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

. Western Washington

- Western Oregon
- East/Central Washington, East Oregon and California

- Idaho and Eastemn Region

= Survey deployed in September 2008
= More than 2,000 residential customers completed the survey
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Residential Segments

1. Green ldealists
2. Practical Idealists

3. Affluent Conservers

4.  Follows the Crowd E]

Disengaged Consumers

Comfort is King

No Interest, No Action

Green Rejecters
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Grouped Segments

= 8 Residential Segments

 Green ldealists
 Practical Idealists >
o Affluent Conservers

Group 2
Somewhat likely to be concerned
with energy efficiency

* Follows the Crowd }

* Disengaged Consumers )

e Comfort is King Group 3

« No Interest. No Action - Least likely to be concerned
L with energy efficiency

 Green Rejecters
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Toolkit Benefits

Put the residential segmentation study to work:

= Gain a better
understanding of your

customers
vowG YouR TS, | = Design or refine your
RESIDENTIAL CONSUMERS "~ ¢ =t =]
g programs

= Create and enhance your
marketing campaigns

= Refine your messages
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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

KEY DEMOGRAPHICS
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Toolkit Content — Participation Preferences

< Residential segments by group

|20 [l 203 [ 20% J23%)
PURCHASE HOME
W‘ HEATING/COOLING SYSTEMS

This category informs programs that

include ductless heat pumps and air
or ground source heat pump upgrades
and conversions.

; J‘ SUSAN RANK SEGMENT
1

2

» Residential segments :
participation by program [
Category 6 COMFORT IS KING

7 NO INTEREST, NO ACTION
8 GREEN REJECTERS
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Toolkit Content — Marketing Preferences

= Submitting rebates
0% 23%

1 Online
2 Postal mail
3 Phone (1-800 number)

= Recelving rebates
B 3

1 Get credit on electric bill

2 Receive check by postal mail

11
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Toolkit Content — Marketing Preferences

= How each segment learns
about energy efficiency -
p rog rams by reg | O n 1 Information included with electric bill

= |_ocal events attended In
last 12 months by region g3

1 Farmers' markets

2 Neighborhood or community events
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Toolkit Content — Shopping Preferences

= Key attitudes about
shopping e

1 Carefully research product specifications,
features and reviews

2 Someone in household does a lot of
do-it-yourself projects to save money

= Stores shopped most in the
past month

1 Discount stores
2 Retail grocery stores

3 Home improvement stores

13



B O N N E V I L L E

P O W E R A b M I N I S T R A T I O N

Toolkit Content — Messaging Guidelines

PRIMARY
1 Save money
2 Control

3 Conservation

SECONDARY

1 Sawve utility money
2 Comfort

Bl KB

PRIMARY

1 Save money

2 Conservation

3 Control

SECONDARY
1 Comfort

2 Save utility money

= Primary and secondary
messages to segments
and groups

14
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Toolkit Content — Lighting and Appliances

= Attitudes towards appliances

= Most important factors when buying a new
appliance

E3 3 B3 B3 B3 23% [l 2% [l 206 [ 20 s

1 It's worth spending more for an energy 1 Cost savings from reduced
efficient electric appliance or device electricity usage

2 Without exception, | want appliances that

are simple to use 2 Positive impact on environment from

less energy
3 It's very important that appliances save ) i
me time and effort 3 Discounts for buying an energy

) efficient appliance
4 It's worth spending more to get the

highest quality appliance available 4 Purchase price for buying appliance

15
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Toolkit Content — Lighting and Appliances

= Appliance rebate awareness vs.
participation
= Number of CFLs in household

E3 3 B3 B3 B3 E3 3 B3 B B3
56% 26% 42%
30%
20%
7%
AWARENESS PARTICIPATION
NONE 1-5 6-10 10+
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—
—

B O N N E V I

Toolkit Content - Worksheet

= Worksheet and sample

STEP 1: KNOW YOUR AUDIENCE

Deetermine your target audiences. You may

T » Copy worksheet for
multiple uses

STEP 2: KNOW HOW TO ENGAGE THEM

* Review sample

be successful with which target audiences,
which events will be most effective, and
which rebate structure will align with your

worksheet

RESULTS

STEP 3: KNOW HOW THEY SHOP

Focus your retail and builder channel
presence and know what other
messaging or communications you
should include.

STEP 4: KNOW HOW TO TALK TO THEM

Choose which messages you should
emphasize to decide on the content hierarchy
within your materials.

17
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Toolkit Content - Index

= Fact Sheets
e Persona and fact sheets

= Tools

* Preferences sections, messaging guidelines
and lighting and appliance information

18



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

E-toolkit

Main Menu

STEP 1:

SELECT TOOLS

Lorem ipsum dolor sit amet,
consectetuer adipiscing elit, sed N AV JILL
diam nonummy nibh euismod

tincidunt ut laoreet lore magna . PERSONA ’

aliquam erat volutpat. Ut wisi

enim ad minim niam, quis nostrud Il PARTICIPATION PREFERENCES p
exerci tation ullamcorper suscipit
lobortis. Ed MARKETING PREFERENCES p

Il SHOPPING PREFERENCES p

Ed MESSAGING GUIDELINES p

Il LIGHTING AND APPLIANCES INFORMATION p

19
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Scenario - Identify CFL Opportunities

= Determine which segments to target

= Review probability that target segments
will participate in a CFL program

= |dentify which target segment will give you
the biggest opportunity

= Create messaging to engage target
audience

20
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Lighting and Appliances Information

NO INTEREST, NO ACTION _

3-2 uf’u 23 u_fo poe 299, 31% 30%
o 9%
23%

NONE 1-5 6-10 10+

GREEN REJECTERS

31% :
ooy, 26%

NONE 1-5 6-10 10+
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Participation Preferences

LIGHTING

O\

LIGHTING APPLIANCES
fhis catogory Intorms programs that This category informs programs that This catogory informa programs that Includa
nclude GFLs, LEDa, lighting fixtures = x) ? clothes washers, refrigerators, freezers,
and shower heads. dishwashers and electric water heaters.
g include CFLs, LEDs, lighting fixtures gl
RESIDENTIAL SEGMENTS ! and shower heads. ’

PARTICIPATION BY g i
PROGRAM CATEGORY s RANK SEGMENT

3

4 FOLLOWS THE CROWD 4 COMFORT IS KING

5 NOINTEREST, NO ACTION 1 5 FOLLOWS THE CROWD
& COMFORT IS KING 6 DISENGAGED CONSUMERS
7 DISENGAGED CONSUMERS 2 7 NOINTEREST, NO AGTION

8 GREEN REJECTERS 8 GREEN REJECTERS

GROUF2

3

HOME ELECTRICITY MONITOR

This cutegory infora progrars e 4 FOLLOWS THE CROWD

a varioty of homo enargy monitor devicos|

* Bagments in Group 1 are always most likaly RANK SEGMENT
to participate in all program categories. When
soess Yot sk ’ 0 INTEREST, NO ACTION
a program, consider including Group 2 and L]

Group 3 to tallor 2
for those harder to reach segments.

4 FOLLOWS THE CROWD E CDMFUHT IS KING

5 COMFORT IS KING

& NO INTEREST, NO ACTION 7 DISENGAGED CONSUMERS

7 DISENGAGED CONSUMERS

8 GREEN REJEGTERS HEEN REJECTERS
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ldentify 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 5th 8th
in CFL Program

Best Segment to Target

23
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B O N N E V I L L E

Green Rejecters: Persona and Fact Sheet

PERSONA: GREEN REJEGCTERS KEY DEMOESAPHICS
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No Interest, No Action: Persona and Fact Sheets

PERSONA: NO INTEREST, NO ACTION

BRIAN
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CFL Opportunity Analysis

No Interest, No Action Green Rejecters
% of Population @ 5%
Own versus Rent 77% own / 22% rent <92(V§own / 8% rent
1_2@ 1-2: 13%
Size of Homes (Number 3: 46% /
of Bedrooms) 4: 7%
5+: 2%
% with no CFLs in
0
Household 16%
Rank for Participating gth
In CFL Program

Best Segment to Target
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B O N N E V I L L E

P O W E R A D M

N

I S T R A T |1

O N

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 1-2: 45% 1-2: 13%
of Bedrooms) 3: 46% 3: 58%
4. 7% 4: 23%
5+: 2% 5+: 6%
% with no CFLs in 16% 21%
Household
Rank for Participating 5th 8th
in CFL Program
Best Segment to Target X
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Il L L E P O W E R A D M I N I S T R A T

BRIAN

NO INTEREST,
NO ACTION

...Is not convinced that it’s his responsibility
to limit his use of electricity. Brian doesn’t feel
it’'s necessary to replace all their appliances or their light
bulbs just to conserve electricity or get a rebate

from their utility.

INDILY ON '1STHIIN N
AIMELNS TYNDSE
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Engage the Target Audlence

How to reach them and what to say

Marketing Preferences Messaging Guides

NO INTEREST, NO ACTION NO INTEREST, NO ACTION

= E3 £ B3 B B

1 Information included with electric bill PRIMARY SECONDARY
2 Mewspaper, radio, or television 1 Save money 1 Control
advertising

2 Save utility money 2 Conservation
3 Comfort

NO INTEREST, NO ACTION

1 Neighborhood or community events
2 Farmers' markets
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B O N N E V I L L E

P O W E R AD M I N I S T R A T I O N

Questions?
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Contact Information

Residential programs: Toolkit questions:
Sarah F. Moore Dana Madison

Residential Lead Marketing Specialist
503-230-4157 503-230-4784
sfmoore@bpa.gov dkmadison@bpa.gov
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