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2. b. Defining your audience: Propensity characteristics 
 
We have created two frameworks of characteristics, or capabilities, that households or small 
and medium enterprises (SMEs) might have, which could impact on their ability to fully 
participate in an energy-related activity.  
These build on the work of the Centre for Sustainable Energy (CSE) in developing their Smart 
and Fair: Offer Profiling Tool. 
 
 

The two frameworks are at the end of this document.  We have also created them as two 
mural templates for internal use:  

1. Domestic audience segmentation mural  
2. Small & Medium Enterprises segmentation template  

 
Useful for 
 

• Propensity analysis – exploring which characteristics help define those with a 
propensity to use an existing service. 

• Audience segmentation – the most successful products and services are those 
designed to meet the needs of a very specific, and narrow target audience. 

• Helping energy flexibility service providers assess the capabilities required to use a 
particular service – and who might be excluded from using it. 

• Understanding what additional support might be needed to help people gain the 
capabilities needed be able to benefit from a particular service. 

• Profiling the characteristics of a target audience, to gain insights as to which local 
energy offering might be best suited to a defined audience. 

 
How it works 
 

A wide range of characteristics impact on the ability of a household to be willing or able to 
participate in an energy-related activity. These fall into three broad areas: 
 

1. Energy: 
Characteristics to do with the building, their energy use profile and characteristics relating 
to the local energy system in which the building is situated, that are relevant to the way the 
householder can, or does, use energy. 
 

2. Agency: 
A wide range of characteristics relating to the personal circumstances of the householder 
which impact on their ability to make choices – from their financial circumstances, power to 
make decisions, granularity and availability of data, digital connectivity and capability, 
household make-up and attitudes. 
 

3. Motive: 
What benefits the householder might value, and if there are any current triggers that could 
spur them into action. 
 

Using the list of characteristics in the Domestic Audience Segmentation framework below, 
build up a picture of your audience based on those characteristics they are most likely to 
have, and what their likely motivations will be. Try and only pick the key defining 
characteristics.  
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For example, customers most likely to benefit from a paid-for retrofit service such as Cosy 
Homes Oxfordshire customers may not share a distinct set of ‘energy’ related 
characteristics. The service is suitable for any type of dwelling, energy use profile and any 
building’s existing energy system. However, those who are most likely to benefit from the 
service may share a distinct set of agency and motive characteristics.  For example, being 
owner occupiers, with access to capital and motivated by carbon savings. 

 
What next? 
 

Build a value proposition for your target audience by identifying how your service best 
creates value or identify ways users who might be lacking key characteristics or capabilities 
could be supported to gain them, so they can also benefit from the service.  
 
Related tools and resources 
 

CSE’s Smart & Fair Offer profiling tool - https://www.cse.org.uk/resource/smart-fair/ 

 
Industry Archetypes 
Centre for Sustainable Energy have developed two sets of consumer archetypes to enable 
better policy design and decision making. Neither are currently in the public domain. 
 
ESO Archetypes 
The 18 archetypes were produced to inform their Future Energy Scenarios (FES) modelling. 
The archetypes were produced by splitting the Smart Energy Research Laboratory dataset 
by the following characteristics considered to have the largest impact that determines daily 
energy usage patterns: 

• Presence of Solar PV 
• Electric vehicle (EV) ownership 
• Type of central heating system (e.g. electric storage, oil, mains gas) 
• Number of children 
• The head of the household is aged 65+ 

 
These were then mapped to Local Super Output Area (LSOA) level to help map the time and 
location of energy demand peaks.   
 
Ofgem 
CSE created 24 archetypes derived from the Living Costs and Food (LCF) Survey, 
supplemented with the Ofgem Consumer Engagement Survey and the English Housing 
Survey. The archetypes created are by Ofgem’s Distributional Impacts Model. This model 
assesses various policies (including the price cap changes that have rocked consumers for 
the last few years) through their impact on the different archetypes. 
 
Intersectionality 
Intersectionality is a critical framework that provides us with the mindset and language for 
examining interconnections and interdependencies between social categories and sys-tems. 
A concept developed by Kimberle Crenshaw in 1989 it relates to how gender, race, class and 
other social categories intersect and interact with individual experiences, societal norms, 
institutional structures and cultural ideologies. 
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Low Carbon Hub took part in two workshops with Nickhil Sharma, UEA to explore how 
complex sociotechnical dynamics are considered while evaluating justice considerations in 
relation to the energy system transformation.  
 
Further reading about intersectionality and research tools such as the intersectionality web: 
Methodology and methods for collecting EDI materials, Atewologun and Mahalingam, 2018 
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