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We’ll answer five questions
Where does the industry stand?
What do org structures, staffing, and budgets look like?
What are utilities’ paid strategies, metrics, and tools?
What do the people want?
Where is the industry going?
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Where does the 
industry stand?
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Leadership more supportive of social 
media now than in 2016

7.7

3.5

7.5

5.8

Base: Varies as shown. Question S2_14: Using a scale of 1 to 10, where 1 where 1 means strongly disagree and 10 means 
strongly agree, please indicate how strongly you agree or disagree with the following statements. Note: “Don’t know” 
responses were removed from this analysis. 

Average

© E Source (Social Media Survey 2018)
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Twitter remains utilities’ most-used 
social media channel

Base: n = 32 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 in each column. If you are the decision-maker for more than one utility, 
please do your best to answer with all of them in mind. 

© E Source (Social Media Survey 2018)

Other 
channels:

Google+, Flickr, 
Nextdoor, 

Vimeo
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Utilities use social media most for 
storm situations 

communicate about outages, 
emergencies, or crisis situations

provide efficiency, safety, storm 
preparation, or other tips

provide customer engagement and 
general interactions

offer direct customer service or 
customer care

drive traffic to the utility website or other 
digital platforms

94%

88%

66%

63%

59%
Base: n = 32 utilities. Question S3_2: What are the most important uses of social media to your utility? 
Please rank your top five uses of social media, where 1 is the most important.

© E Source (Social Media Survey 2018)
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Org structures, 
staffing, and 

budgets
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Corporate Communications has primary 
responsibility for social media

Base: n = 32 utilities. Question S2_1: Which department within your utility has primary control/ownership over social media activities? 
Please select only one. S2_2: Which of the following groups within your utility are involved to some degree with social media activities? 
Select all that apply; this includes the department you indicated in the previous question as having primary control. Note: Only 
departments that at least 50% of utilities said are involved to some degree in social media are presented.

Customer Service (84% partially responsible)

Marketing (72% partially responsible)

Demand-Side Management or Energy Efficiency (53% partially responsible)

Customer Experience (63% partially responsible)

Human Resources (66% partially responsible)

Corporate 
Communications:
63% of utilities say 

this group is 
primarily 

responsible for 
social media

© E Source (Social Media Survey 2018)
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Most utilities have 1 to 2 FTEs for social media

Base: n = 32. Question S2_3: Approximately how many full-time equivalents (FTEs) are dedicated to social media activities in your 
organization (that is, how many have access to post on the organization’s social media channels)? S2_4: Approximately how many individual 
employees across all departments are at least occasionally responsible for social media activities at your utility? Note: Respondents weren't 
limited to set answer choices; they could type an answer in the response field. Illustration above shows mean number of employees.

Public utility 
(n = 13) 

Investor-owned utility
(n = 19)

FTEs

Employees 
occasionally 

responsible for 
social media

Range of 
responses = 

0 to 4

Range of 
responses = 

0 to 9

Range of 
responses = 

0 to 14

Range of 
responses = 

0 to 20

© E Source (Social Media Survey 2018)
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Most utilities have a small social media budget and 
receive no funding from other departments

Budget amount
Have dedicated 

budget (%)
Receive funding from 
other departments (%)

Less than $10,000 21 18

$10,000 to $24,999 25 4

$25,000 to $49,999 4 7

$50,000 to $74,999 7 4

$75,000 to $99,999 0 7

$100,000 to $149,999 7 7

$150,000 or more 21 18

No budget, but we request funding as needed 7 NA

No budget for social media 7 NA

We don’t receive funding for social media from other departments NA 36
Base: n = 28. Question S2_11a: What is your utility’s annual social media budget (excluding employee salaries)? S2_11b:
How much funding do you receive from other departments to support social media activity (for example, funding from marketing 
for promoted posts)? Notes: NA = not applicable. “Don’t know” responses were removed from this analysis.

© E Source (Social Media Survey 2018)
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Staffing and budget will stay the same 
or increase in next 12 months

Increase

Decrease

Remain the same 63%72%

28% 37%

0% 0%

Base: n = 32 utilities. Question S2_13: How do you see the staffing level of social media 
personnel and the budget for social media in your utility changing in the next 12 months?

© E Source (Social Media Survey 2018)



© 2018 E Source | www.esource.com 12

https://www.liveslides.com/download
https://www.polleverywhere.com/multiple_choice_polls/QkU9CY8il267AcG
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Paid social, 
metrics, and tools
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97% of respondents pay for advertising 
on Facebook

91%

pay for advertising 
on social media 

networks or 
websites

Base: n = 32 utilities for S5_1; n = 29 utilities for S5_1a. Question S5_1: Does your utility pay for advertising on social 
networks? Select all that apply. S5_1a: On which social media channels do you pay for advertising? Select all that apply. 
S5_2: What percentage of your utilities’ social media posts are paid or promoted?

© E Source (Social Media Survey 2018)

Social media channels on which you pay for advertising

Other
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Engagement rate is most-used metric across 
social media channels

Promoted posts Organic posts
Metric used N Metric used N

Twitter (n = 32) Engagement rate 5 Engagement rate 8

Impressions 4 Impressions 5

Facebook 
(n = 30)

Engagement rate 7 Engagement rate 10

Reach 3 Reach 6

YouTube 
(n = 30)

Views 2 Views 3

Engagement rate 1 Engagement rate 2

LinkedIn 
(n = 30)

Engagement rate 1 Impressions 2

Depends on campaign 1 Engagement rate 1

Instagram 
(n = 23)

Engagement rate 2 Engagement rate 3

Likes 2 Likes 3

Base: Varies; utilities were only shown channels they use. Question S5_3: For each social media channel, what metric do 
you use to measure the success of promoted and organic posts (for example, engagement rate, click-through rate, or 
something else)? Note: Answering this question was optional; only the top two responses for each channel are presented. 

© E Source (Social Media Survey 2018)
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https://www.liveslides.com/download
https://www.polleverywhere.com/free_text_polls/5xSd1zTxNkk5Cdd
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Hootsuite is a popular choice for measuring 
the success of social media activities

Base: n = 32 utilities. Question S5_6: What social media tools does your organization use to analyze or measure the success of the 
following social media activities? (Please list all tools in the appropriate category, separated by commas.) 

Most-used tools:

© E Source (Social Media Survey 2018)
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Most utilities report their social media 
results monthly to their organization

Base: n = 32 utilities. Question S5_7: How often do you typically report your social media results to your organization? © E Source (Social Media Survey 2018)
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What the 
people want
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Use puppies and linemen to increase 
organic, nonpaid engagement

“We incorporate graphics or video in 
every post, and we make sure the content 
is beneficial or engaging to the viewer. 
[We’re] not posting just to say we posted.”

“Posting photos of crews working and alerting customers to drive safely around them. 
Using very project-specific messaging has the most engagement.”

“Puppies! JK—fun content. They’re few and far 
between, but our followers like pretty pictures, 
good animal stories, and other types of engaging 
content. On Instagram, we notice our followers 
like photos of linemen, so those photos now 
make up 90% of that content.”

“Visual content is key. We try and ensure our videos or photos are 
engaging to customers. Once we had a video of a pet shelter that 
our linemen assisted in installing lighting. The video consisted of three 
of our linemen with dogs from the shelter, and that has been one of 
our most successful videos to date.”

“Simply used listening as a way to understand what 
our audiences are talking about and wanting us to 
talk about—not just what we want to say to them.”

Base: n = 32 utilities. Question S5_5: What has been the most successful way your utility has increased organic, nonpaid engagement on social media? © E Source (Social Media Survey 2018)
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© E Source (Social Media Survey 2018)Base: n = 32 utilities. Question S5_5: What has been the most successful way your utility has increased organic, nonpaid engagement on social media?

Use puppies and linemen to increase 
organic, nonpaid engagement

“We incorporate graphics or video in 
every post, and we make sure the content 
is beneficial or engaging to the viewer. 
[We’re] not posting just to say we posted.”

“Posting photos of crews working and alerting customers to drive safely around them. 
Using very project-specific messaging has the most engagement.”

“Puppies! JK—fun content. They’re few and far 
between, but our followers like pretty pictures, 
good animal stories, and other types of engaging 
content. On Instagram, we notice our followers 
like photos of linemen, so those photos now 
make up 90% of that content.”

“Visual content is key. We try and ensure our videos or photos are 
engaging to customers. Once we had a video of a pet shelter that 
our linemen assisted in installing lighting. The video consisted of three 
of our linemen with dogs from the shelter, and that has been one of 
our most successful videos to date.”

“Simply used listening as a way to understand what 
our audiences are talking about and wanting us to 
talk about—not just what we want to say to them.”
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https://www.liveslides.com/download
https://www.polleverywhere.com/free_text_polls/CBstEB07iK5rdEg
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Solar installers’ social media
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Utilities’ social media
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Where the industry 
is going
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Over half of utilities plan to improve and enhance 
their social media presence in the next 12 months

Improving and enhancing our overall social 
media presence (56%)

Managing crisis situations (53%)

Creating content and an editorial process (50%)

Integrating social media into a broader customer 
experience plan (41%)

Integrating social media into a broader digital 
communications strategy (34%)

Base: n = 32 utilities. Question S3_6: What are the top five social media issues or challenges you expect to 
focus on at your utility over the next 12 months? Please select up to five. 

© E Source (Social Media Survey 2018)
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Instagram growing in popularity 
among utilities

Stop using

Increase use Decrease use

Start using

Maintain the same use
Don’t plan to start using in next 
12 months

63% 66% 63% 56%

78% 47%

Blog

59%

Communities

Base: n = 32 utilities. Question S1_4: How do you see your utility’s social media usage of each channel changing in the next 12 months? Please drag and 
drop the social media terms (“items”) into the appropriate categories. Note: Only those with more than 40% of utilities choosing that channel are presented.

© E Source (Social Media Survey 2018)

56%



28© 2018 E Source | www.esource.com 28

Utilities don’t feel successful at meeting their 
top social media goals

Base: Varies as shown. Question S3_3: Using a scale of 1 to 10, where 1 means not at all important and 10 means very important, how important is each of the 
following goals for social media to your utility? S3_4: Using a scale of 1 to 10, where 1 means not 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. Note: Responses of “This is not a goal” and “NA” (not applicable) were removed 
from this analysis. Percentages shown are utilities indicating a 9 or 10 rating on a 10-point scale, where 10 means very important or very successful.

Top bar: This is an important social media goal for our utility

Bottom bar: We’re successfully achieving this goal

Protect and 
enhance 
brand 
reputation

(n = 32)                                                                                            81%

(n = 31)                32%

Improve the 
customer 
experience 

(n = 32)                                                                63%

(n = 31) 19%

Increase 
customer 
satisfaction

(n = 32)                                                                     66%

(n = 32)  22%

Establish and 
grow social 
presence and 
network

(n = 32)                                                        56%

(n = 32)                                 41%

Increase 
awareness of 
programs, 
products, or 
services

(n = 32)                                                     53%

(n = 32) 13%

© E Source (Social Media Survey 2018)
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https://www.liveslides.com/download
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https://www.liveslides.com/download
https://www.polleverywhere.com/free_text_polls/ePQlwvN6eLbTaeZ
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Q&A, Discussion
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