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Market intelligence (definition and importance)
Get to know your audience
Put your knowledge to work
Residential case study  
Market intelligence in use
Key lessons 
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Market intelligence

Information 
gathered and 
analyzed to… 

Understand…

Values

Preferences

Motivations

Barriers

Develop… Outreach 
strategies

WHY IS  IT  IMPORTANT?

WHAT IS  IT?
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Get to know your audience

S EC O N DA RY  R E S E A R C H

• Residential data

• Commercial data

P R I M A RY  R E S E A R C H

• Surveys

• Focus groups

• Interviews
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Put your knowledge to work

E N D  G O A L
Design 

program

Create 
value-
driven 

messages

Identify 
target 

audience 

Identify 
perceived 
barriers

Determine 
market 

approach

Use the power 
of social norms to 
activate behavior 

change among 
audience

Develop 
segment-
specific 
visuals
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F I N D I N G S …

M A R K E T  I N T E L L I G E N C E  

Residential case study: Boulder County

Primary and secondary research

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

• Homeowners tend to 
overestimate the energy 
efficiency of their homes

• Cost is a barrier, but 
rebates can help

• There is a need for 
personalized assistance 
and guidance
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Market intelligence in use

VALUE 
MESSAGES

SOCIAL 
MARKETING
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Example 1: Value message – one size does not fit all

Residential Groups
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Churches/ Congregations XX XX XX X X X XX XX X XX

HOA/Neighborhood Group XX X XX X Varies Varies X XX X XX

Civic Groups: Middle Age XX X XX X Varies Varies X XX X XX

Civic Groups: Younger Age XX X XX XX Varies Varies X X X XX

Civic Groups: Older Age XX XX XX XX XX X XX

Environmental Groups X X XX X XX XX XX X XX XX

Outdoor Groups X X XX X XX XX X X X XX
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Example 1: Value message – continued

Residential Customer 
Attributes
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Affluent 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 X XX X XX
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Example 2: Social marketing – strategic emphasis
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Market intelligence is key1

Customize messaging2

Use loss aversion and social norming frameworks3

Be clear and concise4

Key lesson: Messaging matters
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COLLABORATE!

Key lesson: Get to know your resources

UTILITIES
LOCAL 

COMMUNITY 
GROUPS

CITIES CONTRACTORS

NONPROFITSFINANCING 
PARTNERS
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Key lesson: LISTEN!

Train outreach staff to 
ask questions and 
LISTEN
• What are the customer’s 

concerns?

• What are their values?

• What will motivate them?
FIND OUT how your 
service or equipment 
will benefit them
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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 
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Key lesson: Community-based marketing works!

Commitments Recognition Social norms 

Prompts Social diffusion Communication

Incentives Convenience
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Questions?
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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/
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Facebook.com/CadmusGroup

@CadmusGroup

Linkedin.com/company/the-cadmus-group

Allie Marshall
Associate| Energy Services

1426 Pearl Street, Suite 400 | Boulder, 
Colorado, 80302
Office: 303.389.2516
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