
1

Demand Flexibility and 

DSM Initiatives 
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About Tata Power-DDL

51:49 Joint Venture 
of The Tata Power Company Limited 

(Tata Power) 
and 

the Government of Delhi 
Formed on 1st July 2002 

North and 

North West 

Delhi  

(510 sq. km) 2.03 

million 

consumers

20 years of 

service

5.9% Loss 

level

TATA Power-DDL’s innovative & earnest efforts has 

reformed the Delhi Electricity service

- Reducing losses from 53.1% in 2002 to 5.9% in 

March 2024.



Demand Side Management – Phases 
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Phase 1:

Awareness and 

Promotion to save energy  

DISTRIBUTED 

ENERGY RESOURCE

Phase 2:

Promoting utilization 

of Energy Efficient 

Appliances

Phase 3:

Enhancing usage 

of Solar, EV, 

BESS, Demand 

Response



Journey of Demand Side Management
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- Inception of DSM in 
TPDDL in 2009 

- Incandescent bulb 
to CFL

- Awareness programs

2009-12

2012-15

- Domestic 

Efficiency lighting 

Program (DELP)* 

with EESL 

2016-18

- Unnat Jyoti by 

Affordable LED for All 

(UJALA) program with 

EESL

- AC replacement 

Program

2021-24

- Introducing BLDC 

Fans 

- Energy Audit for 72 

Industrial Customers

2019-20

- Beyond the Meter 

Offerings: APFC, 

Solar, Harmonics, 

AMC of 

transformer, SEM, 

- DR program

* The scheme was announced as "Domestic Efficient Lighting Program (DELP)" on 5 January 2015, urging   the people to use LED bulbs in place of incandescent bulbs, 
tube lights and CFL bulbs as they are more efficient, long lasting and economical in their life cycle duration.

Phase I-

Lighting Solution
Phase II-

Cooling Solution



Peak Demand – Delhi and Tata Power-DDL
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Behavioral Demand Response (BDR) – An energy load management program

• Seeks to manage electricity demand at consumer’s end by encouraging them to decrease their consumption

• With incentives (Critical Peak Rebate) or 

• With penalties (Critical Peak Pricing) 

Tata Power-DDL was “first” in India to initiate BDR at High Scale

• Extensively engaged with customers

• Assessed capability to Manage peak demand through voluntary 

contribution

Behavioral Shift through Demand Response Programs



Journey So Far: Behavioral Demand Response
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FY 2022

BDR Pilot

2000 Customers Enrolled

7.7 MW Cumulative Load Shed

0.5 MW avg shed/event

FY 2023

BDR Build-up

26,400 Customers Enrolled

(16,000 Resi.+ 10,500 C&I)

85 MW Cumulative Load Shed

07 MW avg shed/event

FY 2025

BDR Fully Matured Program

1,05,000 Customers

95,000 Residential + C&I 10,000 

Customers+ EV Bus Depot

Target Shed: 360 MW

FY 2024

BDR Scale-up

1,01,000 Customers Enrolled

(71,000 Resi. + 24,000 C&I + 6000 

AMR) 

560 MW Cum Load Shed 

35 MW avg shed/event

Study on impact of DR by IIT-

Roorkee. 

Addition of EV bus depotsCreation of own M&V Platform 

Developing communication 

capabilities through My Tata Power 

App- Q1 FY24

YoY Results of BDR

Description UoM FY22 FY23 FY24

Customers Targeted Nos 4,417 64,000 1,33,000

Customers Enrolled Nos 2,044 26,400 1,01,000

Cumulative Load Shed MW 7.69 85.0 560 (Target-300)

Average Participation in an Event Nos 880 7,300 27,050

Minimum & Maximum Participation in an Event Nos 630 & 1,300 4,600 & 11,300 12,250 & 44,850

No. of Events Successfully Executed Nos 16 12 16

Unique Customers Participation Nos 1,990 19,900 91,300



Y-o-Y Performance
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Dedicated Webpage & Information on 
Mobile AppWebpage

•33+ Lacs number of SMSSMS

•5+ lacs number of messagesWhatsApp

2.20+ Lacs number of calls
One to One 

Calling

Engagement with 10+ Residential Welfare 
Associations (RWAs)

Connect with 
RWAs

Customer Engagement



Impact : Y-o-Y Behavioral Change
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• FY22: 1,990
• FY23: 19,900 
• FY24: 91,300

Analysis of Customer 
Participated in FY23 and FY24
N=19,900
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Increase in multiple event participation in CFY without incentive is indicative of  behavioral change



Customer Feedback
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Critical Success Factor
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Pledge for Urja Arpan to create pool of 1 Lakh Climate Conscious Citizens
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Urja Arpan Pledge by 400 Students of 
CRPF School, Rohini

Urja Arpan Pledge by 400 Students of 
Prabhudayal School, ShalimarBagh

Urja Arpan Pledge by 400 Students of IIHM, Pusa
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Customer Engagement with Stakeholders

Customer Engagement

- Digital Campaigns: Weekly engagement on Social Media.

- Physical Campaigns: Regular interaction  through camps, sessions 

and events at Schools,  RWAs and IWAs.

- Media Presence: UA stories on print media.
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