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Customer segmentation is the practice of dividing a customer base into groups of 

individuals that are similar in specific ways relevant to marketing, such as age, gender, 

interests and spending habits.

EPA ENERGY STAR set out to develop their own customized customer segmentation to:

1. Improve our own marketing efforts.

2. Support your marketing efforts.



Å Claritas provides market data through direct, original consumer research and provides a 

unique methodology for analyzing that data through their Prizm Premier segments, which 

groups customers by demographic data, lifestyles, shopping behaviors, and media use. 

ï Household Demographics

ï Sports & Leisure

ï Items in home

ï Environment

ï Energy

ï Radio, Telecom, and TV. 

ï Geography (DMA)



Methodology

Å Focused on two audience behaviors:

ï Households that own energy-saving appliances and households that intend to purchase energy-

saving appliances within the next 12 months.

Å Like-minded PRIZM Premier Segments were bundled based on these behaviors.

Å Data was analyzed for high level findings and market, media & messaging insights.

Å Count & Index are used to determine the likelihood of a target audience to exhibit a specific behavior. 

Count describes the population your target is measured against, while Index compares your target to the 

average person. 

ï An index of 100 indicates a segment or segment group is no more or less likely than average to use 

a product or exhibit a behavior. 

ï The higher the index is over 100, the higher the usage rate.

Terminology
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Low Index Consumers

Å Our Shades of Cyan target 

segments represent exactly half 

of households across the country.

ï 123,914,051 households!



60

80

100

120

140

160

Old School
Blues

Green Blues Bettering Blues New Blues True Blues

Target Index

Energy Savers

Energy Intenders

Target Audience Count: Energy Savers vs. Energy Intenders



Market Opportunity





TRUE BLUES



Children in 

Household:

1-3

25-54
Age

Undergrad/

Graduate 

Degree

Mostly 

Homeowners

Value: $150K+

HH Income: 

>$75K

Full Time ï

Business/Chief 

Executive
Married

Ethnicity: 

Predominantly 

Caucasian, 

Hispanic, & 

some Asian

Total Household 

Count: 8,921,335 

of 123,914,051

Neighborhood: 
Suburb, Small Town, 

Exburb, Major City



TRUE BLUES

Snapshot: Mark & Jennifer

Å Mark & Jennifer are in their early 50s and live in Washington, DC with their 3 children

Å Mark & Jennifer are both lawyers and they have just purchased a second home in Hilton Head, SC. Two out of their three 

children are in college, the third is a senior in high school. 

Å They like to golf together and go hiking and camping on the weekend with their kids.

Å They shop on Amazon and at Crate & Barrel and Loweôs for most of their home needs. 

Å They are heavy radio listeners, Mark listening mostly to sports and classic rock and Jennifer listening mostly to the news 

and Top 40.

Å They have cable, but also subscribe to Netflix. They donôt watch much TV, but they do enjoy award shows, sports, HGTV 

and The Bachelor.

Å They are politically active and like to stay informed locally and nationally, which is why they use the internet to get a wide 

variety of news

Å They engage in energy saving activities, such as recycling, buying eco-friendly products and organic food, and donating to 

environmental causes.



TRUE BLUES

Using the Data to Target ñMark & Jenniferò

Messaging

Å Environmental responsibility and 

preserving the environment for their 

childrenôs future

Å Smart, thoughtful messaging

Visual Cues

Å Family imagery

Å Active lifestyles

Å Ethnically diverse

Å Well kept middle/upper-class homes

Media

Å Digital Media 

ï Paid Search: Google

ï Digital display ads

Å Radio

Å TV



TRUE BLUES

Using the Data to Target ñMark & Jenniferò



NEW BLUES



Children in 

Household:

1-4

25-44
Age Range

Undergraduate 

Degree
Home Value: 

$100-199K
HH Income: 

>$40K

Full Time ï

Business/

Management

Married Ethnicity: Black 

& Hispanic

Total Household 

Count: 11,090,119 

of 123,914,051

Neighborhood: 
Suburb, Small Town, 

Second City, Major 

City



NEW BLUES

Snapshot: Angie & Jorge

Å Angie & Jorge are in their early 30s, and living in Atlanta, GA with their two children.

Å Angie & Jorge have bachelorôs degrees, and Jorge is applying to business schools to get his MBA. Jorge is an Account Manager at a 

tech company, Angie is an RN. 

Å They recently had their second child, and lead very busy lives between their jobs and two children under the age of 3.

Å They enjoy working on their home and yard and are renovating everything as they plan to sell within the next 5 years.

Å They both love jogging, hiking, and camping and Jorge plays in a recreational basketball league once a week. 

Å Other than the NFL and some professional soccer, Jorge doesnôt watch much TV, and Angie will sometimes watch reality TV through 

their streaming service. However, they do go to the movies when they can for date nights. 

Å They shop at Home Depot, Samôs Club, and Target, and Angie does a lot of online shopping for beauty products, home accessories, 

and electronics. 

Å They spend a lot of time on the internet reading news, listening to regional Mexican music on Pandora, and managing their finances. 

Å They buy, and are willing to pay more for, eco-friendly products. They also recycle regularly and buy organic food.



Messaging

Å Smart, Tech Savvy messaging

Å Financial and social importance of saving 
energy

Visual Cues

Å Young, ethnically diverse family, couples

Å Urban and suburban

Media

Å Digital Media

ï Social Media: Facebook, Snapchat, 
Instagram, and Twitter

ï Paid Search: Google & Bing

Å POP: Wal-Mart, Loweôs, Home Depot

Å Radio

NEW BLUES

Using the Data to Target ñAngie & Jorgeò



NEW BLUES

Using the Data to Target ñAngie & Jorgeò



BETTERING BLUES



Children in 

Household:

1-4

18-54
Age Range

High School 

Diploma/Some 

College

Mostly Renters
HH Income: 

< $40K

Mostly 

Unemployed
Single or 

Divorced 

Ethnicity: Black, 

Hispanic and 

Caucasian

Total Customer 

Count: 12,063,963 

of 123,914,051

Neighborhood: 
Suburban, Second 

City, Rural, Major 

City, Small Town



BETTERING BLUES

Snapshot: Kayla

Å Kayla is a single African-American female in her late 20s, living with her 3-yr-old daughter and sister and in Los Angeles, CA. 

Å Kayla attends her local community college. She is also a hairdresser.

Å She splits rent for her $2,000/month apartment with her sister who helps take care of her daughter.

Å Kayla doesnôt have much leisure time as she is usually busy working or studying, and all of her free time is spent with her 

daughter so she doesnôt watch much TV. 

Å She has a computer for her studies, but uses her phone for posting pictures of her and her daughter on Instagram, dating 

sites, and texting her friends and family. 

Å Kayla does not have much disposable income, and what she does have goes towards her education and he daughter. She 

occasionally purchases scratch tickets, but does not often take financial risks as she canôt afford to.

Å She purchases energy saving appliances and air dries her clothes when she can for the cost-saving benefits.

Å Kayla is looking to improve her and her daughterôs life and would like to continue her education, get a better paying job, and 

move into a place of her own. 



Messaging

Å Investing in the future, bettering yourself and life for 
your child

Å Getting the most out of your paycheck, making your 
money go further

Å Informational and direct ïwhat are the benefits?

Visual Cues

Å Young, ethnically diverse singles or couples

Å Urban environment or campus

Media

Å Digital media

ï Social media: Facebook, Instagram 

ï Mobile display ads

Å POP: Wal-Mart & Kmart

BETTERING BLUES

Using the Data to Reach ñKaylaò



BETTERING BLUES

Using the Data to Reach ñKaylaò



WHERE ARE THEY?



Market Potential: All Energy Intender Targets



Market Potential: All Energy Saver Targets



Using Segmentation Data 

1. Determine the designated market area (DMA) your utility 

operates in

Å Example: Entergy Arkansas - Little Rock, AR

2. Determine which of our five ENERGY STAR target 

audiences are represented in that market, based on how 

high each segment indexes.

Å As illustrated below, Striving Conservationists have 

a much stronger presence in Little Rock than other 

groups, providing Entergy Arkansas and effective 

target on which to focus.

3. Once your audience has been identified, use the 

recommended messaging and media channels identified 

in this study to effectively communicate with them. 

Little Rock, Arkansas 

Segment Index 

Sustaining Seniors 66

Established Environmentalists 78

Conscious Conservers 51

Aspiring Energy Savers 67

Striving Conservationists 195



Shades of Cyan Customer Segmentation Toolkit 

Å Beginning Spring 2019, all ENERGY STAR partners will have access to the Customer 

Segmentation Toolkit, available at www.energystar.gov/products/tools_resources, 

including:

Å A deeper dive into behavioral data for all five customer segments.

Å Sample messaging and media recommendations for each segment.

Å Geographic data for each segment at the DMA level.

Å A white paper outlining the findings of this data.

Å Our plan is to update this data and revise the toolkit in the next 2-3 years in order to 
maintain accuracy and efficacy. 

http://www.energystar.gov/products/tools_resources
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BETTERING BLUES



BETTERING BLUES


