media has been in accomplishing 
your goals. 
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About the E Source Social 
Media Survey
 Aim to examine the current social media 

trends and practices that utilities are using
 Fielding took place in May and June of 

2021
 Twenty-seven utilities from US and 

Canada participated
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Goals, budgets, 
and team logistics
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Budgets for social media 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)? S2_12b: How much 
funding do you receive from other departments to support social media activities (for example, funding from Marketing for promoted posts)? Notes:
NA = not applicable. Use caution when the base falls below 30. © E Source (2021 Social Media Survey)
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Two-thirds of utility respondents have one or less full-
time equivalent (FTE) for 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)? Note: 
Use caution when the base falls below 30. © E Source (2021 Social Media Survey)
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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. © E Source (2021 Social Media Survey)

The amount of support from leadership was similar to 2018 results, 
but more respondents feel they aren’t given enough resources
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If you could wave a magic wand and change three things about 
social media at your utility, what would they be?

Involve other departments
“Better customer service integration”
“Full time customer care on all 
channels”
“More engagement from other 
departments”

Budget
“Increased budget”
“Higher budget” 
“Bigger ad budget 
[for program 
marketing”

Buy in from 
leadership
“Continue to build 
on executive 
leadership buy-in”

Strategy
“Utilize a social media 
calendar/plan”
Better tools for monitoring 
sentiment or measuring 
success

Staffing
“Increased staff”
“Staffing matched 
workload”
“More staff dedicated to 
just social”
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“I can’t believe I’m saying this in 2021, but 
I still feel like there’s a lingering sense 
that social is something you ‘just give to 
the intern(s);’ Social is the most direct, 
two-way, real-time (often high-risk) 
channel we have for communicating with 
our customers AND for listening to them 
and understanding what they are feeling 
and thinking.”
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Is your social media 
team integrated with 
customer service?
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Creating content 
that resonates
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Base: n = 27 utilities. Question S5_1a: On which social media channels do you pay for advertising? Select all that apply. Note: Use caution when the base falls below 
30. © E Source (2021 Social Media Survey)

Eighty-nine percent of respondents pay for social media 
advertising
Facebook is the most common channel
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What’s your paid 
advertising strategy?
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Almost half of respondents plan their content on 
a monthly basis
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Base: n = 27 utilities. Question S4_2: Which statement best describes your utility's editorial or content planning and selection process for social media? Note:
Use caution when the base falls below 30. © E Source (2021 Social Media Survey)
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Do you have a social 
media content calendar 
or plan?
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Engagement success with organic posts
Outage 
communication

Contests or 
giveaways

Feature employees
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Most utilities are already incorporating a variety 
of video styles into their social media efforts
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Base: n = 27 utilities. Question S5_1: Has your utility used the following as part of its social media efforts? © E Source (2021  
Social Media Survey)
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Huntsville Utilities hosts a weekly show
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Alliant Energy has a monthly “Powerhouse 
Challenge” 
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AEP shared stories from helping with 
Hurricane Ida
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SMUD went live from the farmer’s market
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Austin Energy winter storm campaign

Source: Austin Energy, Energy AdVision

https://energyadvision.esource.com/social-media-ads-and-graphics-fy21-winter-storm
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What was your most 
successful piece of 
content this year?
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Channels 
discussion—

where to go next? 
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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. Note: Use caution when the base falls below 30. 
© E Source (2021 Social Media Survey)
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ComEd uses Nextdoor for storm communications

Source: ComEd, Energy AdVision

https://energyadvision.esource.com/nextdoor-storm-communications
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Source: National Grid, Energy AdVision

National Grid uses LinkedIn to reach business 
customers

https://energyadvision.esource.com/node/44964?modal=1
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Xcel Energy uses Pinterest for safety and 
energy-efficiency content
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What channels are you 
using: What’s working 
and not? 
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What are the best 
channels for engaging 
business customers?
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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
Cory Coggins
Analyst, Market Research
E Source
303-345-9121
cory_coggins@esource.com  

Miriam Stein
Associate Analyst, Customer Engagement Solutions
E Source
303-345-9194
miriam_stein@esource.com

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