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Energy for Tomorrow® to date

One of the first green pricing programs – introduced in 1996
Over 18,000 residential customers enrolled – about 2%

Premium of 1.37 cents/kWh
Option of 25%, 50% or 100% participation level – an average of 

$5.14/month at the 50% level. 

Over 797 business customers including:

Neenah Paper MATC FedEx Kinko’s  
GE Healthcare REI QuadGraphics

Paying bulk rate @ 1.00 cents/kWh
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Energy For Tomorrow – Marketing Strategy
Direct Mail

Cost effective - $30 to 
$35 per enrollment
Low administrative 
cost
Effective

2006 - 2007 enrolled 
3,840 customers with 
our Problem Solver 
message
Average response rate 
of 1.89%
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Direct Mail Tools
Messaging 

E Source Utility Communicators Service 

Segmentation
Claritas PRIZM NE

Segmentation data identified by numbers with 
clever names…01 – Upper Crust

66 different customer groups

Customers grouped by zip code

Allows targeting based on any purchase and 
media behavior
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2006 – 2007 DM Problem Solver Message 

Call to action

Simple message

Simple enrollment

Trusted by the customer

Used segmentation – Clarita's PRIZM NE 
Segments

Low hanging fruit – targeted the best performers

Focused on “Social groups”
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Problem Solver Message – enrollment card
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2008 Campaign – 1,2,3 Message
First things first – Who is our audience?

Exhausted the early adopters – now what!

Focused on next group of likely adopters
Focused on “Lifestage Group” instead of “Social 
Group”

“Younger Years”, “Family Life” and “Mature Years”

Wanted to target consumers who were interested 
in purchasing renewable energy, but who had not 
yet acted on their interest.
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Milwaukee by PRIZM Lifestage Groups



9

We Energies’ EFT targets: who are they?

Of the segments chosen to target for the EFT program, 1,140 
households are currently signed up – just over one percent. This 

leaves approximately 78,523 households to target. 
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Target Segments 

Used PRIZM segments 13, 17, 18, 34, 36
Upward Bound – 13 (LG Young Accumulators)

Beltway Boomers – 17 (LG Young Accumulators)
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Target Segments
Kids & Cul-de-Sacs – 18 (LG Young Accumulators)

Blue-Chip Blues – 36 (LG Mainstream Families)

White Picket Fences – 34 (Mainstream Families)
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We Energies’ EFT targets: who are they…

→

Busy!

Family!

Concerned!

But unsure of how they can help without a sacrifice.
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Message Development
•New message
•New look
•New reply method
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1,2,3 Message - mail back card with envelope
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Results

Problem Solver Message is still on top
Response Rate of 2.203%

1,2,3 Message
Response Rate of .941%
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So, what did we learn….?

What went wrong, was it the…
Message?

Segments?

New format/enrollment?

Did we over-think our audience?  Were 
their index scores too high already?

Or did we just have an ineffective message…
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What's next for direct mail

Reformatted the 
Problem Solver 
message to resemble 
the 1,2,3 message

Launching a direct 
mail campaign to test 
the format using the 
Problem Solver 
message
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