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What is
Residential Segmentation?
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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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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 IOU 

territories)
 2000 residential customers
 Regional differences

1. Western Oregon
2. Western Washington
3. Eastern and Central Washington and Oregon (some California)
4. Idaho, 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
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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
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Overview report
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Personalization report
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Detailed findings
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So, what does it all mean?
Using the Segmentation Data

 Identify 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/resseg


