Our study found that

few residential
consumers are familiar
with ways to implement
energy efficiency and
load management, and
even fewer are familiar
with ways that their
energy companies can

help in their efforts.

When it comes to increasing participation in energy-efficiency and load man-
agement programs, which consumers are the most likely prospects? What
program messages will have the most appeal for key segments and which
energy-related products and services are key segments most likely to pur-
chase? Not all customers have the same perceptions and behaviors when it
comes to using energy, so it is important for ESPs to identify and profile the
most attractive customers to improve their participation rates.

Get to know your customers

The study, conducted in spring 2002, identifies five segments of residential
energy users. Each segment exhibits specific attitudes and behaviors regarding
energy efficiency, managing their energy loads, and the environment. The
five segments, from largest to smallest in population, are: Money Savers,
Convenience-Oriented, Concerned, Disbelievers, and Conflicted. The E source
report profiles respondents in each group by demographic characteristics
such as age, income, education, Prizm™ clusters, and family and home size.

Do you mean turn off the lights?

Our study found that few residential consumers are familiar with ways to
implement energy efficiency and load management, and even fewer are
familiar with ways that their energy companies can help in their efforts.
The Money Savers segment offer the most potential to energy service
providers (ESPs) as they express the highest interest in energy efficiency
products and services and in participation in load management programs.

Residential customers are not very familiar with ways they can use energy
more efficiently or ways their ESP can help them.

Familiarity with ways your
energy company can help you
use energy more efficiently to

lower your monthly bill

Familiarity with ways to use
energy more efficiently to
lower your monthly bill
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Average score on a 10-point scale where 10="extremely familiar”
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Tell us how you really feel

This report identifies the segments that are most likely to implement energy efficiency
practices and/or participate in voluntary load reduction programs. “Target consumers”

believe that efforts to use less energy are worth their time and effort, consider their

energy provider to be the most reliable source of that information, and have already

taken steps to learn about the topic—all of which dramatically reduce the barriers to
participation.

Level of agreement with a few energy statements—total sample
These are only a few of the attitudinal statements recorded in this study.
Responses to such questions were a factor in identifying customer segments.

Trying to use less energy is not worth my time and effort [T
| spend time thinking about energy I
and how to use it more efficiently

It is worth it in the long run to buy appliances .

and equipment that use less energy

Each of us should make a concerted effort to use less energy [
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Average score on a 10 pt. scale where 10 = “strongly agree”
SOURCE: E source

How to use the data

Being able to identifying target groups for program participation is a key to any
marketing initiative. The value of this report is fully recognized when you are able to
apply the data findings to your own customer base. We will provide you with the
complete dataset and our recommendations on ways to augment your internal data-
bases to maximize your target marketing initiatives. Having an understanding of your
customers” individual needs will allow you to communicate strategies that focus on
different messages for each group.
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