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Snohomish PUD
segmentation efforts
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What did we find out?

SNOHOMISH COUNTY




We’'re not that different
from the rest of the region
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So what?

Data Is only data, now
what do we do with it?
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© Understand
and share the
Information
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® Prioritize the
segments
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© Incorporate Into
strategy and
planning

OOOOOOOOOOOOOOOO




local e renewable e meaningful




clean —» renewable —» bright
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® Find our target
segments
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© Develop our
communications
plans
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® Evaluate and
adjust
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