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Residential Segmentation 
Toolkit 

A resource for you!
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Overview


 

Background & research summary


 
Toolkit contents


 
Example scenario using toolkit
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Research Background


 

Objective: Better understand regional residential 
customers’ attitudes and behaviors regarding energy 
efficiency


 

Goal: Inform and design better program and 
marketing strategies to increase regional energy 
efficiency


 

BPA Energy Efficiency leveraged segmentation 
work done for Puget Sound area to conduct 
research for public power service territories
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Regions



 

Survey deployed in September 2008


 

More than 2,000 residential customers completed the survey
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Residential Segments

5. Disengaged Consumers

6. Comfort is King

7. No Interest, No Action

8. Green Rejecters

1. Green Idealists

2. Practical Idealists

3. Affluent Conservers

4. Follows the Crowd
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Grouped Segments


 

8 Residential Segments

• Green Idealists
• Practical Idealists
• Affluent Conservers

• Follows the Crowd

• Disengaged Consumers
• Comfort is King
• No Interest, No Action
• Green Rejecters

Group 1
Most likely to be concerned

with energy efficiency 

Group 2
Somewhat likely to be concerned 

with energy efficiency

Group 3
Least likely to be concerned 

with energy efficiency
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Toolkit Benefits



 
Gain a better 
understanding of your 
customers



 
Design or refine your 
programs



 
Create and enhance your 
marketing campaigns



 
Refine your messages

Put the residential segmentation study to work:
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Toolkit Content Overview


 
Segments of BPA Population
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Toolkit Content – Persona and Fact Sheets


 

Key information about segments
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Toolkit Content – Participation Preferences

Residential segments by group

Residential segments 
participation by program 
category
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Toolkit Content – Marketing Preferences


 

Submitting rebates


 

Receiving rebates
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Toolkit Content – Marketing Preferences


 

How each segment learns 
about energy efficiency 
programs by region


 

Local events attended in 
last 12 months by region
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Toolkit Content – Shopping Preferences


 

Stores shopped most in the 
past month


 

Key attitudes about 
shopping
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Toolkit Content – Messaging Guidelines


 

Primary and secondary 
messages to segments 
and groups



B     O     N     N     E     V     I     L     L     E         P     O     W     E     R         A     D     M     I     N     I     S     T     R     A     T     I     O     N

15

Toolkit Content – Lighting and Appliances


 

Attitudes towards appliances


 
Most important factors when buying a new 
appliance
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Toolkit Content – Lighting and Appliances


 

Appliance rebate awareness vs. 
participation


 
Number of CFLs in household
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Toolkit Content - Worksheet


 
Worksheet and sample

• Copy worksheet for 
multiple uses

• Review sample 
worksheet
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Toolkit Content - Index


 

Fact Sheets
• Persona and fact sheets 


 

Tools
• Preferences sections, messaging guidelines 

and lighting and appliance information
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E-toolkit
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Scenario - Identify CFL Opportunities


 

Determine which segments to target


 
Review probability that target segments 
will participate in a CFL program


 
Identify which target segment will give you 
the biggest opportunity


 
Create messaging to engage target 
audience
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Lighting and Appliances Information
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Participation Preferences
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Identify Segment with Largest Opportunity 

No Interest, No Action Green Rejecters

% of Population

Own versus Rent

Size of Homes (Number 
of Bedrooms)

% with no CFLs in 
Household

Rank for Participating 
in CFL Program

5th 8th

Best Segment to Target X
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Green Rejecters: Persona and Fact Sheet
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No Interest, No Action: Persona and Fact Sheets
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CFL Opportunity Analysis

No Interest, No Action Green Rejecters

% of Population 24% 5%

Own versus Rent 77% own / 22% rent 92% own / 8% rent

Size of Homes (Number 
of Bedrooms)

1-2: 45%
3: 46%
4: 7%

5+: 2%

1-2: 13%
3: 58%
4: 23%
5+: 6%

% with no CFLs in 
Household 16% 21%

Rank for Participating 
in CFL Program 5th 8th

Best Segment to Target
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No Interest, No Action Segment shows 
Most CFL Opportunity

No Interest, No Action Green Rejecters

% of Population 24% 5%

Own versus Rent 77% own / 22% rent 92% own / 8% rent

Size of Homes (Number 
of Bedrooms)

1-2: 45%
3: 46%
4: 7%

5+: 2%

1-2: 13%
3: 58%
4: 23%
5+: 6%

% with no CFLs in 
Household

16% 21%

Rank for Participating 
in CFL Program

5th 8th

Best Segment to Target X
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Engage the Target Audience 
How to reach them and what to say

Marketing Preferences Messaging Guides
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Questions?
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Residential programs: 
Sarah F. Moore 
Residential Lead 
503-230-4157 
sfmoore@bpa.gov

Toolkit questions: 
Dana Madison 
Marketing Specialist 
503-230-4784 
dkmadison@bpa.gov

Contact Information
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