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Name Background

Sara Cappe

SVP and Managing Director, Maru/Matchbox Public Service 

Practice 

• Sara leads a team of consultants who are all passionate about utilizing 

technology and System 1 solutions to deliver impactful outcomes

• She has over 15 years of experience consulting NFPs, utilities, 

governments and telecommunications firms across North America.

• Sara has led numerous brand building, stakeholder engagement, 

reputation management, loyalty and retention, customer experience and 

thought leadership programs

• She specializes in understanding the voice of stakeholders to all areas 

of the practice.



“Beneficial Electrification” Consumer Research

GOAL: Investigate consumer 

interest in transitioning to 

electricity from natural gas, 

petroleum or other fossil fuel 

sources in transportation, space 

heating, cooking and water 

heating.



Multi-Phase Research Project

Industry Scan 

White Paper

11 industry interviews

Literature review

Consumer 

Research Report

Online survey with 

1,200 Consumers



What is Crossroads Analysis?



What Does it Help Us Understand?

What is MaxDiff?

MaxDiff is a choice-based methodology 

that forces consumers to trade-off items 

that influence their decision process, 

which results in rank order data that can 

then be modeled to further derive the 

degree of importance.

How does it come together?

The combined MaxDiff exercise and IAT 

results provide us with a white space 

opportunity map. This intersection of 

behavior and emotion uniquely unlocks 

the System 1 pathway to behavior.

Please indicate which of the following 

statements MOST applies to you, and 

which one applies the LEAST.

Illustrative Example

Please drag and drop the choices to the corresponding statement.

Statement A Statement B Statement C Statement D

Most Least



SECC’s Consumer Segmentation



Characteristics of SECC’s Segments



Why Beneficial Electrification?

The grid’s emissions rate is going down



What Makes It Beneficial?

Regulatory Assistance Project’s Three Conditions

1. Saves Customers 

Money Over Long Term

2. Reduces 

Environmental Impacts

3. Enables Better Grid    

Management



Underlying Consumer Motivations



Electrification on the Road

Electric Vehicles Public Transportation Municipal Fleets School Buses



Consumer Support for Infrastructure



Impact of Cost Increase on Interest

-4

-4

-3

-1

Assume that using electricity from your local power grid emits fewer greenhouse gas emissions 

than an equal amount of energy from fossil fuels. Would you make the following purchases if the 

price of electricity use were 10% more than the equivalent in liquid or gas fuels?



Electrification at Home

Cooking Space Heating

Water HeatingOther Tools



Are Consumers Interested in Switching?



Barriers for different types of electrification 



What Messages Did We Test?

1. I am trying to reduce my greenhouse gas emissions

2. I am concerned about air pollutants inside my home

3. I am concerned about my community’s air quality

4. Saving money is more important to me than saving the environment

5. Saving money is more important to me than improving the air I breathe

6. Electricity from renewable sources reduces greenhouse gas emissions

7. The government isn’t doing enough to reduce greenhouse gases

8. The increase in extreme weather is concerning to me

9. Climate change is impacting how I use energy

10. Electricity emits more greenhouse gases than natural gas

11. Electricity is becoming cleaner and more renewable everyday

12. Banning natural gas will help reduce greenhouse gas emissions

13. Buildings should favor electricity over natural gas to reduce greenhouse gas emissions

14. Any little bit of renewable energy helps prevent climate change

15. I am concerned about the safety of natural gas in homes

16. I am concerned about the safety of electricity in homes

17. If my electricity provider switched to using renewable sources, this would increase my bill

18. Buying electric vehicles is for the wealthy

19. New homes that are 100% electric are often more expensive than new homes that are not 100% electric

20. EVs reduce greenhouse gas emissions compared to gas-powered automobiles

21. I would only reduce my greenhouse gas emissions if it saves me money

22. Moving to electric vehicles and all-electric buildings will strain the power grid, potentially impacting reliability



Getting the Message Across



What Statements Motivate Consumers?



How to Optimize Messaging by Segment

Energy Indifferent

Emphasizing positive environmental 

changes appeals to the core beliefs of 

Green Innovators. Statements that 

showcase putting forth any little bit of 

effort to reduce environmental impact 

strongly resonate with this segment. 

Although, Green Innovators are the most 

likely to act, they should not be taken for 

granted. Messaging still needs to be 

tailored to them.

Movable Middle

Tech-Savvy Proteges place high 

importance on environmental concerns and 

putting in any bit of effort. However, these 

concerns are not as implicitly agreed with 

as Green Innovators. Rather, the Tech-

Savvy Proteges need to think about these 

statements a bit more. Messaging should 

clearly emphasize how doing anything can 

help to engage their explicit or rational side. 

Employing technology could also be used to 

appeal to this segmentation. With clear and 

consistent ongoing messaging, this can 

become more implicit.

Green Innovators Tech-Savvy Proteges



How to Optimize Messaging by Segment

Energy Indifferent

The Energy Indifferent not only state they 

value monetary savings, but it also comes 

through in their decision-making. Additional 

statements that resonate with this segment 

focus on the importance of money over 

the environment and concern of cost 

increases. To create longstanding success, 

the winning message should include 

wording about ensuring cost savings as 

electricity becomes cleaner and more 

renewable.

Movable Middle

Although the Movable Middle state money 

is a concern, they place high importance on 

doing ‘any little bit’ to prevent climate 

change and are concerned ‘the government 

is not doing enough’. There tends to be a 

say versus do gap with this segment, as 

they do not prioritize saving money over 

saving the environment but show some cost 

concerns. Messaging to this group needs to 

emphasize environmental action, but also 

incorporate some wording on cost 

mitigation.

Energy Indifferent Movable Middle



Five Key Takeaways 

‘Electricity is becoming 

cleaner and more 

renewable everyday’ 

best conveys the 

urgency of climate 

change.

01

To streamline 

messaging, segments 

can be grouped as less 

or more engaged when 

it comes to beneficial 

electrification. 

02

Cost increases have 

little impact on 

electrification adoption 

for more engaged 

segments.

03

Climate change 

messaging needs to 

account for cost 

sensitivities among the 

Energy Indifferent.

04

Green Innovators and 

Tech-Savvy Proteges 

need to be encouraged 

that any little bit 

counts.

05



Three Recommendations to Policymakers 

1. Benefit consumers--consider ways to more explicitly articulate 

these benefits. 

2. Include consumers--include and understand consumer 

perspectives prior to and during the creation of policy objectives 

related to electrification. 

3. Educate consumers--help grow understanding and awareness 

of how energy is acquired and produced 



Name Background

Lee Ann Head

Senior Software Product Manager, Franklin Energy

.
• Lee Ann serves as Senior Product Manager at Franklin Energy and is 

currently working with the NGAGE platform 

• She served as the Energy Efficiency Solutions Manager for Entergy

• VP of Research and Insights for The Shelton Group for 17 years 



NGAGE EV Platform and 
Managed Charging Program



Utility EV Programs

CUSTOMER EDUCATION & 
AWARENESS

ADDRESS PRIMARY BARRIERS TO ADOPTION

• EV and EVSE educational tools providing: 

• Vehicle comparisons

• Cost of ownership

• Rate options

• Home charging

• Public charger maps

• Available incentives

• Dealer locator

ENROLLMENT, PURCHASE & 
INSTALLATION

STREAMLINE THE CUSTOMER JOURNEY

• EVSE marketplace

• Rebate processing

• Stacked rebates

• Program enrollment

• Certified trade ally networks (dealers, installers)

• Financing

• Charger network integrations

MANAGED CHARGING

MINIMIZE THE COST TO SERVE

• Behavior programs: 

• TOU rates

• Coaching and messaging

• Rewards 

• Price elasticity analysis

• Direct control programs: 

• Networked EVSE control

• Smart circuit breakers

WORKPLACE, FLEET, AND PUBLIC 
CHARGING

EXPAND EV ADOPTION BEYOND RESIDENTIAL

• Fleet assessments

• Site feasibility assessments

• Rate analysis

• Charging optimization

• Depots

• Public and private charging programs



EV Customer/Grid Optimization Value 
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EV Shopper



Target Personas











EV Owner





Program Reporting

EV Program



SECC’s COVID Webinar Series



Questions? You will receive a link to the research and a copy of 

today’s slides at the email address you used to register.
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Follow SECC’s LinkedIn Company Page

• Search “Smart Energy 

Consumer Collaborative”

• Posts on research, 

education, events, 

relevant news & more

• Active conversation on 

consumer-centric trends


