
 

 

What are they thinking?   
Effectively marketing energy efficiency by   

understanding the consumer mindset   

October 5, 2010   
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We are a consumer engagement agency  
that exists for one purpose:  

motivating mainstream consumers  
to make sustainable choices  
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What we do:  
1. Develop smart marketing strategies  

2. Invent fresh creative  
3. Propel our clients’ businesses forward  
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How we do it:  
We extract meaningful insights  

from the market on a quarterly basis  
and apply these insights via our Listen Speak  

process  
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Proprietary research 

• Energy Pulse™ 

• Eco Pulse™ 

• Utility Pulse™ 

• Green Living Pulse™  
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 Six Insights 
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Insight One:  
Consumers are interested in energy efficiency  

(more so than green in many cases)  
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Insight Two:  
Most consumers know less than you  

might think they do  
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Consumers are misinformed and confused. That   
stops them from making more energy efficient  

choices.  
You must wake them up.  
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Insight Three:  
Importance doesn’t always  

equal action  
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Insight Four:  
Most people don’t go green to save the planet  

and they don’t buy energy efficient products just  
to save money  
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You want to appeal to deeper drivers:  
Comfort  

Convenience  
Peace of mind  

Control  
Fear of wasting  

Aesthetics  
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Insight Five:  
There’s a lot of power in the ENERGY STAR brand  
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Washing Machine Conjoint Analysis 

• Capacity: standard capacity and extra-large 
capacity 

• Color: white, silver and black 

• Energy efficiency: with and without ENERGY 
STAR 

• Loading style: top-load and front-load 

• Extra features: ultra-quiet motor and hand wash 
cycle 

• Brand: Whirlpool®, GE and Maytag 

• Price: $399, $699 and $899 
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Television Conjoint Analysis 

• Size: 52”, 42”, 32” 

• Price: $599, $1,199, $2,500 

• Energy efficiency:  “Super” ENERGY STAR, 
ENERGY STAR and no ENERGY STAR 

• Fromat: LED, LCD, Plasma 

• Brand: Sony, Samsung, Vizio 
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Insight Six: 
There’s a very specific target audience to focus on 
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Green Living Pulse™ 2010 Consumer Segments 
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Ac#ves:	  28%	  of	  Americans	  
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• 	  Somewhat	  more	  likely	  to	  be	  female	  

• 	  Most	  are	  age	  45–54	  

• 	  Well	  educated	  

• 	  High-‐income	  

• 	  Ethnically	  diverse	  	  
	  	  (significant	  	  Hispanic	  populaCon)	  

• 	  Children	  living	  at	  home	  
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Seekers:	  27%	  of	  Americans	  
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• 	  Equally	  likely	  to	  be	  male	  or	  female	  

• 	  Slightly	  younger	  than	  AcCves	  
• 	  Average	  educaCon	  level	  
• 	  White	  collar	  and	  middle-‐	  to	  upper-‐income	  	  

• 	  Homeowners	  

• 	  Married	  with	  kids	  at	  home	  
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Which message would best convince you to reduce 
your energy use? List of test messages: 
•  Control/financial security: When you make changes to use less 

energy, you can feel more financially secure since you’re better 
controlling your energy consumption and expenses.  

•  Don’t waste: We’re living in a time when using less energy is 
growing in importance. It feels right to be responsible—to do your 
part and not be wasteful. 

•  Protect the environment: Reducing your energy consumption is 
one of the most important things you can do to help protect the 
environment. When you use less energy, you’re helping to slow 
the impact of the climate crisis and conserve natural resources. 

•  Energy independence: Conserving energy is one of the most cost-
effective ways to make our nation more energy independent.  If 
we reduce our energy consumption, we reduce our need for 
foreign oil and more expensive alternative energy sources.  

•  None:  None of these messages would help convince me to 
reduce my energy use. 
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Conclusions 

•  On the surface, consumer interest in energy 
efficiency is strong  

•  But they know less than you think they do  

•  It's not enough to get them to think EE is important; 
importance and action are two different things 

•  In fact, rational explanations aren't enough to move 
them -- you must also have an emotional play  

•  There is a lot of power in the ENERGY STAR® brand  

•  There's a specific target audience to focus in on and 
specific messaging they respond to 
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Questions 
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Thank you! 

Suzanne Shelton 
865-524-8385 

sshelton@sheltongroupinc.com 
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