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Promoters

Cautionaries

Why Needs-Based Segmentation?

Coasters
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Energy Is Vital, but Taken for Granted

* No control over energy costs due to structural / economic reasons
« Attitudinal barriers
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Business
Size

Emotions Industry

Building
Type
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Engagement

> 10




upgrade

CALIFORNIA

Description

Engagement/
Motivation to try EM

Share of Sample* . ‘ ' ‘

*Not equivalent to
share of market
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EM Decision-
Making Is Like...

ACCESSORIZING ANEW OUTFIT




THE MOST ENGAGED / MOTIVATED SEGMENT
|

HAVE THE HIGHEST ABILITY
[

THE MOST RECEPTIVE

|

ENERGY MATTERS

[

See EM as a way
to promote the
business

Plan to increase future
energy investment

Have participated in
energy management
program

Say energy has a
large/noticeable
impact on the
bottom line

Small Business Research | Energv Decision-Maker >
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Energy Management Metrics
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EM Decision-
Making Is Like...

HOSTING A COMMUNITY POTLUCK




ENGAGED SBDMS
]

ABLE AND OPEN TO EM

[

HIGHLY RECEPTIVE TO NEW CHANNELS
]

Plan to increase future
energy investment

Say energy is 5%
or more of their
overhead cost
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Strongly believe
that people should
care for nature

Use social media
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EM Decision-
Making Is Like...

REROUTING THE PLANE WHILE ON
AUTOPILOT
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1004 -
MODERATELY ENGAGED
Feel the point of EM is

financial savings

®

A

100%a
WILLING, BUT NOT ABLE Don’t know what

options are available

MODERATELY RECEPTIVE
Browse the Internet

for information

AVERAGE IMPACT Spend more than $1K

) monthly on energy
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EM Decision-
Making Is Like...

GETTING A TUNE-UP WHEN YOUR CAR HAS A FLAT TIRE




EM MAY BE IN THEIR FUTURE Are concerned
® about keeping

business afloat

LOW ABILITY Already use as little
energy as possible
® gy as p

o in EM programs
in the past
ONLY MODERATE IMPACT S g e
large/noticeable
o impact on the

bottom line
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EM Decision

Making Is Like...

TREADING WATER




EM IS AVERY LOW PRIORITY
]

TOO CAUTIOUS TO ENGAGE IN EM

[

NOT AT ALL RECEPTIVE

]

EM IS NOT AN OPERATIONAL PRIORITY
[

10044 -

Believe EM will result

in little savings

Say energy has a
large/noticeable
impact on the
bottom line

Worry about getting
customers in the
door

Trust colleagues and
peers when seeking
information
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Direct Emaill

Direct Mail

Advertising
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Activation Output/Result

Customized
Call Center Action Plan

\ Automated Email
Small Business Registration

Expo ‘V Automated Email

Aztec A\

Sponsorship
Games

Follow Up Email
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Thank you! Download report: http://bit.ly/1jweDZO

For More Info: pamela.wellner@energycenter.org, CSE

Marshall Platt, marshallp@greenberginc.com, Greenberg Strategy
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