
Electric Personalities
in Ontario
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To fill a gap in the need for a simplified model for 
understanding the Ontario public based on electricity 
conservation attitudes and habits

To inform OPA marketing and conservation program 
initiatives

To establish a common language for talking about the 
public within the OPA and with external stakeholders
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• “I’m pretty ignorant about energy 
conservation… try to keep lights off 
and whatnot, but you fall into old 
habits”

• “I should be doing more but haven’t 
really gotten around to it. I’m using 
energy in order to do things, to be 
productive”

OPA focus groups, 2007
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• “ (saving electricity) only really comes to mind when 
the bill comes at the end of the month”

• “People are motivated by saving money, so tell us how 
– give free stuff or give rebate programs or something -
I don’t think anyone wants to spend 100 bucks a month 
to save energy”

• “We’re a young couple trying to be tight with our 
budget so saving money…would get my attention”

• “For me, personally, it’s all about the money. And that’s 
not greed, that’s just facts of life. And if you can make it 
about saving money, then the environment wins”

OPA focus groups, 2007
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• “People lead busy lives and if they could do it the easy way, 
they’d be more likely to. They still want to conserve -don’t 
treat me like a dumbass - but DO tell me it’s not THAT hard

• If they give us guidance, tools and skills to improve our use 
of electricity, it’s win-win cause it’s good for environment 
and it’s good for us.”

• “It’s saying maybe you don’t have to be a big 
environmentalist but if you change your usual ways, you can 
make a difference. Saving 1 watt of energy doesn’t seem 
like a big deal, but if you can see the difference, that’s great”

• “I don’t need leadership to turn off lights but need it on 
energy efficient furnaces. Need info for some things and 
leadership for other”

OPA focus groups, 2007
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• “We’re not gonna save world just by turning off lights 
– there are other things to do”

• “Starting is hard – once you start, you realize it’s 
easy. You just need to get past that initial step”

• “We take too many things for granted. I think it 
conveys larger global social consciousness. Things 
won’t change if I don’t do my part . This is the legacy 
one”

• “I go to a fitness club and was miffed cause a woman 
turned water on and then went to make a phone call. 
We need to educate people like that”

OPA focus groups, 2007
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• Budget-Driven and Pragmatic 
Conservers named Targets for 
2008+ Initiatives
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A Common Language for the OPA, our 
Partners and Stakeholders

– Segment Results Available on OPA 
website

– Presentations to Stakeholders
– Segments Mapped to Market or LDC 

Level



26

Electric Personality

A DIY EKC website survey 
initiative

www.everykilowattcounts.com

Engaging Ratepayers
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Thank You!

From the Ontario Power Authority

Questions? contact:
Bob Collins
Manager, Market Research & Planning
Ontario Power Authority
(416) 969-6300
bob.collins@powerauthority.on.ca


