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Market intelligence

Values
WHAT IS IT? Preferences
Understand...

Motivations
Information ‘
gathered and WHY IS IT IMPORTANT? .
analyzed to... Barriers

Outreach

Develop... strategies




Get to know your audience

PRIMARY RESEARCH SECONDARY RESEARCH
e Surveys e Residential data
 Focus groups e Commercial data

e |nterviews




Put your knowledge to work

Identify
target
audience

Identify
perceived
barriers

Design
program

Develop
segment-
specific
visuals

Create

value-

driven
messages

Determine
market
approach

END GOAL

Use the power
of social norms to
activate behavior

change among

audience



Residential case study: Boulder County

FINDINGS..

e Consumers respond to
energy-efficient messages
they relate to and value

e Homeowners tend to

MARKET INTELLIGENCE overestimate the energy

Primary and secondary research BNTEIR0E) O il NeTss

e Costis a barrier, but
rebates can help

SMART _
/ Your Efficiency Solutions P Th ere is a nee d f or

personalized assistance
and guidance




Market intelligence in use

SOCIAL

MARKETING

VALUE
MESSAGES




Example 1: Value message — one size does not fit all

Energy
Independence
Local Jobs
Knowledge,
Info/Smart

Residential Groups
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Easy, Convenient
>4l Global Environment

Churches/ Congregations XX XX XX X X XX XX X XX

XX X XX X Varies Varies X XX X XX
XX X XX X Varies Varies X XX X XX

XX X XX XX Varies Varies X X X XX




Example 1: Value message — continued

Local Jobs

Residential Customer
Attributes

Energy
Independence
Knowledge,
Info/Smart
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X XX XX XX Varies Varies X X XX XX

Moderate Income XX XX XX X Varies Varies X X X XX

Older, Retired XX XX XX XX  Varies Varies XX X X XX
Middle Age, with Kids XX X XX XX X X X X XX XX

High Tech, Gadgets X X X XX X X X X XX XX

Landlords, Property
Managers




Example 2: Social marketing — strategic emphasis

See Jane Retrofit

Jane finds her
gardening
group on the
portal and
joins it

Carla’s friends Carla's neighbors T Go to “See Ricardo Retrofit”
Comments Jane Recommends Jane’s husband’s
about BB @ calls Energy business
BB on Concierge Smart sweep does Energy
Facebook @ to her Smart sweep,
boss, Ricardo learns about BB
who owns a
restaurant
<5 2
. —
ec™ L)
Jane’s Carla brags Sends Jane link to o =
neighbor to Jane BB infomercial Ny
Carla adds - | about saving —, a n e
insulation money at the
through BB neighborhood Longmont homeowner

At Longmont
farmer’'s market

block Pmy/'

Jane reads
article on BB

Jane sees

mobile display s

and outreach

team @

At Bands on the
Bricks on Pearl
Street Mall

in Longmont
Times-Call

=]

LPEC neighborhood
energy sweep includes
information about BB

Jane signs up on
interactive portal
and auto status

posts link on [

Faceboolk
[=]]

vYY

Jane’s friends

v

Jane starts a group
for her church,
invites members

and presenter

Yy

church members

Jane’s 5th grader
Taylor comes home
excited about
Teach for Sustainability
and competing with
other schools
using portal

=1
v

Outreach staff gives
presentation at
church meeting

v

BB =

“Better Buildings”
represents residential program

% = Tag Reader enabled infomercial
(see Social Media Strategies Appendix)

= "Informmercial”
opportunity

Pastor sets goal for
congregation - talks
about it in sermon




Key lesson: Messaging matters

Market intelligence is key

Customize messaging

Use loss aversion and social norming frameworks

Be clear and concise




Key lesson: Get to know your resources

LOCAL
COMMUNITY
GROUPS

COLLABORATE!

FINANCING
PARTNERS

NONPROFITS



Key lesson: LISTEN!

o

FIND OUT how your
service or equipment
will benefit them

Train outreach staff to
ask questions and
LISTEN

e What are the customer’s
concerns?

e What are their values?

e What will motivate them?



Key lesson: Measure success

Build in metrics from
the beginning. They
do not have to be
elaborate to work.

Measure and track how
participants found out
about the program

Measure and track
website intake

Track events and
attendance

Track participants by
equipment or service



Key lesson: Community-based marketing works!

Commitments Recognition Social norms

Prompts Communication

Incentives Convenience




Questions?




Resources

ENERGY STAR®: Social Media Metrics

Mass Save: Listening to the online conversation informs marketing strategy

Mass Save: Online Promotions

NeighborWorks of Western Vermont: Impact Assessment

National Grid: Light Up Your Library Campaign

The Sponsors of Mass Save: “Like to Save” Marketing Campaign

Benchmarking and Best Practice Research: Making it Real

Paving the Way for a Richer Mix of Residential Behavior Programs

More Cadmus-based resources

Also visit www.cbsm.com for more helpful information regarding the approach
and tools of Community-Based Social Marketing



http://www.cadmusgroup.com/case-studies/energy-star-social-media-metrics/
http://www.cadmusgroup.com/case-studies/mass-save-social-listening/
http://www.cadmusgroup.com/case-studies/mass-save-online-promotions/
http://www.cadmusgroup.com/case-studies/nwwvt-impact-assessment/
http://www.cadmusgroup.com/case-studies/national-grid-light-library-campaign/
http://www.cadmusgroup.com/case-studies/sponsors-mass-save-like-save-marketing-campaign/
http://www.cadmusgroup.com/papers-reports/benchmarking-best-practices-research-making-real/
http://www.cadmusgroup.com/papers-reports/paving-way-richer-mix-residential-behavior-programs/
http://www.cadmusgroup.com/our-knowledge/
http://www.cbsm.com/

Allie Marshall
Associate| Energy Services

1426 Pearl Street, Suite 400 | Boulder,
Colorado, 80302

Office: 303.389.2516

n Facebook.com/CadmusGroup

u @CadmusGroup

E Linkedin.com/company/the-cadmus-group



	Market Intelligence: �From Info to Action
	Slide Number 2
	Market intelligence
	Get to know your audience
	Put your knowledge to work
	Residential case study: Boulder County
	Market intelligence in use
	Example 1: Value message – one size does not fit all
	Example 1: Value message – continued
	Example 2: Social marketing – strategic emphasis  
	Key lesson: Messaging matters
	Key lesson: Get to know your resources
	Key lesson: LISTEN!
	Key lesson: Measure success 
	Key lesson: Community-based marketing works!
	Questions?
	Resources
	Slide Number 18

