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What Is
Residential Segmentation?




B O NNE V | L L E P O W E R A-D M I NI S TRAT 1 O N

UNCOVER groups of similar customers

With similar attitudes, behaviors and needs
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IDENTIFY how many in each group
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PRIORITIZE high-value groups
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UNDERSTAND their behavior and
RESPOND with strategies/tactics
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Save money & energy every month
Install a new ductless heating/cooling system!
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What is the BPA
Residential Segmentation
Research?
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Background

» Independent market researcher
» Leveraged methodology used by Puget Sound Energy

= Entire BPA region (excluding Puget Sound area and 10U
territories)

= 2000 residential customers

» Regional differences
1. Western Oregon
2. Western Washington
3. Eastern and Central Washington and Oregon (some California)
4. ldaho, Montana, Wyoming, Nevada and Utah
5. BPA Region as a whole
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What does it mean to me?

» Provides BPA customer utilities localized information about
their residential customers to assist in:
— Developing new residential energy efficiency programs and
services
— Improving design of existing programs
— Developing more informed marketing strategies
— Improving targeting of customer communication
» What does this mean for your utility?
— Insight into how to best market energy efficiency to your
individual retail utility customers
— Opportunity to benefit from BPA marketing efforts
— Opportunity to share in marketing efforts with other utilities in
your region.
» What does it mean for Energy Efficiency? -> Greater

participation by retail utility customers, resulting in greater

energy savings
SdVE§
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What’s included for each region:

1. Overview report
— Research background
— High-level information about each segment specific to your
region
— How to use to information to prioritize segments, develop
programs for and message to each segment
2. Segment personalizations
— Demographics, personas and psychographics for each segment
— Segment implications: marketing efforts, potential load impact,
receptivity to conservation effort
3. Detailed findings

— More in-depth demographics and psychographics including
actions and attitudes about energy efficiency, utility, purchase

decisions
SdeVEi
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Overview report

BPA, ID,MT,NV,UT,WY Region Segment Summary

Browns
With No
Interest

The result of this research
was eight segments,
roughly separated into
“Greens” and “Browns”

Browns
With Other ___

Priorities Idealists, 12%
Duung:uu
ConsUMmers,
'||' ¥

Follows The
Crowd, 11%:

Practical
Idmalists, 23%:

Greens
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Overview report

BPA, East/Central WA/OR & CA Segment Summary

The result of this research
was eight segments,
roughly separated into
“Greens” and “Browns"

=

Greens Follows The Browns
36% Crowd 15% 49%
| I |
| No Interest Other Priorities
Green Practical Affluent Disengaged MP?JTEET.II' Eco Rejecters Comfort
Idealists 10% Idealists 20% Conservers 6% Consumers 8%  pgo; 6% Is King 10%
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Overview report

Customer Segments — The Greens

m Green ldealists, 12%

o Most concemned with consemving, controdling energy use and costs, the environment and the
enviranmental impact of energy use

a Very aware of connection between conservation activities & their role in protecting the
environment

0 “Green” utility is very important; most positive opinions of their local wtility; walling to accept
higher cosis for utility's green aclivities

1 Conservation aclivities are higher overall than any other segment, though similar to the other
“Green” segments; most ikely to notice any savings realized from energy efficiency actions
faken

g Express most interestin “new programs” tested in the survey

O Majority are women; one of segments with lowest income, smaller homes than most, 209
largest proportion of renters, low natural gas penetration compared 1o most other segments

m Practical Idealists, 23%

O ‘Very concerned with conserving, controlling energy use and costs, the environment and the
environmental impact of energy use (slightly less so than Green |dealists)

O Very aware of connection between conservation activities and thelr role in protecting the
environment = bul, slightly less so than Green ldealists

O Level of conservation activities very similar to the Green ldealists, though levels of participation
in rebate programs slightly below Green |dealists

o “Green" utility is very impartant {though slightly less go than for Green |dealists); impressions of
their local wtility slightly less positive than Green ldealists, though still in the satisfactory range

g Interest in new programs strang, but lower than for Green ldealists

O Significantly larger proportion of home awners (1005¢) than the Green ldealists; homes are
larger than maost seegmenis
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Overview report

Segment Prioritization is the First Step in Implementation
ID,.MT,NV,UT,WY Region
Green Practical Affluent Follows the Disengaged Comfartis Ho Interest Eco
dealisis Il malists L.nASENRIS Lrmiel LinsEInRis Kimg Mo Achinm Hrjrcines
Share of 1D, MT, KV, UT, WY :
Clra oM aTs 12% 21% T 1% I'% 12% 2% T
Ebectrici [/ potential
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Consercation’ Degree of L ] < ] i | i ] (] i ™ R
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Poidaton| ® 2 2 » D D ™ ™
Inderest im New EE Programs » [ 1 o i ] L] ™ e i}
Fumarennaas o’ Partkel pating e
in Rabato Programs| @ » » > 9 b > »
CFL Murchase and Lse ¢
vl | ° . > D o ™ ™
Other EE Activities [ ] [ ] - i ] i | i | ™ i
High e Lire
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Personalization report

Practical Idealists
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Personalization report

Segment Implications -
Practical Idealists

i T
i

— TR

Marketing Effort
U One of the easiest segments to market to, second only to the Green |dealists,

Practical Idealists would be receptive to a variety of messages from the
importance and social responsibility of energy conservation to cost savings.

Potential Load Impact

O Houses in this segment are larger than most, with more all-electnc homes, and
perceptions of energy bills are higher than many segments. Furthermare, this is
the largest segment in the region, all of which suggests more patential
conservation behaviors or end uses that could be impacted

Penetration

O There's a good deal of interest in home weatherization pregrams, and programs
that install a device for monitoring electncity use, and patential for participation

Going Forward

0 This segment's history of engaging in energy efficiency behaviors suggest they
will be likely to continue doing so in the future, making them a lucrative segmeamt
in terms of energy savings.

O Aswith the Green Idealists, marketing to the female head of the househald may

be most effective since again it appears they have sole responsibility for many
energy related decisions

Slide 16



Detailed findings

Practical Idealists
EE Activities

B0% (71%) bought CFLS

2% (79%] bought EE apgliance
of thioae who purchased any

large appliances in the past 12 montha

# of CFLs in HH

B hose
Hitah

-
W bo W Iy
o110 ar mara

Mheis B4

56% (53%) are aware that electnic utility offers
appliance rebates.

26% (2T%) of HH's aware of electric utility
appliances afzo paricipate in them.

BE%Y, (449%)

noticed savings s) Do Other EE

Irom EE actions
taken

Rebate Submisaion Preference

Crling
Proatal rmail
Frasrv (1-300 mambary

Rebate Recening Preference

Gl credit on electric bil
Recers check by postal mail
Elscinanic woudher far uss on anne purchases

Activities [other than Rebata
Programs & CFLs)

Replacement Responsibility

{Among Rentars)

Ll pel!
L {11 Property Owrer

Bulbs in Home | T (55%:) 7% {41%)

Fintures in Home | 11% (5% B B

Air Conditiones | 0% [B%) 005 (92%)

Waber Heater | 17% {28%) 3% (T2%)
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i
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Detailed findings

Practical Idealists
Purchase Habits - Appliances

Attitudes Related fo Energy-Using Appliances [Q21)
{3-107% Top Box “Strengly Agrea}

Combort [ Innovation

It's very important thal applances save you time and effor
The most importan thing aboull a healing or AC aystem & comfon
Prafar customizatia products that can mest exact neads

Abways purchase Ihe mosl advanced products and lechnologies
o ensure they do not became obsolele loo soon

Sirmplicity
Without exceplian, wan! appliances that are simple o use
Cost vs. Cuality and the EE Trade-off

It's impartant bo use less enengy in your home sa thal you can
lewwar your monthly expenses

I's warth spending mare for an EE elkectic applance or devies
It's worth spanding more io gat the highest quality available

A% (5%
3%, (3%
25% [28%)

21% (17 %)

53%, [4A%)

T1% (53%)

5T, (38%)
3% (26%)

lfost Important Factors
When Buying a Mew

Appliance
10% Teg Ay
Cost savings fram -
reducad akeciioby |5~.
ushge
Posire impact on £
anmvironmant from bess ":E"E-il

By

Purchaze price for  48%
buying applianca (450

Discounts far buying an A5

EE appliance  {40%)

Cost Envircnment
Savings Benefits
v

4y

5%, (B6%)

o

449 (34%)
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Detailed findings

Practical Idealists

Conservation: Is It Worth It?

Actions Perceived to be Major Gontribartors to Protecting Environment (223)

[3-10% Top Bax “Makes a Major Coptributian™)

Resycling paper, cans, boties and plastics

Inglalling addlionsl of upgraded inaulation of windows
Setting heating and cooling termestats o wuse less enongy

Using mass frans® irsbead of driving

Replezimg regular light buls and feluras with EE onas

Repkecing major appliances with more enengy-efficenl cmes

Dtvireg ain alactrictnynd gae-olacine wohicls

Canvarting alestic or fual oil haaling ta nabural gas

BO% (B0%)
B (5%
6% (dE%)
G5% (8%
EZ% (1%}
5% (3%
5% (36}
21% {1 8%}

29 (20
did NOT o : Ay actions
as 3
MAJOR CONTRIBUTICN

Toiwcard pr g the enironment

Important for utility to do X —
even if it costs more

Operate business ina
complataly

E2% [(40%)
Opinions of Ovwn Utility - “How important is it Ehat youwr utility is ... 7" {@31) E\;mnm-rlalhﬂnnndrr
{B-10r% Top Box “Strongly Agren”) Dia everything possible b
& company wall prepared for emangancks, ke storms and nabural disasiars &1% (S2%] supply Glean, repews ble T (S0
..& campary Bhal actively sncourages cushormem ba uss ensgy manes sficently Sal % (3] S
... compary that understands and cares about the needs of the local community 55% (45%) Encourage Conservation
@ cxmparyy Ehal ofers (s custamens Tair and rmagerable rates 53% (43%) Activaly ancourage
" . 6] o o e pia ke .
...an envircnmansaly respansible company 48% [(37%] :::I;f.':d W‘:ﬂﬂg T Brew e
.. @ redibia Infomation sourse Tor the community on EE'grean power progrants 47% (35%] FrOgrams
... comparry thal makes & sasy to get nformation about its EE programeieerices. A% (37%] Have Online Options
... comparny that actively promobes programs o help customers save money 43% (35%) [T ——
options for cuplomers an 0% [15%:)
ehawm in po F MFA [ner-Fuges Soond A | cosismar bams ther I.I‘I:II‘t:.l = welmie
KOme (VBT | [ IDETaDeS rapresem the ounem segreesi
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Ranidantial Segrentrbon Resaarch
Fags 35
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Detailed findings

Practical Idealists

There are small differences in the segment profiles across sub-regions

Western Oregon Region

= Practizal Idealists in this region differ from all Practical |dealists
in their parcentage living in an uizan ares and their lewear AC
usage. More also Fave a posl-lour-year colege educalion and
are mare gware of their uliity's appliance rebates, Bul few have
received & CFL rebale (if aware and paticipaling).

jiEdH (3%} Uirkan dweling
L JEM [41%) Liss BT o homa
I [20%) Have g posl-Mous-pesr colegs aducalion
Encrgy EMaency ARludesosmuncaionslocnl Evenis Abended
T1% [B6%) Aware utikly offers appliiance rebales
7% [31%) Rersaivied & a babe Tor CFL'S [f awane and particinating)
oy Td% [E2% - (B-104 ‘Stronghy Agrea’ iPe impanan for their diikty o
- e A IR N A Earon menla - Tiend y ey
47% X% Have atended & fome snd gasden of SHOorsmesn s shoay in
thie =t 12 maonths

Western Washington Region
+ Practical Idealists in this region diffar slightly from all Practical
Idealists in their percentage BWng in an whan area.

i

Hirrw Darnographics
BT 4% (31%) Urban dwalling

ldaho and Eastern Region
= Practical Idealists in this regicn differ from the total popuation
of Practical |dealists in ther percentage Iving in & rural area
and their lower home elecricity usage.
Hipme Diem oot prics
100% [BE%) Ruml dwaling
j_izm [82%} Us= edecinicity & their primany ho=e hesang fuel
'L B [77%} Use cleoinciy a8 ther primary waler heaber fus
EY w2 &D a7 homa
0% [41%) Liga &C a1 b

Ensrgy EMpency SRiudes FLocy Everrs AIEnded
4% [BU%) = [B=10} “Srong hy Agres e long ferm Srest ol ploosl
. warming and chmate ofange is real and polentially cabasirophic
i o] E8% [ED% ) — (Top B B-10) Think thal recychng papar, cans
= bolles and plaslios Sakes g Sajor condib lon kesed he
e ronmeent
2% [44%) Afended & rodes o county far in e ksl 12 monts

East/iCentral WA, East OR and CA Region

+ Fractical idealists in this region differ from the total population of
Fractical ldealists in their parcentage living i a nural area and
their higher AC usage.

R Homa Damegraphics
B5% (BBN) Rural dvaling
B (1) Use BC in (hair heem

Bonrerale "ossar Admonn tabon
Mk il | 5 r i b Bos S debaarch
Harch 3009

%Mmmtum

Fiags 34
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So, what does it all mean?
Using the Segmentation Data

» ldentify what your utility believes to be the best targets for energy efficiency
program marketing (taking into consideration a number of possible variables,
such as size, the potential load they represent, likely receptivity to energy
efficiency, etc.).

— This is an important step as organizations often do not have the bandwidth to pursue all
possible segments at once and there may in fact be segments deemed not worth the
effort or money to try to reach.

= Determine to what degree the most desirable customer segments can be
uniquely targeted vs. a more general approach (targeting all the “Greens” but
not the “Browns”).

— Again, some organizations will simply not have the bandwidth to approach each
segment uniquely, necessitating they group some similar segments.

= Begin to understand the types of messages / positioning and channels that will
work best to reach these customers. Some of these have been identified in the
regional Personalizations Report.

» Determine what, if any, energy conservation programs could be modified or
created to make them more attractive to the best energy efficiency target
customers.
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How to get the study

www.bpa.gov/go/ressegd




