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SETTING THE STAGE
SITUATIONAL ANALYSIS

� Crown corporation with 1.7 million customers.

� Historically, among lowest residential rates in Nor th America; among 
the highest per capita users in the world.

� Forecast (all sectors) to grow from approximately 5 1,000 gigawatt hours 
annually to about 68,700 gigawatt hours by 2026.

� Net importer the last 5 years (15% of needs).

BOLD GOALS

� Electricity self-sufficiency by 2016.

� Acquire 50 percent of incremental resource needs 
through conservation by 2020.



Power Smart Evaluation and Research 3

THE RESIDENTIAL CHALLENGE

� Success in meeting this target will be placed, in p art, on the shoulders of 
residential customers in their ability to think abo ut and use electricity 
differently than they have ever before.

� For BC Hydro, the target will necessitate a fundame ntal change in the 
way it tries to influence and empower residential c ustomers to conserve.

� Marketing and advertising teams will need to expand  from programs that 
are product and end-use centric, and relatively sho rt term…

� …to programs, campaigns, and possibly new rates, tha t strive to change 
engrained consumer attitudes and behaviour over the long-term.

� Psychographic segmentation can play a key role for 
BC Hydro in moving its energy conservation agenda 
forward.

SETTING THE STAGE
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PSYCHOGRAPHIC SEGMENTATION
WHY PSYCHOGRAPHIC SEGMENTATION?

� Marketing programs and strategies based on conventi onal 
demographic and geographic segmentations have limit ations.

� Psychographic segmentation overcomes these limitati ons by 
uncovering homogeneous groups of people in terms of  how they think, 
feel and behave.

� Ideally, strategies and campaigns can be developed such that the
unique segments receive marketing support and messa ging that truly 
resonate with them, and reinforces the desired obje ctive of changing 
the way they think about and use electricity.

� … a bonus if there are strategies or messaging that have traction 
across all identified segments.
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METHODOLOGY
� Based on BC Hydro’s Residential End-Use Survey.

� June 2006.

� 4,338 surveys.

� Large banks of attitudinal and self-reported behavi oural dimensions 
included in the statistical clustering algorithm.
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In the afternoon session…
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DATA COLLECTION

� Methodology 

� Timing

� Mitigation of respondent and response bias

SEGMENTATION METHODOLOGY

SEGMENT INSIGHTS

� Segment share of customers

� Segment attitudes and behaviors

� Segment demographics

MODEL VALIDATION

EARLY LESSONS & IMPLEMENTATION

IN THE AFTERNOON…


