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What we knew
• One-size does not fit all: 

consumers are different.

• Household-level 
segmentation is needed. 

• Technology can help 
consumers create value for 
themselves….. but we need 
to understand what value 
means to different types of 
consumers.



Social marketing assumptions
Temporal 

orientation
• Consumers are more motivated by short-term, 

self-oriented options than long-term and altruistic

Pleasure 
principle

• Consumers act to minimise pain and maximise 
pleasure

Social 
orientation • Individuals do not act alone – homo sociologicus

Knowledge-
action gap • More education does not equal more action

Consumer 
empowerment

• Consumers need to feel in control – its their 
definition of ‘better choices’ not ours

Value-
orientation

• Consumers make choices that deliver them value –
their definition of value not ours

Segmentation • Consumer choice goals and choice processes differ 
by household and by individual



Evidence-based research - Mixed Method

• 45 in-depth household interviews (118 people)
• Projective technique
• Visual analysis
• Scenario thinking
• Diverse Sample

• 1345 people, national survey
• Participants sourced online
• 18-55 years, digitally literate
• Scientifically validated questions
• Optimised for mobile and desktop
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AIM: Better understand the enablers, barriers, and characteristics of households engaging with tariff reform
FOCUS: Engaging households and assisting them to understand and use cost reflective tariffs through digital technology. 



Digital engagement approaches

REACTIVE INTERACTIVE PROACTIVE



Face-to-face vs digitally-enabled assistance

FACE TO FACE GAMIFICATION APPTRACK AND MONITOR



“We work together like a well-oiled machine”



“We experts work together for the good of the household”



“We share the load, and take turns leading”



“We’re easy-going and flexible”



“We like to do our own thing”



“We are the masters of our environment”



Each Segment requires a Unique Value Proposition: 

Goals Barriers Possible Value Proposition

Consistency, Efficiency, 
Stability

Needless complications, constant change, 
threats to our established ways.

Keep us on track with minimal disruption.

Expertise, Control, Ease
Roadblocks, failing to acknowledge our 

expertise, needless change.
Put the power in our hands.

Convenience, Flexibility, 
Harmony

Too much effort, needing to monitor, solutions 
that don’t consider all of us.

Keep us organised to meet our changing demands.

Freedom, Entertainment, 
Equality

Needless restrictions, boredom, solutions that 
favour authority figures.

Give us the freedom to enjoy life together.

Comfort, Mastery, 
Empowerment

Too much effort, not enough power (when we 
want it), single-option solutions.

Serve us. Because we’ve got better things to do.

Independence, Mastery, 
Empowerment

Roadblocks, not enough power (when we want 
it), single-option solutions.

Make us the masters of our environment.



Like to see more? Like to work with us?

https://research.qut.edu.au/servicesocial
marketing/research-projects/household-

segments-for-tariff-reform/
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